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PEARL and BEAD RE-STRING 
NEW METHOD SAFETY LOOP 
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cA New Safety Feature 


EXCLUSIVE IN U.S.A 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost ‘invisible. 


All pearl and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at no extra charge! 





For careful matching and flawless workmanship, plus 
this extra safety feature, send your re-stringing work to 


A. SAUER & COMPANY 


Manufacturing Jewelers + Special Order Work 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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Merchandising and Promotion 
TWO WINDOWS FOR THE COMING MONTH 
IDEAS FOR CHRISTMAS WINDOWS 
DOORWAYS TO GREATER PROFITS ’ 
CUSTOMER INFORMATION BUILDS CONFIDENCE 
LAYOUT AND POLICY REFLECT HOMELIKE ATMOSPHERE 
WRAP UP YOUR CHRISTMAS SALES 
‘DIAMOND GARDEN’ BUILDS SALES 
NOVEL FIXTURE FACILITATES RING DISPLAY 
TWENTY-FIVE PER CENT INCREASE DESPITE LOCAL DECLINE 
HOW TO SAVE MONEY ON SMALL SPACE ADS 
CUSTOMER OPINIONS KEEP STORE ON ITS TOES 
POOLED 'CONTRIBUTIONS' SAVE AD DOLLARS 
THEADVISER ... . ; 
SPACE IS NO LIMIT TO SALES 
STORE WITHIN STORE PROVIDES SILVER PRIVACY 
WATCH REPAIRS 'TIMED' FOR CUSTOMER SERVICE 
DOUBLE EXPOSURE BENEFITS THIS STORE 
‘ROAD' PROVIDES TIPS ON STORE OPERATION 


Store Modernization 
CUSTOMERS FEEL AT EASE IN NEW STORE . . . 
MODERNITY AND FUNCTIONALISM STORE FEATURES 
DESIGNED TO FACILITATE SELLING 


The Trade at Large 
NEW DESIGNS FROM PARIS 
BOOKKEEPING SIMPLIFIED 
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WORKSHOP QUESTIONS AND ANSWERS 
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In Masterful Craftsmanship 


There’s an unmistakable 
note of elegance in Marce- 


conceived jewelry that 


distinguishes it from all others... 


and that flawless perfection 
of execution that has become 
characteristic of all fine 


platinum and gold creations 


identified by the WBO mark. 


The Ultimate in Classic Desian 
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WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET |W | NEW YORK 23. N. Y. 
BY ~ 
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Next, show how bakelite handle is 
equally comfortable for right- or 
left-handers. Then demonstrate thumb- 
tip temperature dial with choice of heats 
from RAYON to LINEN, plus OFF. 








LOOK! THE EASY WAY TO SHOW AND SELL 


No other iron has this fool-proof, swivel-attached cord that fol- 
lows every stroke perfectly, avoids tangling. So demonstrate this 
exclusive Manning-Bowman feature first, and tell customer, “See? 


The Iron-That-Wags-Its-Tail !” 








Be sure to call attention to the neat 

point and beveled edge that iron 4) 
smoothly around buttons, pleats, seams. 
Note the attractive chrome finish—per- 
fect balance—even, automatic heat. 





rest of Manning Bowman’s quality 
family: toasters, percolators, broilers, 
automatic grills, waffle bakers, heating 
pads. You may make another sale! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. @ In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont 


THE LINE THAT'S ALWAYS IN DEMAND 
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Just think ... you have no 
extra rings to carry in stock. | 
With this practical and © 
efficient locking device; AN 
Matched Set is instantly 
transformed into a securely 
- Locked Set. ““Snap-On-Dual 
Locks are made in 3 sizes 
large, medium and small 
and supplied mounted o: 
Display Cards as illustra 
Order now and create 








a Bae 
DISPLAY CAR 
FEATURES 1 doz. 
SNAP-ON 
DUAL-LOCK 
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I88-192 WEST 4th STREET NEW YORK 14,N. Y. 


FOR NOVEMBER, 1948 





diamonds are securely held in 


PHONE: BEexman 3-1671 EXPERT DIAMOND SETTING 2 
TRADE Mo MARK / 
Michelsen & Grossman i 


MANUFACTURING JEWELERS 


106 FULTON STREET 
NEW YORK 7, N. Y. 


September 30, 1948 


Baker & Co. Inc. 
113 Astor St. 
Newark, N. J. 


Gentlemen: 


Our experience with palladium has proved to us 
that it is an excellent jewelry metal. 


We have been using it continuously for six years 
and believe that it will become increasingly im- 
portant to the jeweler as time goes on, 


Diamonds are securely held in palladium settings 
and the unchanging brilliant whiteness of the metal 
brings out all their beauty. 


There is no difficulty in working it and it is 
easy to solder and easy to bright cut. It does 
not injure tools and dies. 


Very truly yours, 


Michelsen rossman 


THE WORKING AND HANDLING 
OF JEWELRY PALLADIUM 
Let us send you this new booklet. Goes 


into the subject in detail. 


BAKER & CO., INC.» 113 Astor St., Newark 5, N. J. « New York ¢ San Francisco * Chicago 
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far be it from us to overlook the ladies. 
Our 75th Anniversary line is filled with feminine touches 
smart, delightful Quality Gold Filled pieces that reflect the high 
quality of Simmons in every way. In rich-looking packaged 

gift sets these feminine touches offer the added sales touch that jewelers 


und their customers want today. 


R. F. SIMMONS COMPANY, ATTLEBORO, MASSACHUSETTS - MAKERS OF SIMMONS CHAINS - SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 





75th Anniversary 
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BRETTON 
| MEANS 
| BUSINESS! 











Br Ms 
Cfton Bretweave - 


— $12.50 









Bretton ‘ ‘Rope . 








‘Queen’ $10 50 
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LIFE December 13 SATURDAY EVENING POST December 18 

LOOK December 21 THIS WEEK (24 cities) November 21 - | o 

COLLIER’S November 27 LADIES’ HOME JOURNAL December | . CONSULT YOUR WHOLESALER 

ESQUIRE December N. Y. TIMES MAGAZINE December 5 

COSMOPOLITAN December N.Y. NEWS MAGAZINE December 12 BRUNER-RITTER, Inc., 630 Fifth Ave., New York 20 






TOTAL READERSHIP OVER 50 000,000! Factories: Bridgeport and Montreal 





* the urge to buy 
starts with the eye 
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LOOK FOR THIS 
STAMP OF QUALITY ( ‘Ly 


THE MARK OF DISTINCTIVE 
B{AUTY AND LASTING 
PROTECTION 

















fine watch movements 


— designed to custom-fit 
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The fine ring creations illustrated are always 
available on special call to fill certain 

specific needs. The Bristol line offers an 
exceptionally wide choice of 


istinctive diamond wedding 


and engagement rings. 
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SEAMLESS RING COMPANY 


CHICAGO 
SAN FRANCISCO 


71 NASSAU STREET 
NEW YORK 7, N. Y. 
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Fine Watch Bands 

_ the artistry of Old “World craftsmanship is combined with the genius of 
— : 8 Tlew World styling ta produce these beautiful GEMEX watchbands. 





_ SOLD ONLY THROUGH WHOLESALE JEWELERS—GEMEX COMPANY, UNION, N. J. 
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SETS 


These exquisite diamond bridal sets are bound to win instant 
favor with your trade! Imaginatively designed... beautifully 
crafted...they are truly representative of the 


American Beauty name! 


; a 


a Se 
<> “ ~*~ p>) Var 
ye ~~ tz; 

{ 

f 


a 
i Those Who Know ts 
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bronze plaque has heen effectively ~ oF, 
Shey A now that the diamonds we sei! 


are chosen with the utmost care and selected 
for perfection of quality, cut and color. 


displayed hy American Beauty dealers 

»| 

7 ~) 

everywhere. Now —in response to repeated f 
requests—a new supply is available. : f =~ v7, 

U hall | lad ] > av | Shey -A-noee that our diamonds are fault- 

/pon request, we sha oe glad to senc | & lessly mounted in settings that answer every 


your plaque, without any cost to vou. test for striking beauty and style authenticity 


Shey Anow that our prices, quality for 
quality. are consistently lower in keeping with 
our policy of better value giving. 





Shey Ano that in diamonds, asin 
everything we sell. we earnestly strive to win 
and deserve the confidence of our customers 
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Henry B. Fried, of Brooklyn, N. Y., is internationally 
known as a writer and lecturer on horological subjects 
and is in charge of horological instruction on New York 
City’s Board of Education. Considered one of America’s 
foremost horological draftsmen, he is the author of 
“The Watch Repairers Manual,” and represents the 
third generation of watchmakers in his family. 

“It is always a pleasure for any horologist to examine 





“One feature of the new Waltham ‘Series 33’ of particular impor- 
tance to the watchmaker is the Conel metal hairspring. This amaz- 
ing new alloy, developed in Waltham’s own laboratories and used 
exclusively in Waltham Watches, compensates for the contraction 
and expansion of the balance wheel at varying temperatures.” 


14 


Henry B. Fried 





Certified Master Watchmaker; 


Exec. Sec., Horological Soc. of N.Y.; V.P, N.Y. State Watchmakers’ 


» Ass’n.; Member Advisory Council, Horological Inst. of America 


“Your own loupe will show you,” says Mr. Fried, “why 


the new ‘Series 33’ is the finest Waltham of all time.” 


a fine watch,” say Mr. Fried. “And I know that you are 
going to be as pleased as I was the first time you inspect 
the movement of the new Waltham ‘Series 33’. 

“T believe it to be a splendid example of the care, the 
craftsmanship and the constant research work and 
laboratory testing that go into the development and 
making of a fine American timepiece. In my opinion, 
the new ‘Series 33’ is the finest Waltham of all time.” 











2. “The making of a Waltham ‘Series 33’ involves an almost contin 
ous process of laboratory tests and checks. Here watch movements 
are being tested for accuracy under extremes of both heat and 
cold. The many production checks of this kind made in Waltham’ 
laboratories, can greatly simplify the job of the watchmaker. 
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3. “In the Waltham factory, a crew of highly skilled technicians 
devotes its entire time to testing the various types of gauges with 
which Waltham parts are measured. Some of these testing ma- 
chines are so super-accurate and super-sensitive that they can 
determine variations as slight as one millionth of an inch.” 


“The raw materials from which every Waltham part is made are 
subjected to constant and careful laboratory testing and check- 
ing. Defective materials, for example, can be quickly detected 
by photomicrographs such as above, which show the molecular 
structure of steel before (left) and after (right) heat-treatment.” 


4, 








“To test tiny watch parts for hardness, they are first molded into 
bakelite forms for ease of handling. With tests such as these, 
which can accurately measure the hardness of a piece of metal 
that is only a fraction the thickness of a human hair, possible 
future trouble can oftentimes be predetermined and prevented.” 
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“There are, in this country today, almost 100 million watches that 
need to be cleaned and oiled every year, and only about 55,000 
watchmakers to do the job. I believe that replacement parts 
made through such new manufacturing developments as these, 
can go a long way toward helping the watchmaker increase his 
daily output of jobs and render better service to his customers.” 
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The new Waltham 
‘‘Series 33’ is made 
exclusively in America 
by American craftsmen, 
to America’s highest 
precision standards. 


Waltham Watch Company, Waltham, Massachusetts 
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The woman who considers every costume detail with 
greatest care, chooses Lucina Creations . . . 


at the Beverly-Wilshire radiant White Stone designs rivalling the beauty of 


precious jewelry .. . or glamorous Gold Filled 


Beverly Hills originals, distinctively different. Ask your wholesaler 
to show you the complete Lucina line. 


12TH AND CHERRY STREETS @ PHILADELPHIA, PA. 
LOS ANGELES 


THE ISKIN MANUFACTURING COMPANY, INC e ESTABLISHED 1913 e@ 


NEW YORK CHICAGO 
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there's something in a 





- oo 
ave * [ gives you something 
Soo ness 

to ‘ring’ about! The all-important some- 


thing that you’re in business for...bigger 





profits! That’s because Lovebright 
doesn’t expect you to pay for their ex- 
tensive national and dealer advertising 
campaign that has made the beauty of 
Lovebright Diamond Rings known to 


12,000,000 people 
know a $2500.00 women from coast to coast. Lovebright 


Nedsight has created the demand...all you have 


mars “At to do is close the sale and added profits 


is in the giant jackpot on are yours! 
“STOP THE MUSIC” 
ABC NETWORK 
EVERY SUNDAY NITE | 





Call or write to our A. EDWARD FISHER : i! (0. INC. 
ie York offices Importers of Diamonds . . . Over 35 years of Service to the Trade 


for further details. 
580 FIFTH AVE. NEW YORK 19 
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one thing 
Is sure 
this Christmas 
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GIFTS 


WILL BE THE EASIEST TO SELL 


Every merchant knows that nationally known brands 
make the most acceptable Christmas gifts. Among 


Tune in the 


Groucho Marx show compacts, cigarette cases and dresser sets, Elgin American 
Wednesday nights . . 
aaah is the brand best known, most wanted. Make it easy for 
9:30 P.M., E. S. T. people to find and buy these gifts at your store. Keep 


them prominently displayed in your Christmas windows 


and cases. It pays to concentrate on Elgin American. 


ELGIN AMERICAN, etein, tttinois 
NEW YORK - CHICAGO +- LOS ANGELES - TORONTO 
COMPACTS - CIGARETTE CASES - DRESSER SETS 


© 1948, Elgin American 
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gifted watch bands 
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or Fall gift selling 


There's an exciting new look to JB's Fall 
watch band styles ...a smart, timely fashion 
appeal that will go over in a big way with 
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As an example, STAR Ring No. 1X5 
above, with red and white gold inlaid 
side-pieces, hand engraved. Beautiful 
effect! 


Inlaid side-pieces available in green 
gold, as well as red and white gold... 


thus making possible many appealing 
color combinations, and especially when 
used with various center stones. 


No. 1X5 is one of many inlaid STAR 
Rings of unusual Style and Quality, 
available at your wholesaler. sal 





ESTABLISHED 1919 


MANUFACTURING COMPANY, INC. 
Ladies’ and Alen 40K and 14K Quality Rings 
887-889 MAIN ST. BUFFALO 3, NEW YORK 
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INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


Every Size and Shape 


Samples on request to established 
jewelers. State price range and styles. 
Our mountings are of exquisite styling 
and are produced by expert craftsmen 
in 14 and 18 Kt. yellow and white 
gold, as well as 10% iridium-platinum. 


5 cts. 4 cts. 3 cts. 2 cts. | ct. Y et. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter, 
All our lines are produced in 
a large variety of styles and wide price range. 


3 cts. 2 cts. 1 ct. ‘A et. 


THE ROUND DIAMOND Perfection of cut and the 
consummate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 


is truly magnificent. 


Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


4 cts. 3 cts. 2 cts. 


THE MARQUISE DIAMOND First cut in the last 
decade of the 19th century, women have always thrilled 


to this charming creation. 


The Marquise ranks importantly in STONE’S large selec- 
tion of diamond rings of all types, some of which are 


trimmed with fancy shaped diamonds. 


We are equipped to design 
and execute special orders promptly. 


FAST TURNOVER GUARANTEED 
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Look for this trade mark 


in Genuine Snake Chain 
Jewelry for Men 






Cee. 


({ 


CEEEEKCCCCCECCK ECE 


CCCCCK 


CEE 


« 
Hn 


SSE 


HN 


~«* 
WRB bbe et wae 
ns 


ANNO NOON a 





ead 






SSAISTHSSMABH ESAS 


HN 


SST 


Baa S55355) 





OP rr 
i ee 


“ 





In addition to styles illustrated, other 
Heavy Snake Key Chains are available in 
Sterling Silver-Rhodium Finish and 1/20- 
12 Kt. Gold Filled. | 


PWR, ee ke 


Identification Bracelets in Genuine Forstner 
Snake Chain. Several styles available in 
Sterling Silver-Rhodium Finish and 1/20- 


12 Kt. Gold Filled. 
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*These Forstner items 
are featured in Esquire. 


Distributed Through Authorized Wholesalers 








IRVINGTON 11, NEW JERSEY 











to jewelers anxious to maintain their volume! 


G) 
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available in the 


two fastest-selling styles! 


Backed by SMASHING FULL PAGE XMAS ADS in 
LIFE » SATURDAY EVENING POST + COLLIER’S. 
Plus half pages in HOLIDAY - NEW YORK TIMES 
MAGAZINE + LIFE + SATURDAY EVENING POST 


Self-Winding MIDO is the outstandingly different watch that helps you 
compete for consumer dollars. Automatic; Shock-Resistant; Anti-magnetic; 
Constructed 100% Waterproof*—MIDO gives Multiple Protection to assure 
long lasting satisfaction. 

















And MIDO is now available in the 2 most popular styles. For WOMEN— 
the only practical, self-winding watch dainty enough for women to wear, 
Venus at $125 retail f. t. i. 


For MEN—the handsome, time-tested value, Rumsey at $125 retail f. t. 1. 
Both with luxurious 14K tops, stainless steel backs. 


*Naturally, if the case is opened or crystal needs replacement, 
continued waterproof quality cannot be assured unless work is 


Venus at $125 retail ft j done by a competent watchmaker using genuine MIDO parts. 


Sold and serviced in 65 countries 


Rumsey at $125 retail f. ti Assure your Holiday Supply 


WRITE OR WIRE BD Louis Aisenstein & Bros., Inc. - 630 Fifth Ave., New York 20 
29 East Madison Street, Chicago 2 » 315 West 5th Street, Los Angeles 13 + Ernst Schuler Strasse 6, Bienne, Switzerland 
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For years the making of this magnificent trophy — the Jockey Club Gold Cup 


was an annual headache. It was tackled each year by a spinning 
expert with hope and a prayer. The trouble was in getting a gold ! 
that could take the deep spinning involved. But that all ended 
with the development of Handy & Harman Deep Spinning Karat 
Gold. For the past 18 years the cup has been made from this gold 
without a single blank failing! — reason aplenty that if you do 


















any spinning, deep or shallow, it’s the gold for you. It’s a yellow 
gold and comes in 14K and 10K. 





Deep spinning gold is just one of Handy & Harman's line of Karat Gold 





compositions, each one having the right properties for a particular type 
of work. These Golds are described in BULLETIN 16. Write for a copy today. 


HANDY & HARMAN 


HANDY & HARMAN 
Geren eineatnnaeg, 





82 FULTON STREET ‘&” NEW YORK /7,N. Y. 


Bridgeport, Conn. « Chicago, Ill. » Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 
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your diamond 





with Afelime rings and 
matched sets at tax-included prices 


Whether you offer a Lifetime diamond solitaire, or step-up 
the sale to include its perfectly-matched wedding ring— 
you ll find that the Lifetime tags will never total 

a lop-sided, tax-included retail price. 

Lifetime rings are price-tagged from $50 to $500 
tax-included, with intermediate prices $25.00 apart. 

In designing rings that are packed full of value 

and eye-appeal, you'll find that Lifetime considers 


more than one angle to make sales speedier and easier for you! 


* BASKIN BROTHERS, Ine. 


~~ Lif ipyye 38 West 48th Street * New York 19, N. Y. 


DIAMOND RINGS @) Makers of Fine Rings Since 1896 


*“TRADE MARK 


FOR NOVEMBER, 1948 








Beautiful... Brilliant as The Stars 


+9 . | | 
Phyllis Driginals 


EASTERN REPRESENTATIVE 


Bob Parrillo 
536 Atwells Avenue 
Providence 9, R. |. 


MID-WEST REPRESENTATIVE 
Arnold Schloss 
29 East Madison Street 
Chicago, Illinois 
WESTERN REPRESENTATIVE 


Leo Colman 
940 South Spaulding Avenue 
Los Angeles, California 


28 





or Holiday Selling .... 
show Phyllis The Line That Sells Fast... 
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One of the fast selling Phyllis Originals | 


No. 785N/E A lovely lavalier with 
matching earrings. In rhodium fin- 


ished 1/20 12 kt. Gold Filled. Pin 
PYate M-Y-Tadlile BRT (OMA fo) | 


“Phyllis” Originals have proven to be a 
money maker for jewelers everywhere. For 
“Phy llis’ sells on sight...sells fast... makes 
money for you. Order now for fast holiday 
selling. 
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aold Only Thru Selected Wholesalers 


tM ¢ §& sEWELRY MFG.CO.INC. 


030°538 Atwells AvenueProvidence 9, Rhode Island 
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Wi SQ With the KEY to your Heart 








te © oe 6 Oe O 

a - 

"a ea 

ree SEN Srl Dll ere 


- yh) 
e ° r) eT pt) 7 


TO YOUR LOCAL ADVERTISING! 
TO YOUR SALES! 
\ TO YOUR CUSTOMER INTEREST! 


It’s the KEY*, 


the ‘‘attention getter’, that brings them into your store and clinches 
sales. Consumer resistance breaks down when this cleverly con- 
trived merchandising aid is displayed, because women love to wear 
it as a bracelet or locket charm for permanent attachment to the 
significance of the moment. 


THIS is your EXTRA appeal to the ‘“‘Two-Gether’” ensemble — a 


truly perfect locked set that keeps your rings beautifully aligned 
with no parts to swing out, wear out, break off or interfere with 
the active appeal of the rings. 


*Sterling keys free with each “Two-Gether” ensemble. 
14K Gold Keys available at extra charge. 


Kushner & Pines, in 


21 WEST 46th STREET 
NEW YORK 19, N.Y. 
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7™¥# ANNUAL BROADCAST 





DON AMECHE 
Master of Ceremonies 





are 











INVITE FOLKS TO HEAR YOUR SHOW... 


ELGIN NATIONAL WATCH COMPANY 
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* « » * * THE TIME FOR BOTH SHOWS ~ ~ ~* * + 
NBC STATIONS « COAST TO COAST 


EST 4-6 p.m * CST3-5p.m *« MST 2-4p.m * PST 1-3 p.m. 


ELGIN, ILL. ALSO LINCOLN, NEB. AND AURORA, ILL. 
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FIFTY YEARS OF SERVicE 
220 W. Fifth Street, Los Angeles 
THE JEWELERS’ CIRCULAR-KEYSTONE 


LUDINGTON, MICHIGAN 








630 Fifth Avenue, New York 20 








Executive Offices and Factory 


Sales Offices 
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TRADE MARKS 
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newest gift of all... 


Jacques Kreisler's 


WATCH BAND 


you give her Circlette*. See how it makes her old watch look 
thrillingly new, gives her new Christmas watch that 
precious jewelry look, ENDURING KREISLER QUALITY ... in colors of 
yellow, pink or white gold. Some in 14 Kt. gold. 
Excitingly gift-boxed! At your favorite jewelry or department store 
ALL PRICES INCLUDE FEDERAL TAX 


*e 
JACQUES RAEIELER SFO CORP & BERCER 4%.) 
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5 ruwt PAGE, FULL-COLOR 





S Jacques Kreisler ads are 
"appearing in LIFE this Fall. 


— Climaxing this 





Be : : “unprecedented campaign is 
a powerful advertisement on new | i 
: & “Bold Look Men’s Jewelry 
and NiaRine Watch Bands,” 
in LIFE’s December 6th issue. 
Plan now to tie in... 


be sure your stocks are complete. 


World’s Largest Maker of Watch Attachments 


at 


North Bergen, N. J. « New York Showroom at 630 Fifth Ave. 









NOT political -= we’re talking about 





WHITE 
elephants 








the kind to get rid of! ship to us! 























White elephants? Of course we mean that 
surplus, slow-moving stock that clogs 

the wheels. of progress in your store. 

Get rid of it. Turn it into cash. 


Pack it. Mail it to us (our expense). 
We'll open it quickly, appraise it, 
and send you our check in return. 
And until that check clears, 

telling us you're satisfied - - 


(and 8 times out of 10 people are) 
your merchandise will wait here intact. 


We've bought tiny stocks and large stocks | 
from practically every state in the union 

in this simple, speedy, satisfactory way... 

Try it now before your holiday rush* sets in. | 


(*we hope). 


) ws 
i Cla. 
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IN BUYING 
SPECIALISTS and STOCKS 


JEWELRY STORES 


18 Province Street, 


















CApitol 71-1728 





Boston 38, Mass. 
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is the trademark of 


FEATURE RING CO., INC. 





"FEATURE LOCK" is used only on interlocking Wedding 
and Engagement Rings manufactured and sold by the FEATURE 
RING COMPANY, INC. 





Three of our customers recently have been sued and 
others threatened with suit by a manufacturer of rings who 
asserts that the use of our trademark, "FEATURE LOCK" on our 
product has created confusion with its rings sold under the 
name "WEDLOCK", and that this was trademark infringement and 
unfair competition. 

We do not believe that anyone could ever be confused 
by our customers' use of our mark, made from the dominant word 
in our corporate name - "F E A TURE" - plus the purely de- 
scriptive word - "lock". On the advice of counsel we deny that 
we or our customers have infringed any right of any other con- 
pany or competed unfairly with anyone. 


We have assumed the defense of the three .suits already 


“Sa > 


- 


brought and have undertaken to hold harmless those three customers. 


We will defend and hold harmless any customer of 
FEATURE RING COMPANY, INC. who is sued or 


threatened with suit, for his use of our mark "F EATURE 


ye 


Henry Peterson, President 


LOC K" on our rings. 





Feature Ring Co., Inc. 
126 West 46th Street 
New York 19, Ne-¥.. 
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We also manufaCeGHe mane acm breton) aren 
and platinum diamond miowhealerame baie bbere 
the famous KIN-LOCK diamond erpeegutast 


and wedding rings that always “Keep in line™: 


atalog Available 
no to Rated Jewelers 


Leading Ring Stylist for More Than a 
Quarter Century 


@ 
‘ 9 Tuc. 37 W. 47th St. New York 19, N. Y. 
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HOW TO 


PROFIT 


BY THE 


DRESS PARADE 


It?s dress-up time again. Here you see 
a reproduction of a SWANK dress set advertisement. 
soon to appear in The Saturday Evening Post 
and Collier's. Crafted with flawless 
perfection, nationally advertised, this jewelry is 
slated for sure sales leadership. Give it a prominent 


place on your counters and shelves. 


QUAN — (R) Swank, Inc., Attleboro, Mass. 





The crowning touch in flawless evening 
attire — dress jewelry by SWANK, Smartly styled, deftly 
crafted, always correct — it adds a grace note to any 
occasion, SWANK’s exclusive Elbo* links 
assure correct setting of the cuffs. $3.50 to $25.00. 


Prices subject to Federal Tax 


#PATENTED Mle 4H of 


Thy : 


WAK—@ Swank, Inc., Attleboro, Mass. 


Always look for the name SWANK on all our products 
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lin all set-to dehiver this 


Christmas..are YOU?" 
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3 

a ~ YOU‘LL HAVE the perfect set-up for lush 

7 Christmas profits if you stock and push 
Sessions Electric Clocks this year, hard! 


Sessions Clocks were never more popular, never 
in better supply. In addition Sessions offers a full 
line of widely different models, headed up by the 
finest, sturdiest, handsomest pleasant-bell alarm 
clock on the market today. The incomparable 


997 


“Catnapper”! 


Sessions Clocks are nationally advertised in lead- 
ing consumer publications reaching over 10,000,000 
potential customers at the peak of the holiday sea- 
son. Generous-sized, full-page, full-color ads such as 


FOR NOVEMBER, 1948 
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SELF. STARTING © ELECTRIC 









the above ... and others to help boost your Christ- 
mas sales! So don’t miss! Stock up and display your 
Sessions Clocks now! 


O Guara by > 
Good Housekeeping 
Ka op .. 


(Sessions Clocks 


SELF-STARTING °¢ ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 






In Chicago: The Merchandise Mart; In San Francisco: Western Mer- 
chandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
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bands of beauty! 


Glowing bands of loveliness, exquisite in 
design and perfect in workmanship. Avail- 
able in 1/20 12K gold filled. Yellow, Pink, 
White (Rhodium Finish). Through your 
wholesaler only. 


Finesse Wristlet Inc. 


JEWELRY CRAFTSMEN SINCE 1903 


36 East 20th Street* NewYork*3°N.Y. 
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=500 E-X-P-A-N-S-E-T-T-E (Expansion) Removable links for quick sizing. 


fo | a | : 
ill eer eae a el ———0F set Were @: 
= 608 





rr“, ey a ange mnenaeires o2-ee neces PO a a 
fg tH CEE REECE CEREEEREEEECECETEEEEL = = ea epee see 2. 
ie vo _ —— poeseesnnn SS eP SSeS SSSRRORRR RRR oseseedlllincessest assesses % j] 


\ ewe! 


The Lavishly Wide 
Band #910 Illustrated 
Actual Size 


jtwe, 
* SS 


Member 
%, 
90 of 1* 


EASTERN 
Harold Sabin 
New York 


SOUTH 
Lou Armer 
104 Poplar St., Atlanta 


PACIFIC COAST 
A. A. Colvin 
657 Mission St., San Francisco, Calif. 
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Deltah...fastest-selling 
simulated pearls 


NATIONALLY ADVERTISED FOR (AND SOLD EXCLUSIVELY BY) JEWELERS ONLY! 





Br as 


i 


Worth thinking about and “— ; : SS lll” ee ae Ae ae 


Seer gy 


acting upon, especially as the 
holiday gift season approaches. 


When you sell Deltab, you sell the 


simulated pearls of least resistance, eh i al ihe, y 4 ,. 


greatest acceptance among America’s millions 


of magazine readers. What’s more, as a jeweler, — ma ey | CONSULT 


you sell Deltah profitably since there can be no 7 Ss YOUR 
competition from department stores, specialty shops WHOLESALER 


etc. For Deltah is the jeweler’s own line—merchandised cD 


: ia, 4444.2) 
and nationally advertised for, and sold by jewelers peli t} 


DAT 


L. HELLER & SON, INC. 411 Fifth Avenue, New York cI MULATEO: OE KMLS 


exclusively. sHowN ABOVE—three of a series of necklaces 


in the fast-selling nationally advertised Deltah line. 
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Smart jewelers everywhere 
recognize the extra sales 
stimulus of Glen-”Glider” 
good looks and quality plus 
streamlined finger tip ratchet 
control. : . 


‘Let Glen-“‘Glider’’ add up 
to sales in your store. — 


See your wholesaler.  _( 


24% JEWELRY COMPANY, INC. 


> 2782 SROADWAY, NEW YORK 7, NEW YORK @ 


ss 
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‘Ever-lok' —-two elegant rings 


Lady Crosby National Advertising . hate locked iagother. iil 
will appear in leading national 

publications through the Fall and 

Holiday Seasons . . .. Impressive mats 


furnished with orders. 


+ Beall 


eRaDEMak® 


ay or pat 


Rings enlarged 
for detail 


STR Te 

* Guaranteed by © 

Good Housekeeping 
we 
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A. COHEN & NS’ CORP. 27 West 23rd Street, New York 10 
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_. Orderfrm | 
o e nun - oe o 4. 4.. s He ere’s the 
© echaed jobber today! | all-new, all-modern 
_ a _ line of watch bracelets un- 
equalled for beauty, simplicity, and 
mechanical perfection. 








Jewelry Products Corp. 


$-10 Liberty Plaee « New York 7. N. Y. 


Chicago Representative: H. S. Rubin, 29 East Madison Street ° Los Angeles Office, 707 South Broadway 
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To irreproachable quality, we add the 
gracious styling that outlives 


K A 42. 6 
Manufacturers of Gold and Platinum Watch Gases 
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Keepsake 


DIAMOND RINGS 





e t 3 5 titans. 
Teode » Moasre tia ieeah 


“Datrling- 
(tsa Keepsake!” § 





For the most joyous Christmas ever, 

say ‘| love you" with the perfect symbol of 
_your heart's devotion... o genuine regis- 
tered Keepsake Diamond Ring. Only 

ene diamond in hundreds meets 

the exacting standards of excellence 

- in color, cut and clarity which distin- 
guish every Keepsoke Diamond Ring. 
Identify Keepsake by the name in the 
fing, and the words ‘guaranteed reg- 

istered perfect gem’ on the tag . 

as illustrated. Let comparison prove 

thot a Keepsake gives you higher 
quality and grecter value than on 

. __ ordinary ring of the same price. 

Better jewelers are authorized 

Keepsake Jewelers. Prices 


~ from $100 to $5000. 








F. t&OY GRANA Bing 725.00 
Aise $330 and SOO 
Weeding Ring 125.00 


C. (EE fing 146 OS QO. PARADIS Ring ‘Maotinum £. tvE Ring 800.00 
Wedstiog Bir * 2s $975 t OU Wasicing Biry 124.90 


: ROSTER Bing 730 ® thor’: Diamond Bing 12500 &. HEATHER Bing 358. Ail rings ortroted » notysot gold ovastabia om wiste gid inok fos the name “Reapiuskea i the ting, ort segue 
Aira $450 te 3106 Auminbie ot $75 to 250 te pixe $198 te #475 and iv og extorgesd te show detaidts Frees iochede Federal tas the Kewosake Certhicate of Guorantes ond Beygisteatior 

Wedding Ring 136 06 metch all engagemeast vinags iatinue $IOO ves 3446 
W edietsisg Ging *? $8 





KEEPSAKE DIAMOING RINGS. AB Pond Oo. ire 

120 FE. Washington, Syracuse 2. Mew York 
Pincse send the useful 20-page book. “The Etiquette of the Engagement sseed 
Wertdirg o compisie guide to soxiol correctness i planning the betrothot 
ans worthy CEA . gees Rasateesteonrss ard EP KBD ad Reepenke Ring wsered ee 
name of the smorext Keepuoke jewrtes, t enclose We fo caver mailing 








Anywhere in the USA. for Me 
the nome ef your tecn} :% & ‘ 
Kenpacke Jeweler, coli Wes- a, : None 

wrm: trun bry susentser ard ask ee 

ios Operate: 25. es eh Liemet ard fio 
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CHRISTMAS ADVERTISING 
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Christmas selling por business for case 
Right at the height of os a record volume of cts will be reached by e~ inal 
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No obligation. 


BRINGS 
SENSATIONAL 
SALES STIMULATORS J 


HIGH POWERED PROMOTIONS THAT PROVIDE 
IRRESISTIBLE BUY APPEAL FROM 
EVERY VIEWPOINT 


@ NATIONAL ADVERTISING SUPPORT! 
@ FREE NEWSPAPER MATS! WITH ORDER 
@ PERFECT SALES PROMOTION MERCHANDISE 


@ A COMPLETE SERIES OF PLANNED PROMOTIONS 


-\ @ \ SENUINE DIAMOND 
a a y' bei RINGS | 


MiG 


av" 
man’s 8 $ wre srs 11 


A9s 
a corvuss | "g* 


Buy Now Pay Later 


FOR CREDIT 


@ VALUES! THAT SPEAK FOR THEMSELVES 
@ COMPLETE MERCHANDISING SETUP! 


ey 5s SS 
ZEA SS 
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PAY ON EASY CREDIT TeRms & 
SO° weexiy 


bDavinson 2 | ee seve 


MANUFACTURERS OF Dason Reng 


AND Beedad Crcf/ WEDDING RINGS 


20 WEST 47th STREET, NEW YORK 19, N. Y 
CHICAGO OFFICE: 29 EAST MADISON. STREET 
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GREATEST CHRISTMAS CAMPAIGN 
BEHIND ANY PRODUCT 


Pulls Customers In ~Moves Bulova Watches Out- 


Sends Your Profits Up...Up...Up! 


@ The name “Bulova” is heard on the air more times by more people than 
any other product! ao 


@ Bulova builds for Christmas throughout the entire year—as 250 of the 
nation’s most powerful radio and television stations broadcast Bulova 
messages every hour—every day—365 days a year! 


@ And at Christmas, this tremendous advertising is stepped up with special 
messages to insure that your customers will think of Bulova first when - 
they think of giving! | 














1948's CAMPAIGN WILLBE 
GREATEST IN ALL BULOVA HISTORY! 


More full-page ads in full color than ever before will be 


seen by more of your customers than ever before! 


PUBLICATION SIZE ON SALE DATE PUBLICATION SIZE ON SALE DATE 3 


Full Color Page Nov. 8 Mademoiselle Full Color Page Nov. 
Full Color Page Nov. 20 Seventeen Full Color Page Dec. 
Holiday Full Color Page Nov. 21 Collier’s Full Color Page Dec. 


Coronet Full Color Page Nov. 25 Life Full Color Spread _— Dec. 
Fortune Full Color Page Nov. 25 Sat. Evening Post Full ColorSpread Dec. 


Over 80 Million Readers! 


Esquire 
Good Housekeeping 
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SENSATIONAL, TIMELY, FULL-PAGE 


ADS WILL APPEAR IN NEWSPAPERS 


= = STL U8 ros. “OI 


Tc... al 


At the Height of Your Selling Season! 


@ Right when Christmas buying is-at its peak Bulova comes to local com- 
munities with the hardest-hitting newspaper drive in watch history! Full pages 
—nothing but full pages! Yes, this is the biggest in every way—biggest in 


number of papers—biggest in size of ads—biggest in profits for YOU! 
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IT’S UP TO YOU 


TO WRITE CHAPTER IV! 


_and by using these great DEALER HELPS 


you can write it all in the profit column! 


@ FREE NEWSPAPER MATS @ DIRECT MAIL MATERIAL 
@ FREE RADIO TRANSCRIPTIONS @ WINDOW DISPLAYS 

@ FREE RADIO COPY @ COUNTER CARDS 

@ CAR AND BUS CARDS @ BILLBOARDS 
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CHRISTMAS TIME IS 
BULOVA WATCH TIME 
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is cvttlant in the delicate workmanship of these hand 


wrought pins and earrings. 


14 Karat Gold with cultured pearls or 


$482 14 Kt. Gold. Six hand 
chased golden leaves with 
six cultured pearls on o 


pone angrared ane pane (ca by Laon chef ates enleo ee golden circle .+++« $27.50 eo. 


genuine zIrcons. 


a ensembles at prices that will glad- 


or smart young debutantes. ee me E 14 Kt. Gold. Five hand 
| , chased golden leaves, 

four cultured pearls on a 

golden circle with a swirl- 

mee tell. oe ck, $27.50 ea. 


5427 i4 Kt. Gold. Three hand 
chased golden leaves and 
three cultured pearls on 


three entwining golden 
circles $23.50 ea. 





5426 i4 Kt. Gold. A lovely 
golden flower and hand 
chased leaf blossoming 
into a Jarge cultured pearl $14.00 ea. 


5888 14 Kt. Gold. A hand 
chased golden leaf and 
cultured pearl set on a 


golden circle 
per pair 


Walter Lumpl, Inc 


SINCE 1921 


“Creators of the Unusual — as Usual’’ 








Fraternal Pins and Lapel Buttons... 
EMINENTLY ENDOWED WITH DISTINC 


SHRINE-EMBLEMS 
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Available in platinum and palladium, 
either mounted with diamonds or un- 
mounted, drilled ready for setting. Also 
can be had in yellow gold, plain. 


EASTERN STAR EMBLEMS 


K 55P Available only in yellow gold, 
enamelled emblem. 


359P Available only in yellow gold, 
mounted with synthetic rubies, blue or 
white sapphires, genuine garnets; em- 
blem enamelled in official colors. 


KNIGHTS OF COLUMBUS 
K 58 Yellow gold, diamond set, un- 


mounted, or plain. Enamelled emblem. <m KNIGHTS OF PYTHIAS 





pec 
ODD FELLOW ~~ K 56 Yellow gold, diamond set, un- 
K 57 Yellow gold. Enamelled emblem. mounted, or plain. Enamelled emblem. 


No matter what your fraternal order, no 
matter what your style inclination, there is 
an LB emblem that will meet with all price 
requirements. And the fact that it is an LB- 
made article is your assurance of high 
quality at dowest possible prices. Wher- 
ever gold appears in descriptive copy in 


‘ : <n a‘ 
this advertisement, it indicates that mer- OF quaiit 
chandise is 14K gold. MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


SEND FOR FREE COPY OF OUR CATALOG 2 WEST 47 STREET © NEW YORK 19, N. Y. 


Established Over A Quarter Century 
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7 CAROUSEL 
Gold-Filled ‘ 











$49.50* 
““L) 
se INGENUE 
~ 14 kt. Yellow Gold ee 
. 13 diamonds—2 rubies . 
$375.00* 
ae COMING EVENTS a 
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4 ‘ % 
ke... 4 
. Gast their Shadows before 
| : , 
? - : : 


0 iis. Be sure you're ready for a 










7 
ee Lf Gotham Christmas. 
- RONALD cy [SU Btemvoltra cere <: 
Gold-Filled / a 
rs 
ge = } Westen ° VERSARY 


: 
: ‘ STIMSON GOTHAMATIC 


Self-winding watch aia fe, aig . 
Gold-Filled, Anti-Magnetic ne ey ‘ ’ : . - a These watches to be featured in... 


. »  $71.50* we A ha <= . 
ty, i . LIFE - SATURDAY EVENING POST - COLLIER’S, 


AND—IN NEWSPAPERS AND RADIO 
Be sure you have them on hand for Xmas selling \ = 


14 kt. yellow gold oe | 
$145.00* i. OTHERS FROM $24.75 TO $2500.00 





"INCLUDES FEDERAL TAX 


CULL LLLGD 
: Product of Ollendortt Watch Co INC. 20 W 47th STREET 


TIME FOR A LIFETIME NEW YORK, N.Y. 
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We manufacture complete 
line of rolled gold plate 
cases in all sizes. Also fa- 

mous Elite Waterseald Case. 


AONE LOL CLE LO: LSE LT: OE A IR 


865 /86—83/, ligne 8AE, 8AH, 

AX Benrus, 734 x 9 Reverse, 

3 way horizontal, gable, dome, 

flat crystals. 

1065/20—10!/, ligne — Dome, 
3 way, flat crystals. 

980/86 — 93, ligne, 10/OE, 
10/OW — Flat, gable, dome 
crystals. 

1135/86—11!/ ligne, 6/OE, 
6/OW, 10!/2 ligne large dial 
—Flat, 3 way, dome crystals. 

1066/86—10!, ligne small 
square—Sunburst crystal. 

302—0 & 3/0 Waltham & Elgin 

—Sunburst crystal. 

1065/86—Takes 10!/, ligne — 


2 a ee ‘ Flat, 3 way, dome crystals. 





e 
150 Varick Street 
C bbe WATCH CASE CORP. New York 13, N.Y. 


iN CHICAGO ... MR. KATZMAN, 5 N. WABASH AVENUE 
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The PS acdlte Frantattel 


A Cohan Original in Creative Jewelry 


executed with superb cra tsmanship 





in iridium platinum + finest diamonds 


made practical with fine hidden watch 
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Yes, the eyes of the retail 
jeweler are evermore looking southward, 
We of Jenkins & Sons, are proud of this, our contribu- 

tion, to the progress of the jewelry business 
down ‘Dixie’ way 


WHO SERVE YOU: eee 


THE opening of the South’s most 










ane modern and complete wholesale 
jewelry show rooms and offices, 


featuring Seeland watches, Prism- 





Lite diamonds, Alvin silver, fine 





J. H. Thornburg A. J. Futrelle 


jewelry, Knapp-Monarch appliances 
Georgia and South Alabama, North d Uni | 
Carolina Carolina and Tennessee: an niversal cameras. 


Joseph J. Jenkins 
Vice-President 













‘ 
: 


2 | 





‘ * i 
Thomas Madden R. W. Shutt 
Florida, Mississippi, Advertising Manager 
Lovisiana 


FOUNDED IN 1929 


JE ihinsy 






















umd ot Wholesale Jewelers, Electrical Distributors’ 25 E. Adams, Jacksonville 2, Florida 
a 
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increases 
gift sales 


creates 
new customers 
»»e extra profits 


Over 16,000 users have found it pays to 
do their own monogramming with the 
simple, easy to use Kingsley Machine. 


You save all the time, expense and trouble 
of sending the work out. 


You attract all the last minute gift shop- 
pers who cannot wait. 








The KINGSLEY Stamps 
Book Matches Xmas Cards 
Paper Napkins Lead Pencils 

Gift Items Playing Cards 


Fountain Pens 
Leather Goods 
Writing Papers 














You can sell monogrammed gifts right up 
to Christmas Eve and double, even treble 
your volume during this vital period. 


There is still time to get a Kingsley to 
catch the bulk of the Christmas gift busi- 
ness, and multiply your sales and profits. 


Write Air Mail or Wire For Details 


Monogrammed Gifts Stay Sold — No After Christmas Returns or Exchanges 


Kingsle, 


oe a o - Ao o 
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single and multiple 


STAMPING MACHINE CO. 


CALIFORNIA 


line stamping machines 
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IFIETL GEIR 
RINGS 


SINCE 1880 





Liadies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
| Sapphires, Star Rubies, Catseyes, 
. Oriental Sapphires, Rubies, Emer- 


| alds, Tourmalines, Aquamarines, 
| Topaz-Quartz, Amethyst, Garnet. 








IFFFD 


Reg. Trade Mark 





IF. & F. FIELGER, INC. 


Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 





New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















«es « o,9, °°, ee 
OOOO 
++ 2 + ee ee 

OO 
seeeeeee 


Send for both these handsom 
factory guaranteed Swiss watches now! 


Amida Ladies’ Model 3047MB 


luminous hands & numerals 


® sweep-second 


7 jewels — ROSKOPF 


© 934, ligne 
® chrome case 


UEIETIINNT ANAS 


Amida Men’s Model 162MB 


® luminous hands & numerals 


® sweep-second 
7 jewels —- ROSKOPF 
13 ligne 


MAXIMO BLUM & BRO. 
55 W. 42nd St. 
New York 18, New York 








Please rush doz. men's; doz. ladies’, 
gift boxed, factory guaranteed, watches to me c?: 


® chrome case 


Both styles come attractively gift boxed, 


Lee 
with genuine calf or pigskin straps and, of please print 
course, complete repair facilities available. NN Ran cinseiehatbiaidsiaeeet 2 
WP sancnicsxcaniesas ZONE...... STATE...... 


MAXIMO BLUM & BRO. 


Watch Importers 
55 W. 42ND STREET NEW YORK 18, N. Y. 


[] Check or money order enclosed. 
[] Please bill me at 2% 10—30 net. 
11-48 


oT 
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# 813 


illustrated 


STERLING SILVER 
Rhodium Finish 


Priced for Quick Turnover 


Heavily made for extra-long wear Individually and handsomely boxed; 
mounted on rich, colorful velvet 

Hand tooled, brilliantly polished, 

UNCONDITIONALLY GUARANTEED In stock now for immediate delivery 


Sold only through wholesalers Free mats available 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 
PACIFIC COAST: MAX J. NEWMAN, 57 POST ST., SAN FRANCISCO, CALIF. 
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“When you bowl a Mineralite, 
you bow/ 
the best” 
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Here's advertising that tells why the Brunswick Mineralite with 
Dynamic Balance is the most popular bowling ball in America. 
This is YOUR Adve rtising! The Mineralite Ball, Brunswick Bags and Bowling Shoes make 
exciting Christmas gifts. They’re easy to give, fun to give, 















To make your Brunswick franchise more 
profitable use the point-of-sale materials with a Brunswick Gift Certificate. 
and the tailor-made newspaper ads. 
Everything you need to make Bruns- 
wick’s Christmas advertising your own 
is included in the special Christmas 31 key city newspapers. 

Sales Promotion Kit. If you haven't as If you’re a Brunswick dealer or bowling proprietor, you'll recognize 
yet received this kit, contact your near- 
est Brunswick Branch. 


Climaxing Brunswick’s big Fall campaign, this advertising will 
appear in Life, The Saturday Evening Post and Sport... and in 


this opportunity for increasing your holiday sales. Prepare to 





tie-in by using the Brunswick Christmas Sales Promotion Kit. 


\r Feature, display and sell the Brunswick Mineralite . . . now and 





ant , | ; 
like they , oat ming . all chrough the Christmas shopping season. 
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Thru the harmony of exquisite design 
—and a quality that is instantly obvious 
... both as to craftsmanship and the 
superior excellence of diamonds...a 
constant demand for Seidman creations 


has been achieved. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 1/7, N. Y. 
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In the distinguished creations that 












bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
worider SO many progressive jewelers con- 


centrate on the Seidman Line. 








SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 17, N. Y. 


+ 
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You won't find them in the 
phone book—but you will find 
| them in leading jewelry and 
department stores ‘cross country 
breaking sales records by the 
score! Every one’s a “winning 
number” from K & K’s profitable 
collection of compacts, cigarette cases, 
pill boxes, photo frames and 
rosary cases. So, get out your little 
black book and send in that order 
today! This selection priced to retail 
__ from $1.95 to $8.95. . .. 


C25002/57 



































Pe 


$11000/27 





C4002/48 


Fon 1/34 
comput! 
cuparelle ist 


fer the woulds loveltesl women” 
New York 16. Factory, Pawtucket, R. I. 





Nationally Advertised in: 
Vogue, Harper's Bazaor, Mademoiselle, 
Charm, Glamour, and Town and Country. 





KOTLER & KOPIT, Inc., 303 Fifth Ave. 
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TURN WINDOW STOPPERS 
INTO CHRISTMAS SHOPPERS 


WitH LORD AND BAGY Lem 
MATCHED PENCIL DUETS 


Matchless 

in their 

talk appeal 
sales appeal 
display appeal 


LORD LEW CONTAINS A YARD 
OF LEAD! LADY LEW CONTAINS 
OVER TWO FEET OF THE SAME 
SMOOTH-WRITING THIN LEAD! 


ae plated 9 ; Lord and Lady Lew bring you a superb 
space fer peresummde Matched Pencil Duet planned for a new anniver- 


initial 


hs “cinta sdaliher pelea sary, wedding and holiday market. Designed to 
or purse produce extra sales as well as build prestige, these 
Made only in 1 10 12kt. slim-shafted, gold-filled pencils have all the fea- 
Gold-Filled tures needed to make them your fastest line to 


Retail for $5. each plus Lo D. greater profits. 
Attractively boxed singly or 


in the new gift-duo box RETAITL AT $5.00 PLUS TAX 


IFT DUET PLUS TAX 


El MFG. 60. 


217-221 HUNTINGTON AVENUE 
PROVIDENCE 9, RHODE ISLAND 
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Excellent craftsmanship and perfection in smart- 
ness are reflected in these “leaders” of our NEW 


fall line. 


Be among the first to feature these distinctive 
Carving and Steak Sets that offer utility and 
EEidiaremels-1e1 a2 


Cy JEWELRY. MANUFACTURING CO. 


SILVERSMITHS 
MAIN OFFICES AND FACTORY. 1835-55 E. MADISON STREET 
PHILADELPHIA 34, PENNSYLVANIA 


JACK KAY WILLIAM BART DAVE DIAMOND N. A. HOLM 


Representattues 93 ~tetoets oll et $ 29 Madison Street § 448 So. Hill Street § San Miguel, 419 


New York 7, N.Y. Chicago 2, Ill. Los Angeles 13, Calif. Havana, Cuba 


DS © SOLD THROUGH WHOLESALERS ONLY > 3s 
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the Packaging that Enhances 


as It Guards sum. 


To protect your product . . . and your sales 
position . . . put the distinctive showmanship of 
Farrington Packaging to work for you. 

From surgical instruments to sapphire 
brooches, America’s finest products have been 
displayed more dramatically, sold more swiftly 
and handled safer in geared-to-sell Farrington 
Packaging for over 40 years. 

Here’s the kind of “parade dress” treatment 
your product deserves. 

FARRINGTON MANUFACTURING COMPANY 

GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 


CANADIAN PLANT: FARRINGTON MFG. CO., LTD. 
1191 BATHURST ST., TORONTO 4 





MAS LEADERS 















DIAMOND-SET EMBLEMS 


IN STOCK FOR IMMEDIATE DELIVERY 


Whatever your needs in diamond-set emblems, your 
wholesaler can get them for you by return mail, from 
| & R! All the important orders, authoritative | & R 
designs, set with first-quality stones. 





INTERCHANGEABLE 


DUO-NITIAL——_} 


TIE CHAINS and TIE SLIDES 
IN 1/20 12K GOLD FILLED 





Jeweler’s quality, for jewelry stores! Complete with assort- 
ment of initials in a handsome sales-compelling counter dis- 


play that’s FREE. Retail, Tie Chain $6.00; Tie Slide $7.00. 


TIE CHAINS 


IN 1 20 12K GOLD FILLED 
available with 24 emblems 


Here’s a traffic-builder and business getter! Authoritative 
| & R hard enamel emblems, on sturdy curb chain. FREE 
NEWSPAPER ADVERTISING MATS available on this line. 
Retail, $4.00. 


Order from your wholesaler — TODAY 





Trade Mark 7 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 











FROM COAST TO COAST, AMERICA WILL SEE 
RENSIE’'S NEW ADVERTISING CAMPAIGN! 
7 NATIONAL MAGAZINES | 
75,000,000 READERS 


The above watches and many other models available in 14K gold as well as white and yellow rolled gold plate 


A new advertising cam paign ... anewsales policy—distributing through wholesalers exclusively 
... make Rensie Watches an important part of every dealer’s watch business. 


“Exquisite as America’s Beauties” 


Rensie Watch Co. * 580 Fifth Avenue, New York 19 













Rings enlarged 
to show detail 


8 Diamond 
Combination Set 











The Diamond Engagement and Wedding rings 
so ingeniously designed that they can be 
bought separately or together ...and worn 
separately or together. 





pled or not, there is absolutely 
no visible trace of the lock device . . . no 
hinge, no catch, no stud or concavity to mar 
the beauty and symmetry of the Miracle 
rings. 

The Miracle - Interloc* clasp keeps the 
matched bridal ensemble perpetually 
aligned .. . prevents awkward ring twist- 
ing and shifting, saving rings from costly 
wear! 


Se ee 












Miracle Sets priced from $20.00 up 


For the full beauty in rings and diamonds, your customers 
will want the patented Miracle-Interloc*. Besides, the 
diamond looks at least 25% larger in the registered 
Miracle* Diamond Ring. For your own diamond merchan- 
dising success story, get these revolutionary new rings! 
Consult your jobber; if he cannot supply you, write us. 


None Genuine Unles 









Any and all infringements of Shiman Bros. patents 
’ _ or trademarks will be prosecuted to the fullest extent 
of the law. 


FREE 


Mats and Dealer Helps on Request 


_ *Patented and Reg. U. S. Pat. Off. & Patents Pending 
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NEET 2-piece PADETIE 


peer of cushion watch straps” 
e NEET tradition of 


famous, well-known 
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Truly called “the 
lity-made in th 


why so many 
watches feature the two-piece PADETTE. Expertly 
created of alligator, lizard and finest calfskin obtain- 

pular shades. Feature it and see 


able—in several po 
how this leading best-seller builds profitable sales! 


because it is Qua 


excellence- That's 
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You have to see this popular one-piece padded 


watch strap f° fully appreciate ts distinctive fea- 
tures. It simply has everything © man’s strap should 
by far, the best protection 


have, and it provides. 
ertly fashioned of alligator, 


a watch ever had. Exp 
est calfskin obtainable—in 


5. Stock GUARDETTES for 


shell cordovan and fin 
several popular shade 
quick, profitable gift sales. 


youR W HOLESALER 


LASKO STRAP COMP ANY 


200 Hudson Street ° New York 13, N. Y: 
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Get Set for 


BOULEVARD’S | 
CRaculevard 


Biggest Christmas! 


ws. a. MEAD & COMPANY » Fine watches sinc® 3883 ° cHicaGce? ~new 


NA 
TIONALLY ADVERTISED! 


On December 5, right 
10 x 14 inch ad ta _ 7 the peak of Christmas buying, this bi 
in Sunday roto sections c —s inet interest slant will ap : 
the country. It's anoth overing concentrated retail markets si 
er powerful punch in the continuo across 
us national 


68 advertisi 
ng campaign for 
BOULEVARD 
Watches 


THE J 
EW 
ELERS’ CIRCULAR-KEYSTONE 

















HAS If = 


COAST TO COAST 
DISTRIBUTION 
AND SERVICE! 











4. Handsome appearance 


2. Dependable accuracy Ronee 


607 Fifth Ave. 
New York 17, N. Y. 


3. Moderate price 


_ 717 Liberty Ave. 
Pittsburgh 22, Pa. 


The remarkable sales record of nationally advertised 220 Bagley Ave. 


Detroit 26, Mich. 


15 E. Washington St. 
indianapolis 4, Ind. 


BOULEVARD Watches has been possible only because these 


58 E. Washington St. 


fine watches are distinctively styled and conscientiously Chicago 2, Ill. 


231 W. Wisconsin Ave. 


manufactured, yet priced for the vast popular-price market. Milwaukee 3, Wis. 


DISTRIBUTORS 


The Non-Retailing Co. 
Lancaster, Pa. 


Start profiting now, before Christmas, with BOULEVARD— 


Gleeson Jewelry Co. 
604 W. Main St. 
Lovisville 2, Ky. 







America’s best watch buy in the $22.50 to $49.75 price range. 


Ross-Beck Co. 
1006 Grand Ave. 
Kansas City 6, Mo. 





BOULEVARD retail prices range to $525.00 





Oklahoma Ross-Beck Co. 
15 N. Robinson 
Oklahoma City 2, Okla. 


Decker Jewelry Co. 
107 W. Second St. S. 
Salt Lake City, Utah 


" North Coast Jewelers 
soe a or as 151 1 Third Ave. 
ce Seattle 1, Wash. 


B Y M E A D 


M. A. MEAD & COMPANY e Fine Watches Since 1883 e« CHICAGO e NEW YORK 
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Quality, value, and style—these three are built into 
every offering of Whiting & Davis. Quality you can trust... 
value your customers appreciate ... the “sixth sense” in 
style that rings true to smart women everywhere. Once 


again, Whiting & Davis famous mesh evening bags are 


Sigg ftmanneesss 


available in limited but increasing quantities. In the rich 
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o 
wo 
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Sk he 
. 
His 
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color of gold and the lustre of silver, they are more than ever 
the favorites of fashion ... add that supremely correct 


touch to every after-dark occasion. 


Whiting & Davis Creations go far beyond mere costume jewelry in 
their inspired designs . . . their perfection of detail . . . their careful 
craftsmanship. Finely wrought after both traditional and contemporary 
motifs, Whiting & Davis Creations can be offered with pride by 


top-flight jewelers. WHITING & Davis Company INc., PLAINVILLE, Mass. 


WHITING & DAVIS 
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, 


the conception of the original 
design to the polishing 
of the finished piece, reflects 
the utmost in careful workmanship 
and meticulous attention 
to detail. 


Catalog on Request 


All Nanasi bands are available with patented automatic ratchet or safety center catch — easy to operate and guaranteed to give satisfaction. 


_ Nanasi Company, Inc. - 6219 Madison Street - West New York, N. J. 
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GENUINE WED-LOK evsensies 


They lock and unlock instantly...easy and simple to 














demonstrate ...no complicated devices to break or lose. 


Wed-Lok* diamond ensembles are consistently 


advertised nationally...advance selling for you. 


They are available in a wide variety of handsome, 


exclusive Granat designs, both in gold and platinum. 


Wed-Lok* diamond rings feature Granat Tempered* Mount- 


ings (not cast), specially processed to protect the diamonds. 


(5 They contain carefully-matched, selected fine qual- 
ity diamonds which are imported directly by us. 








COMPLETE AND VALUABLE 


DEALER HELPS / 
Extensive newspaper advertising 
service ne 
Radio spot announcements 
Publicity photos and news story Monifle ; . ye ; 
Unusual display material ZZ aA ; _— 


8-page consumer pamphlets 
in color 





114 Geary Street + San Francisco 8, California 








Wed-Lok rings are protected by U.S. Patents issued and pending. Infringements of Granat 
Bros patents, trademarks or copyrights will be prosecuted to the fullest extent of the law. 





*TRADEMARK REG. U. 5. PAT. OFF. 


ADDITIONAL DEALERSHIPS NOW AVAILABLE. WRITE FOR DETAILS. 
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Ring Illustrations 
Enlarged to Show Detail 


1. Diamond solitaire and 
matching wedding ring with 2 diamonds. 
In White or Natural Gold ¢ The Set, 150.00 


2. Diamond solitaire with 2 side diamonds. Matching wedding ring 
with 4 diamonds. In White or Natural Gold « The Set, 250.00 


3. Diamond solitaire with 4 side diamonds. Matching wedding ring 
with 5 diamonds. In White or Natural Gold « The Set, 325.00 


4. Diamond solitaire with 4 side diamonds. Matching wedding ring 
with 0 diamonds. In Platinum. ¢ The Set, 500.00 


5. Diamond solitaire with 2 baguette side diamonds. Matching wed- 
ding ring with 4 diamonds including 2 baguettes. In Platinum. 
¢ The Set, 650.00 


Other Wed-Lok* ensembles, 125.00 to 1250.00; taxes additional. 


*Trademarks Reg. U. S. Pat. Off. 
Wed.-Lok rings are protected by U. S. Patents issued and pending. 
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Other rings can constantly bother you by 
turning and separating. Wed-Lok* dia- 
mond ensembles lock together when 
worn together... always at their brilliant 
best yet unlock instantly so the engage- 
ment ring may be worn alone at any time. 


/W 





‘tu “Aok 


yee by brides across the nation.. -pat- 
ented, perfected Wed-Lok* rings by Granat. Fine 


quality diamonds are carefully selected for uni- 
—— color and brilliance and set in Granat 
Tempered* Mountings (not cast) of platinum or 
gold, specially processed to protect those pre- 
cious diamonds all through the years. All this, 
combined with the exclusive Wed-Lok* feature... 
in a wide variety of charming, exclusive designs. 
See Wed-Lok* at a fine jeweler near you, or write 


Granat, San Francisco 10, California. 


GRAN AT 

















WAM 


14 KARAT GOLD 


Jewelled with Precious and 
Semi-precious Stones. 


ee > ¢ ¢ 


Equally Outstanding — Fine Rings 
for Gentlemen — Die Struck for 


Durability. 


MAKERS OF JEWELRY 
49 Chestnut St. Newark 5, N. J. 


Look for this 
Mark of Quality. 
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' Rite Hayworth os Cormen - See 
in “The LOVES of CARMEN “ 
: in technicolor 


BON VOYAGE 


. ‘DEAL’ Alarm Clock 1m eo est prcecd Armerct Cn-mMmo 
gorgeous gold color, oy iio, Alarm im its fieid 
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NEW HAVEN IS THE STYLE LEADER— IM ALARM CLOCKS - TRAVEL CLOCKS - WATCHES 


From one generation to another —- from one end of the country to the 


other-—the quality of New Haven clocks is taken for granted. Why, of * 


course!—~ there's almost a century and a half of great American engi- 
neering behind every New Haven timepiece!...But today, people express 
their added delight with New Haven’'s brilliant styling—that streamlined 


new look that makes New Haven, more than ever, the frst clock you 


ask to see — the only clock you want to buy!...At stores everywhere. 


New Hoven Exclusive! The “Vitel Nerve Center.” Every New Haven 
elock and watch lias this famous patented compensating hair spring to 


tuke it keep betters time even through side variations of temperature, 





7 THE NEW HAVEN CLOCK AND WATCH COMPANY 
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New Chokers and Bracelets in 14K Gold 
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WRITE FOR COMPLETE CATALOG OF GOLD AND PLATINUM JEWELRY 


Established 1906 
WORTH 4- R. PEARLMAN, INC. UPTOWN OFFICE 
7157 83 CANAL STREET, NEW YORK 2, N. Y. ROOM 504 
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exclusively 
designed by 
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Beery Customer ts a prospect for 
these Fine C'locks/... 


AVAILABLE FOR IMMEDIATE DELIVERY 
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SETH THOMAS 
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SEQUIN (Blue or Peach). Retail Electric Clocks. Bia Ben Electri 

, Big Ben Electric 
$12.46. Cost $15.34 Keystone. Alarm, Plain Dial. Retail $8.95. 
Other Seth Thomas Clocks wind Fe Cost $11.64 Keystone. Other 


and electric from $6.50 to ; wana 
$350.00 Retail. pn do ge from $4.95 to 


R937. Mantel Clock. Retail elechion 


$45.00. Cost $54.00 Keystone. 
Other Revere Mantel and Floor 
Clocks from $42.00 to $550.00 
Retail. 




















No. 6BI7 Resolute Ship's Bell 

= Strike. Retail $37.00. Cost 
Retail $25.00. Cost $32.00 Key- $44.40 Keystone. Other Tele- 
stone. Other Lawson Clocks chron Clocks from $4.95 to 
from $17.50 to $85.00 Retail. $39.95 Retail. 


No. 215 


For every gift giving occasion and all year round sales a complete stock of these 


fine clocks will fill all your requirements. Available now for the Holiday Trade. 


JOS. B. BECHTEL « CO., INC. 


Wholesale Jewelers 


729 SANSOM STREET PHILADELPHIA 6, PA. 
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Since u 4900 
HARRY & BEN FRACKMAN 


rs €& et & 8 & 2 3 2 
20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS ATLANTA 
Emil F. Burger Tracy W. O’Neal 
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SEMCA Yicrncedoot’ TRI 
[IMES pan RUN OF | 





s two-hundred-and-twenty members of the press and radio 

boarded the streamlined new Twentieth Century Limited for its 

“press run, each was presented with a SEMCA “TRAVALERT” (that very small 

Swiss traveling alarm clock) as his memento of this history-making occasion. 

Since the very first run of the “Century” 46 years ago, this famous train has been the favorite 

of the “who’s who” of business, politics, stage and screen because of its “on time” reliability. 

How appropriate then, that New York Central officials should choose the SEMCA “TRA VALERT” 
to signalize the inauguration of the “Century’s” NEW edition. What a significant tribute to 


the precision time-keeping of the SEMCA “TRAVALERT”! 


View to the rear of Lookout Lounge observation 
car on the new Twentieth Century Limited, showing 
the raised platform and the extra high windows for 


greater visibility. 











Each double bedroom on the new all-room Twentieth 
Century Limited has two full-length beds with com- 





fortable foam rubber mattresses. All lighting is 











direct-indirect fluorescent. 





LING ALARM CLOC 
Q™ CENTURY LIMITE 





STAMPED IN GOLD, | 
“Twentieth Century Limited } 
— September 1948,” this ! 
SEMCA “TRAV ALERT” in j 
simulated pigskin was 


warmly received by 220 news i 


and radio people. 


EMBAR — TRA VALERT» 
IN. 
SEMCA “Aavalert’’ TRAVELING ALARM CLOCK 


SO SLIM — SO TRIM — SO DEPENDABLE! 


The SEMCA “TRAVALERT” is the perfect traveling companion for 20th 
Century Limited passengers — and others to whom time is important. Its 
jeweled movement (guaranteed) can be depended upon to tell the right time 
every time. Its radium dial and hands can be read in the dark. Available in 
Pigskin, Tan, Blue and Red simulated leather with gilt bezel and dial. Size: 
34%” x 33%” x 134” it fits readily into the most tightly-packed handbag. Priced 
to retail at $12.45 plus tax (on the West Coast $12.95 plus tax) the “Traveling 
Clock of the 20th Century” will set new sales records everywhere this Fall 


SEMCA CLOCK COMPANY, INC. 


30 IRVING PLACE ® NEW YORK 3, N. Y. 
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— dorsons 


Here is the key to more watch sales—the combination they’re 


asking for. It's a beautiful job—Dorsons is proud of it. Order. now for immediate delivery. 


D. ORNSTEIN & SONS CORP., 119 West 24th Street, New York 1] 
Makers of fine watch cases for watch makers. Bracelets, pins and necklaces 


for jewelry stores. Creators of Jubilee, the nationally advertised rhinestone line. 
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Can We Defend the Panama Cn? 
» . 
JACKSON, MISSISSIPPE | 
Aiso a Complete Novelette 










Hype rank is a watch you 
6 
is dependability, its 


. its all-around value, Asa matter of 

. fact, America’s leading test pilots 
. ‘and active career women depend on 
their uyDE panx watches constantly. 

Scores of striking new styles and 
madels to choose from—for everyone 

on your gift list, From $89.75 to 

at leading jewelers. 































The Woitch That Times America’s Test Pilots 
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Now being dramatically told to over 45 Million 
readers of America’s leading magazines! 


Jewelers will sell more HyDE PARK watches this year than ever 
before! Right at the height of the gift-buying season, we're telling 
the “Hype Park Story” of timekeeping dependability, 


styling superiority, supreme value. Don't fail to 


H P é 


cash in on it~in a big way! 


CONSULT YOUR WHOLESALER 


EMIL LEICHTER WATCH CO., Inc. 
551 FIFTH AVENUE, NEW YORK.17,.N. Y. 










imerica’s Test Pilots... . 





The Watch That Times! 
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Trial Basis 


Imagine us being so confident that we 
can assure you sales expansion with 
Bliss’ Ring Tray! And there’s reason 
in our confidence. Why not test us... 
test the tray on a trial basis? Just 
write us at the address below. But, 
before you write ... read on. 


No Big Inventory 


There’s no profit in keeping big ring 
inventories . . . and there’s no need 
to with the Bliss Ring Tray. The 
tray contains all ring styles (but not 
every size in every style). And, 
whether the bride-to-be is old-fash- 
ioned as lavender and lace, or modern 
as the short haircut, there’s a ring to 
fit her fancy. She’ll select it . . . try 
on others for size. We’ll do the rest. 
What’s more... 





One More Thing . . . We'll refurbish your tray peri- 
odically . . . replace obsolete rings with new designs 
... buff others to their original gleam. Seems to us (and 
to thousands of jewelers from coast to coast) that here’s 
an offer you can’t afford to let pass. Write us today for 
more details. 
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24-Hour Service 


That’s right! Within 24 hours after 
your customer has selected her ring 
from this beautiful tray... . it'll be 
on its way back to your store. That’s 
all there is to it! She picks her ring— 
you tell us about it—she comes back 
later to get it . . . to wear it proudly. 
But you get even more... 


Low Cost Engraving 


... we'll engrave whatever is wanted 
on the ring . . . from a name to a 
flowery sentiment. The cost is less 
than moderate .. . it’s downright 
small! You profit on our low cost, 
quick service. You get the name and 
the fame for delivering the 

goods ... and delivering 

them immediately. 





29 EAST MADISON STREET 
CHICAGO 2, ILLINOIJIS 


85 
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ROM YOUR WHOLESALER 
New York Office, 303 Fifth Avenue 





MANUFACTURING COMPANY 


"America’s Largest Ring House’”’ 
PROVIDENCE, R. I., U. S. A. 


TRADE MARK 
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Superior quality and perfect finish is evi- 


dent in every part of the Normandie move-. 


ment. Note these special features — curved 
olive shaped jewels instead of flat jewels 
_. half overswung mainspring’. . .“"Nivarox”’ 
hairspring... greatly improved pivots. 
Result... a far superior quality movement. 


THE CASES 


Our 10K gold-filled and 14K cases are 
specially built to our exacting specifica- 
tions by one of the leading watch case 
factories. Movements fit snugly and stems 
are fitted air-tight to prevent dust from 
seeping in. Cases are perfectly finished to 
give satisfactory wear. 


TIMEKEEPING ACCURACY 


The Normandie Watch is perfect in original 
_manufacture, materials and adjustment. Every 
watch is checked and timed by the latest 
scientific methods and Guaranteed to keep 
accurate time. Furthermore... every 
Normandie is fully as beautiful as it is 
dependable. 





ORMAN T IE watches distribute 








_ thru selected’ 








Successful Wholesale 

Jewelers are quick to 

recognize superior quality and valve. That i is why selected 

Leading Wholesalers are now distributing Normandie Watches. They: k 
that the Normandie Watch is one of the outstanding timepieces on th 
market ... and that fact is being discovered daily by thousands 

of Consumers everywhere. | 
Retailers ... please write for name of nearest distributor. 











Wholesale Jewelers. | — 
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NORMANDIE WATCH COMPANY * 71 Nassau Street * New York 7, N. Y. 





r 


DISTINGTIVE 


in appearance 


Ke O 4 Ne 
(en \ 
Dainty in style and 
design. 7° ruby 
jewel movement, : 


chrome steel-back 
case, unbreakable 


cca wen in per. fi ormance 


oe These are the famous ORIS Timepieces sold 
andsome, serv- " . . ° 
iceable and de- and serviced in practically every country in 
pendable. 7 ruby ° ee 

i the world. High-styled, precision made and 


iewel movement. 


wet rt aarsch yer priced to sell on sight. Every way you figure 


doh t ME lalela-to] ae] 11 
ene it, ORIS spells PROFITS! 


$12.95" 


DIRECT CONSUMER GUARANTEE 
WITH EVERY ORIS TIMEPIECE 


ORIS 7-point Craftsmanship 


@ 7 ruby jewels for all principal bearings. 

@ All parts interchangeable. 

@ Separate mainspring balance and lever bridges. 
@ Pin pallet lever precision movement. 

@ Mainspring power for 40 hours running. 

@ Automatic mainspring over tension guard. 

@® Unbreakable non-discoloring crystals. 


Exceptionally thin. 

ruby jewels, 
chrome steel-back, 
Walela-tel 4els)) Mane 
ta!. Suggested re- 
tail price $13.95 


Also available in rolled gold. 


itis. 


Traveling Alarm Clock in fine genuine leather 
case. Assorted colors. 7 jewel movement in 


fore] bg-\on mm 4°10) mele) -1:13., dust-protected chromium case. Radium figures 
and hands, unbreakable crystal. Automatic 


Ask for tree colorful illustrated literature. ol iolasi Mm olthaiela 


=~ — ~~ 


WRITE FOR FREE MAT SERVICE ¢ L. HARRIS COMPANY, INC. ¢ U. S. DISTRIBUTORS © 665 FIFTH AVE. ¢ NEW YORK 22. N. Y. 
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inele A colorful, effective point- 


of-sale folder for your counter as a 

pick-up or as a direct mail piece 

or statement enclosure...selling the complete 

new line of beautifully designed Circle 

17 Jewel Lever Guaranteed Watches for you. 
Featuring careful Circle styling 


and high caliber service by the same efficient 


organization that has marketed Famous Oris 
Guaranteed Watches and Clocks 
throughout the United States... this beautiful 
booklet sells as it tells the Circle 


story to your customers. 


Pleasantly and profitably priced to retail from $32.50 


Contact your local jobber or write to 
CIRCLE WATCH CORPORATION 
Division of L. Harris Company, Inc 


665 Fifth Ave., New York 


\ 8 oem 6 OL Gls Va = 
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HERE'S WHY ite Jeweler Who Grows 
atures WHALE ROSE Diamond and Wedding Rings 


A GREAT PROFIT FORMULA — A SOUND BUSINESS OPERATION 


e MERCHANDISING AND PACKAGING =» INVENTORY 


Every diamond ring is guaranteed perfect and The White Rose Inventory Control Plan 





each set comes packaged in the magnificent and book assure you of maximum turn- 
Curio Case. Workmanship and design un- over with a minimum basic stock. You can 
equalled anywhere. stop worrying about being over-stocked. 





¢ RADIO e PROMOTIONS 


Minute radio spots featuring the voices of 
Humphrey Bogart, Cary Grant, Clark Gable, Already, small and large jewelers alike 


Lionel Barrymore, William Powell and James are capitalizing on White Rose Dealer 
Stewart are the most unique ever offered to Promotions. An organized promotional 
the retail jeweler. You can count on full system assures each dealer of a tailor- 
commercial attention. made promotion and tie-up. 





¢ ADVERTISING 


Without a doubt, White Rose offers the retail jeweler the 
greatest mat service in the industry. In a planned campaign, 
such stars as Rosalind Russell, Jane Wyman and Rise Stevens 
tell your customers that THE WOMAN WHO KNOWS picks 
WHITE ROSE DIAMOND AND WEDDING RINGS. And 
White Rose pays half the cost under a great new plan. 











Our representative will be happy to call without obligation—and it 
will be the most enlightening interview you ever granted. 


Write or wire today to 


WHITE ROSE DIAMOND ASSOCIATES 


45 ROSE STREET NEW YORK 7, N. Y. 
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R51 White 10K R.G.P. case, rhinestones and 
baguettes. Steel back. Dome crystal. Gold 
filled snake bracelet. 17 jewels. $65.00 
7608/5RS Natural 10K R.G.P. Steel back. 

Rhinestone dial. Faceted crystal. Gold filled 

, link bracelet. 17 jewels. 

For fast, profitable —— 
selling, feature 


$47.50 

9305E Natural 14K gold. Rock crystal. Gold 
filled snake bracelet. 17 jewels. 
KINGSTON. Cash in on 


the nation-wide vogue 
for KINGSTON’S 


$49.50 

7828/10 Natural 10K R.G.P. Steel back. 

$47.50 

91578A Natural 14K gold. Dome crystal. 
popular-priced parade a 


14K gold markers on dial. Rock crystal. 
Leather strap. 17 jewels. 


Leather strap. 17 jewels. $55.00 

7914 Natural 10K R.G.P. Steel back. 

Leather strap. 7 jewels. $24.75 

7806/15 Natural 10K R.G.P. Steel back. 

Rhinestone dial. Faceted crystal. Gold filled 

expansion bracelet. 17 jewels. $47.50 

78053 Natural 10K R.G.P. Steel back. Fa- 

of fine, guaranteed ceted crystal. Leather strap. 7 jewels. $29.75 

| net 7805/17 Natural 10K R.G.P. Steel back. Fa- 

watches. Order now... I= she ceted crystal. Leather strap. 17 jewels. $37.50 

eS Pit. ae 7600S Natural 10K R.G.P. Steel baek. 

Re in s 7 jewels. $27.50 

“= 7608/7 Natural 10K R.G.P. Steel back. 

WRITE FOR YOUR FREE COPY OF OUR Dome crystal. 17 jewels. $37.50 

4-COLOR CATALOG AND PRICE LIST. 9730 Natural 14K gold. Dome crystai. 
FREE MAT SERVICE, POWERFUL SALES a 17 jewels. 
AIDS AVAILABLE TO DEALERS. ae on 

NE We¥oOR K 


$67.50 
Sf 


Above Prices Include Federal Tax 
48 W. 48th ; ee 


FOR NOVEMBER, 1948 


~ 


LOs ANGELES 
0 OMyfs Chey 315 


\ aot aE 


-~ 
~ 











Here is a Moneymaker for the Installment Jeweler 


- INFORMATION CHART 


Composition 

_. Hardness 
Cause of star effect 
‘Type of star 
Specific gravity 
Refractive index 


Makets of Fine Jewelry Since 1904 .....42 W. Washington. St., Indianapolis 4, Ind - 


92 


Linde 


(Synthetic) 


Same 
Same 
Same 
Same 
Same 
Same 





Natural 
Same 
Same 
Same 
Same 
Same 
Same 




















Their magic beauty has captured the imagination of the nation! | 
Linde stars duplicate natural stones in arresting beauty, | 
in every quality ... ata fraction of the cost. Constant 
in yalue ...a real stopper for on-their-toes salesmen... priced to 
promote additional volume at installment store levels... 
plus a generous profit to the jeweler. Enjoy plus business by 
featuring Goodman's Linde Stars this Christmas season. 


GOODMAN & COMPANY 
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I. Because no 
the 
device li orner watch has a sh 
e like the Wyler Incaflex ort — 
el. 


so — foremost in development of the Waterproof 
ch—has a mechanically perfect case, of exclusive 


construction, giving 100% satisfaction. 


g watch manufacture, 
lopment and improve- 


ae Wyler, leading in self-windin 
buted greatly to the deve 
ality self-winders. 
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NCY, Inc., 630 FIFTH AVE., NEW 
- YORK 20 
» N.Y. 
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For thirty-two years, LeStage products 
have been bringing profits and prestige 
to dealers. This record is founded on qual- 
ity craftsmanship, good value. Ask your 
wholesaler .. . he knows LeStage products. 


NORTH ATTLEBORO 


IDENTIFICATION BRACELETS 


yy \ eq: 


MANUFACTURING COMPANY 












In STERLING SILVER—Rhodium Finish 
or 1/20 12Kt. GOLD FILLED 





@ Massive looking, long wearing 
High polish, anti-kink chain 

@ Hand tooled with soldered links 

@ Individually boxed 









MASSACHUSETTS 


NEW YORK CHICAGO MONROVIA, CALIF. 
9 Maiden Lane 29 E. Madison St. 110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 
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Registered— Guaranteed 


THE SENSATIONAL, FAST-SELLING NEW LINE 
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DIAMOND RINGS 





Kings Enlarged 
to show detail 








Ever since they were introduced a little over a year ago, these 


beautiful rings have been gaining steadily in popularity, winning 


table sales for jewelers. 4nd no wonder — 


more and more profi 


Let this Program 


rings of oulstanding beauty, value and popular appeal. You'll find 


after 91 years of serving jewelers, we should know how to create 


Boost YOUR Sales 
National Advertising 
Free Mat Service 


-selling profitable rings. 


it pays to stock these fast 


going steady with Rhapsody. 


Get your Sales 


Free Counter Displays 


F ree Ring Trays 


Write today for information and prices. 


*ORIGINATED BY 


Free Ring Gift Boxes 


PA. 


Wholesale Jewelers since 1857 
906 CHESTNUT STREET 


PHILADELPHIA 7, 








M. SICALES & SONS 


Free Window Displays 
Free Dealer Signs 
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LOUPE-TESTED' 
Love Bird Diamond Rings 


The greatest asset of any diamond dealer is the trust and confidence of his trade. That confidence, without 





exception, is based on quality merchandise. It creates a reputation for integrity which is the jeweler’s complete 
assurance of consumer acceptance. It is the source and fountainhead of profitable repeat business. 
The “loupe-tested” quality of Love Bird Diamond Rings engenders exactly such unqualified confidence. 
For every Love Bird Diamond has been appraised and approved by veritable diamond experts . . . 
each represents the high ideal of color, cut and clarity! 

Loupe-Tested Love Bird settings are decidedly superior as well. Modern, graceful, dynamically designed 

to emphasize the size of the stone, they fittingly conform to the perfectionist character of the diamonds they encompass. 
Join progressive jewelry merchandisers in every part of the country who are profiting from the 


consummate quality of these diamond rings. 
Vv E— By 
o a 
Y - tRADE Mary 


6 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. « *Pat. app. for 





96 THE JEWELERS’ CIRCULAR-KEYSTONE 








NOW! Another Service to make 
Watch Repairing Easier 
and More Profitable for You! 


The Watchmakers of Switzerland are pleased to announce 

















the opening of the new official Swiss Watch Repair Parts 
Information Bureau at 730 Fifth Avenue, New York 19, N. Y. 








Write to us—Come in and see us—We're not stocking parts but 
are here to answer your questions—to help you and your supplier 
solve your watch repair problems. 


This new and efficient Information Bureau is 
only one phase of the Official Swiss Watch Re- 
pair Parts Program. In addition, there's... 


1. The new Official Catalogue 
of Swiss Watch Repair 
Parts (Part 1). This 150 page 
book provides a stand- 
ard method for identi- 
fying and ordering 
Swiss watch repair parts 
according to factory 
identification numbers. 











ORDER YOUR 
FREE COPY 
NOW! 
DROP A CARD 
TO THE 
INFORMATION 
BUREAU 


The WATCHMAKERS 





2. The new Official Dictionary of Watch Parts will 
soon be on sale! 167 pages in four languages to help 
vou identify and order all watch parts. An invaluable 
supplement to the catalogue. 


3. The new Official Parts Package will be introduced 
betore long. Swiss watch parts for currently manufac- 
tured Ebauches movements shown in the new Cata- 
logue (Part I) will be separately sealed in a heavy foil 
package with identifying numbers. You'll be certain 
of getting the right part in factory-perfect condition. 





OF SWITZERLAND 


Swiss Watch Repair Parts Information Bureau, Inc. 
730 Fifth Avenue, New York 19, N. Y. 

















Here’s a great Christmas present 
for jewelers! 


HE AD YOU SEE on the opposite page is the 
/ jemi ad that will be seen by millions 
and millions of national magazine readers 
during the month of December. 


This ad is just one—number eight—in a 





series that has been appearing week after 
week in 25 different publications since the 
end of May. 


Another version of the December ad, 
under the headline “How to Buy a Watch 
This Christmas,” will appear in newspaper 
supplements in 50 major market areas and 


in “Look” magazine. 


This great campaign, sponsored by the 
Watchmakers of Switzerland, will continue 


in 1949, following its one purpose—to help 
you sell more watches, and to remind your 
customers that the jewelry store is the logical 
place to shop for gifts of long remembrance. 
A recent nationwide survey shows that 
70% of the watches now in use were re- 
ceived as gifts. Christmas is the traditionally 
creat gift season. But the jeweler stands to 
gain by capturing a higher percentage of 
sift business all year round. Vhat is why this 
advertising campaign is scheduledall through 
the year, featuring anniversaries, birthdays, 
eraduations, Mother’s Day and other events 
important in American family life. 
Capitalize on this slogan that appears 


week after week in every ad: 


For the gifts you'll give with pride— 
let your jeweler be your guide 


For free mounted reprints of the December advertisement, write to 
The Watchmakers of Switzerland, Care Dept. A., 25 West 45th St., New York 19, N. Y. 


The WATCHMAKERS :&@@ OF SWITZERLAND 
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WHEN YOU BUY A WATCH, 
REMEMBER... 


1. Many new styles now available, 
including shock-resistant and water- 
resistant watches. automatic self- 
winding watches, calendar watches, 
chronographs and other innovations 
from Switzerland. 


2. All watches should be wound 
gently and regularly. and cleaned by 
Another Christmas—and what pulse won’t quicken as your jeweler once a year. Even the 
most accurate watch (and leading ac- 
curacy awards are held by a 17-jewel 







The wonderful gift of Time 


the day draws near? ...To give this day a very special 


meaning, there is no gift like the gift of ttme—a watch, Suis moet) men ve 4 foe 
symbol of the time that’s gone before and the time together seconds a week, depending on the 


that’s to come, echoing “Merry Christmas” all the year. wearer and the weather. 


3. No matter what the make of 
; ; your watch, it can be serviced eco- 
Your jeweler has a wide choice to show you, achieve- nomically and promptly, thanks to 
ments of the skill of free craftsmen—of America and the efficiency of the modern jeweler. 


Switzerland —oldest democracies on two continents. 


For a gift to cherish—none is more perfect than a watch. 











For the gifts you'll give with pride—let your jeweler be your guide 







The WATCHMAKERS OF “@@ SWITZERLAND 








This Trifari design 
is copyrighted and 
design patent pending 





ndividually designed 
fr the wemun who loves deamatic fowls 


“‘Comet’’—exquisite swirls of golden Trifanium linked with star-bright 
rhinestones. Modern? Decidediy. Sophisticated? Definitely. Trifari? Distinctly. 


are authentic only if stamped on the 
back with the name Trifari. 
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with diamond and 18K gold markers 
on dials designed to set sparkling 


holiday sales records. 


Let Swiss Radium “dials of 






enviable reputation” add character 


gd §.r. 4 | 


ie Saas 












and sales appeal to your watches. 





For outstanding dial creations... 


Swiss is not enough... 


it must be SWISS RADIUM. 
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Dials for every type of case; 





sold to watch manufacturers, 








watch importers and jobbers. 





—Swiss Radium-— 
& Dial Painting Co., Inc. 


———79 SEVENTH AVENUE NEW 
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Our own building where 


that make mounted diamonds loom lustrously 


More than ever—THE LINE OF LEAST 
RESISTANCE lives up to its reputation of larger than life... for five-point to cara 
hip with this exciting. gems...priced to make lovers on buc 


+ 


quality and craftsman 


Neil D. Sofman , J. L. Miller Irving Keyser 
32 Liberty Street he oe 29 E. Madison St. 682 Irola St. 
Chicago, Illinois Los Angeles, Calif. 


New York 7, N. 
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LANGENDORF WATCH Co. 


4 They bring you sift business 
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When you display, recommend and sell 
Lonville Watches you are doing more than 
making immediate profits. You are making 
future customers. The reliability and con- 
sistency of Lonville Watches assure customer 
satisfaction and create word-of-mouth advertis- 


ing that brings more customers to your store. 


There is a wide range of variety, many styles 
and prices that appeal to the largest percent- 
age of the buying public. Here we can show 
you but a few of the many items in our large 
Lonville stock all immediately available 
through your jobber. You may order these by 
style number and be sure you get exactly what 


you order. 


All the parts are standardized and inter- 


changeable—which is a joy to the repair-man. 


Sell Lonville Watches this season for the 
profits and customers they will bring you in 


the long future. 











HA RR VY ROD M A N INC. =sseeaens 


880 FIFTH AVE. Sole LS. Agent © NEW YORK 19, N.Y. 
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CERTAIN WITH 


the line jewelers 
have sworn by 


since 1888 


the line that 
gives you a complete 
selection of saleable style 
numbers at popular prices 
for every occasion 
for every member of 


the family 


for every season of [Mia 1. « 2S ff on your very next visit 


the year = LS to New York 


BE CERTAIN TO SEE 


With Certina you are certain of a successful Fail and Xmas selling season. Order your supply of Certina watches NOW! 
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stores in 10] mayor cities in AO states surveyed 


633 LEADING STORES FEATURE PACIFIC SILVER CLOTH 


Do you? 


For more than a year we have been interviewing leading It creates store traffic. 
jewelers and department stores of the country in an effort to It saves customers the embarrassment of placing 
determine the exact extent of the popularity of Pacific Silver tarnished silver before guests. 
Cloth, and the reasons behind that popularity. The result 1s It preserves the factory-bright quality appear- 
highly gratifying—92°7 of the stores interviewed are already ance of silver, eliminating the repolishing job for 
carrying Pacific Silver Cloth chests, bags, rolls and wraps. busy dealers. 
Others are placing orders. It preserves the natural sparkle of gift silver on 
To merit such wide acceptance, a product must “‘have some- display. 
thing.”” Here are the reasons retailers gave us for their enthu- It cuts store loss on give-aways. 
siastic backing. It prolongs the life of plated silver by reducing 
It saves customers the labor of polishing silver. abrasive polishing. 
It is the only cloth which actually prevents tar- Have you investigated the possibilities of Pacific Silver Cloth 
nish with lifetime effectiveness. for your store? Pacific Silver Cloth is backed by a consistent 
It creates customer good will. and extensive program of national advertising. It will pay you 
It adds a profitable line to the store. to tie in closely. We shall be pleased to supply free mats, dis- 
It makes silver easier to sell by removing objec- plays and other promotion materials. Brochure of selling helps 
tion to polishing. on request. Ask your distributor for complete information 
It gives the dealer an extra sales feature and about Pacific Silver Cloth in chests, bags, rolls, wraps and 
talking point. packets, or send us the coupon at right. 
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PACIFIC SILVER CLOTH 
IS BEST BY TEST 


This is what happened to two gleaming new spoons in a tarnish test* 





conducted by the United States Testing Co., Inc. Only spoon A, 
protected by Pacific Silver Cloth, retained its original sparkle! The 
other spoon, though wrapped in ‘“‘anti-tarnish” cloth, did tarnish 


as shown. | Pk ; J 
*Test #96514, June 30,48 (photos absolutely unretouched) . 


ee ee a a a a kk EL LLL 
PACIFIC MILLS, Department JC 11 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in [) wraps, [ |chests, (| hollow ware bags, (7) place-setting rolls, [ pack- 
ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature, 


Pacific Silver Cloth 


is recommended by 


NAME SOHSSSSSSSSSSESSESSSESSSSSE SHOES SOSESOSSHSSNHSESSO OSC HC CSSCSCOCOSCSSSSOSSOSASOSSSOSCOS OSS CTSSN 


leading silversmiths and jewelers 
Eee eT eT TT TT eT eeeevceeevneeee eee eeveeeee0202028000808608 


STORE PPP eTTTTTTTTTUTTTUTTeTrT Te Le eT 


STREET ADDRESS «cc ceeeeSSSSSSSSSSSESHEHSSSHSHOSHSSSHSHSSSHESHSSHSHESSHSHSSSHSHSSHSHSHHSHHHSHHSHSHSOHSEEES 
ZONE cccccccccccc ee sD LATE sc cccceeseeeeseesseseseseeee® 


CITY ccccceceeeeeeeeeeeeseeeseeesece 
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Beautycrest Laminated Placque, 
Guarantee Bonds, Radio Continuity, 
Displays and Newspaper Mat ads 


available on request! 



































DON’T MAKE ANOTHER 
MOVE UNTIL YOU SEE 
THE EXQUISITE NEW 


517 040 


DIAMOND Titers 











See Beautycrest first for your last-minute 
holiday requirements! This comprehensive 
new line of Beautycrest Diamond Rings 
and Matched Sets is ‘‘high-fashion”’ 
styled — and “‘earth-bound” priced 


for rapid-fire turnover! 


TERRENE WATCHES » DIAMOND MOUNTED JEWELRY - COMPLETE RANGE OF 
DIAMOND PLATINUM WATCHES + SILVERWARE 1847 ROGERS BROS. - TUDOR 
WM. ROGERS & SON » COMMUNITY + LROGERSI STERLING » CLOCKS 
WESTCLOX « G. E. » NEW HAVEN - WATERBURY + INGERSOLL « SETH THOMAS 
JEWELRY J’B + FORSTNER + RONSON + SPEIDEL» WATERMAN PENS AND PENCILS — 
HELLER-DELTAH » LUSTERN » CARL-ART « KIDDIE-CRAFT » MARVELLA« SIMMONS - 
BRIGGS « KESTENMADE « LAGUNA + BRETTON « APPLIANCES G. E. « TOASTSWELL — 
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THE SWING 
SWISS WATCH DIAL CO:, Inc. 
ae and the | : | 
MEW RHINESTONE DIAL 
ee. featuring 
PSRILLIANT RAINES EOQH ES 
INDIVIDUAL RAISED SETTINGS 


‘OUR LUXURIOUS DIAMOND DIAL 
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SOFAS 





Fe cage 









is Dial is Unrivalled for BEAUTY- ACCUR KCY 
CONSTRUCTHON and DURABILITY.— 
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dds New Distinction To The Wrist 
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| remember this Christmas. For 


that will become © daily 


kindled . - - 


For ever and ever, they wil 


they have given each other the one gift 


part of their lives. And each time ¢ flame is 
what warm, personal memories will glow with it! 
years, these beautiful gifts will serve them 


dinary lighter, bu 
a lifetime! No on 


Down through the 


faithfully, for Zippo is no OF 
guaranteed for 


t one so well-made 
and dependable that it is e has ever 


y for the repair of oof lighter. 


paid a penn a Zippo windpr 
e as $3.00... or O much as $175.00". - - YOU can give 


For as jittl 
mire. For that 


“million dollar’ 


this jewel of 2 lighter to someone YOU ad 


will engrave YOUF 


intimate message «°° or your loved 


feeling, We 


signature OF initials . . - On the lighter you choose --* 


o. Own a Zippo: -* the gift 


one’s Own 
ar. So give @ Zipp 


for only a doll 
. because t's the lighter that never fails! 


that never fails .- 








Pocket Zippo in chrome, 
sterling OF solid gold cose, 
i d: 


FREE srocnure. Wustrotes 
mony beoutiful styles, wi 
bout 


y 
copy, 
Co., Brodford, Pa. 


*Plys tox On sterling ond gold only. 


yO WINDPROOF LIGHTER 
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LPO OO" 


as a Christmas Gift! 


With Full-Page, Full-Color Advertising that 
Blankets the Nation and Your Neighborhood! 





There’s a Big Opportunity 


open for you this Christmas—as Zippo really pulls 


out the throttle on an advertising campaign de- 


signed to help you sell! 


Biggest Campaign 

in Zippo History! 

Yes! It’s the biggest advertising campaign ever 
put behind famous Zippo, the original wind- 
proof lighter! And— it’s a campaign that fea- 
tures Zippo as a gift item... for women as 
well as men ...a campaign designed to boost 
both the quality and quantity of your sales! 


Keyed to Your 
Big Selling Seasons! 


This big, new Zippo campaign takes advantage of 
the natural gift-buying seasons among Americans. 
It is especially tailored to give you the most oppor- 
tunities for sales. Right through the year, big 
advertisements, in the biggest publications, will 


presell customers for you. 


Sales Aids Galore for You! 
Many valuable sales helps have been created 
to help you take advantage of all this adver- 
tising! Compelling counter cards, effective news- 
paper ads, new free radio spot announcements, 
new Lucite stands to dress up your display of 
Zippo. They’re all FREE! Write for them now! 


it’s Time to Tie in with Zippo! 
Stock up on all models. Tie in with the advertising. Write for 


your FREE sales helps now. Zippo Mfg. Co., Bradford, Pa. 


.. WATCH ZIPPO GO... WATCH ZIPPO GO... WATCH ZIPPO GO 
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the ugprerl new 
PENCILITER 
y RONSON 


By the makers of 
WORLD'S GREATEST LIGHTER 





Ronson Penciliter 
(Actual Size) 1/20 
l4K. Gold filled, 
$15.00 (plus tax). 





Feature The LIGHTER THAT WRITES... And You’! 
Write-Up MORE SALES CHECKS This Xmas! 












Creators Of 


Pride-more 
DIAMOND RINGS 





You'll be as pleased to have the new Ronson Pencili 
are to have it in the ‘‘U.S."’ 
personal appointment with a double-duty usefulness that will be wanted by 
every smoker who writes and every writer who smokes. The ‘“‘world’s greatest 


lighter’’ is at one end—a fine pencil at the other. Yes — it 
and it will write a new profit story for the retailers who feature it. 


U.S. JEWELRY C0... 


H. E. BAUMOHL, Pres. 
BALTIMORE -1, MD. 
WHOLESALERS 


¢ 


writes, it lights — 
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ter in your store as we 
Line. It's new, beautiful—a superbly fashioned 













Importers Of 


WATCHES 
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We have a special interest in Vacuum Ice Tubs 

. for we have been the first to introduce them 
.. first with the so-convenient 
. first to create the greatest 


in Sliver Plate . 
automatic handle. . 
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_MATUFRCTURERS OF HOLLOW ARE 


BERNAKD RICE’S SONS, 


Manufacturers 
SHOWROOMS: 325 Fifth Avenue, New York 16, N. Y. 


orate ACCESSORIES and ie ems 





since 1867 


nf pine 


variety of Vacuum Ice Tubs, fitted with genuine 
vacuum insulated liners. In addition to Silver Plate, 
some of our Tubs are available in other finishes 
including attractive Ormolu and gleaming Red. 


INC. » APOLLO STUDIOS 





>>>>> 
























eee all the year ‘round 


... these impellingly attractive 

Stonewall watch bracelets that 
lend an air of importance 
...added value... to any watch. 
Stonewall bracelets turn casual window 
glances into volume sales. 
See for yourself. 
Order today for profit perfect 
holidays . . . ahead. 






















Buses iveace a 3 

TO OPEN: Press button. 

until catch releases. 

TO CLOSE: Fold buckle. Bracelet 
automatically adjusts to fit the wrist. 


















The boldly beautiful new look in link 
design is shown in these men's styles. 


All feature the Adjusto.-matic* buckle 


Farader 







Sold through wholesalers only. 


Ynrwul CB | VAM 


COMPAN Y—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West 5th St., Los Angeles, Calif. 


*Construction Patent Pending. 
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Neuchateloise 


A one day alarm with 
precise, seven jewel 
movement. Accurate 
styling to satisfy the 
connoisseur of period 
motifs. 

MODEL 5180 


Musical Alarm 


| Wali deli: wae 10mm atoll 


jeweled move 





ment. Alarm ‘a> 
produces pleasing 
meload| 





ous tunes. 


MODEL 160 


Camera-Style 8 Day Alarm 


Fifteen jewel movement, 
superb traveling clock in 
rich leather case. 


MODEL 124 


De Bruce 8 Day Alarm 


Canventtonsh tient - Radio Style Musical Alarm 

types available in three Bl 

sizes — small enough to = light or dark stains. Features lo 

tuck away—large enough — MODEL 42 
for ornamentation.  Fif- | 

teen jewel movement. 

Genuine leather cases. 


MODEL . 





Db} <a :} 40] Gl a @) OL O) Gm D) A'AE-1 10) EO): Traveling Alarm 


: The smallest travelers clock 
, WALTER KOCHER & CO. made. As accurate in time- 


keeping as it is compact. 


17 WEST 57th ST., NEW YORK 19, N. Y. MODEL ET! 
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$4 


Ee esatiatags 


. [eadae’ | diaphei: Sipe, pieces 


and other free promotion | as . 
are ready for | your use. In short, - 
you can count on Norma to help ) 


build Christmas profi ts. 


Unconditionally guaranteed for mechanicat pertecton, | 


+ 


$4.50 to $15*. In 14 Kt. Gold, -$100*. 


3-color model, $4. Models to $5 in at- 
tractive telescope box. Models $7. 50* 
uP. in prosantarion case. Fair-traded. 


=“ heders! tox 


4-Color National Advertising in FORTUNE, ESQUIRE, : 
NATIONAL GEOGRAPHIC and N. Y. TIMES Maguzine — 
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THE PENCIL OF TOMGRROW 


NORMA PENCIL CORPORATION 


NORMA BUILDING, 137 WEST 14th STREET, NEW YORK 11, N. Y. 
Exclusive West Coast Distributors: Fred L. Lee and Company 


448 So. Hill St., Los Angeles 13 + 704 Market St., San Francisco, Calif. 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
s and cases in I4 Kt. gold and rolled gold 


e,—for immediate delivery. 


L 
styl 
plat 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue i chan 0c), ae) ee 








Cts 14 Kt. Gold Novelties 
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7 Lipstick and Watch Combination, 17 Jewel Pery Movement $210.00 Keystone 

is evectone Gs LIDUIICK ONNY . . ok. on cc ee eects $ 90.00 Keystone 
276-119 Knife-File and Removable Extension Pencil ...... ee $ 74.00 Keystone 
ee Ee OS ES Se ee ee ee ee eo $ 48.00 Keystone 





423 Repeater Pencil — Holds large supply of extra leads. 
Guaranteed Mechanism ............ Pr $ 42.00 Keystone 


424 Repeater Pencil without clip .......... See, Km ae ss ...$ 30.00 Keystone 
12 Ladies’ Funnel Type. Ejecting Cigarette Holder ........ $ 38.00 Keystone 


& 
$ 
° 
N 


14 Ladies’ Cigarette Holder. Cigarette ejected by twisting 
mouth piece ........ Co oe pa edeas cy pee ce es $ 28.00 Keystone 


POUIS TAMIS © SON 


GOLDSMITHS SINCE 1909 


36 WEST 471TH ST., NEW YORK 19, N.Y. 
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__ this Omega 


national 





Le 





advertisement 


appearing In 





November will 
Strike the public 


eye in time for 





smart gift shopping. 


Harmonious couple—and very, very smart...the superb Omega he 

wears, and its feminine counterpart on her wrist! The matched : A 

watches, both gracefully curved and with dome crystals, are in Put this high-style 
14K gold...even the hands and numerals are solid gold. 

The cases are wrought with a modern beauty of design and 

elegance that does justice to the remarkable mechanism within. 


Her Omega watch is $275. His Omega, $325. Federal tax included. merchandising 


... Nice to know that the Omega watch you wear or give has the 

same famous craftsmanship which has repeatedly won the world’s 

highest awards for wristwatch accuracy ... regularly since 1933 * 

at the British National Observatory... since 1931 at the Geneva idea {0 work 
Observatory ... and recently, at the 1948 Neuchatel international 

contest. Three successive times—1932, 1936, 1948—Omega has been 

appointed the official, exclusive timer for the Olympic Games. 


When you choose an Omega, you choose the ultimate in fine watches. for you 


Other Omega watches, from $60, at leading jewelers everywhere. 





1848 1948 


CELEBRATING 100 YEARS OF DISTINGUISHED WATCHMAKING 


: Norman M. Morris Watch Corp. 
© J/\ GS A 608 Fifth Avenue 
New York 


FIFTH AVENUE e NEW YORK 
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THE HOROLOGICAL INSTITUTE OF AMERICA 


cordially invites you to 
take advantage of this fine Combination Offer! 


















USED AT 
THE JOSEPH BULOVA SCHOOL 
OF WATCHMAKING 


Chartered by the Board of Regents — 
State of New York—with the author- 
ity to confer certificates. The course 
of instruction, systematically ar- 
ranged, presents to the student all 
of the basic skills and knowledges 
required for good watch repairing. 











Ten complete courses in watch qy 

repairing, including Balance Truing, .@ THE LATEST 

Poising, Escapement Matching, Watch AUTHORITATIVE 

Assembly and Finishing. 275 pages. Over TEXTBOOK 

850 detailed drawings and illustrations. Rushedutne the mest shedeen 

methods of 
WATCH REPAIRING 
ee 

















TO—HOROLOGICAL INSTITUTE OF AMERICA 
c/o National Bureau of Standards 
Washington 25, D. C. 


2. MEMBERSHIP 
IN THE HOROLOGICAL 
INSTITUTE of AMERICA 


The only Nationally recognized 
Horological Institute for the 
Certification of Watchmakers 


eee 


Enclosed is Check (1) M. O..0 for $5 (made payable to 
Horological Institute of America). Send Joseph Bulova 
School of Watchmaking Training Course. 

Also included, at no additional cost, is one year’s mem- 





[ 
[ 
[ 
l 
[ 
[ 
bership in The Horological Institute of America, Inc., and 
The H.I.A. Journal. If you are already a member of the [ 
H.I.A,, your membership will be extended for one year. | 
Send Training Course and H.I.A, Membership Card to | 
[ 
l 
[ 
[ 
[ 
| 
z | 


(Please print name and address.) 
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PARADE OF 
BOUDOIR AND 
TRAVEL CLOCKS 


RB 3-9 












AAccurAcy 
Beauty 375 
CRAFTSMANSHIP 








In the Best Company of Treasured Gifts. ee 


back keywind, 15 jewels, ALARM 

8) Clock with fine precision WATCH 
MOVEMENT. Genuine morocco 

cases, assorted colors, All prices quoted are Keystone. 


















375: Chrome finish, radium hands and 
numerals. World’s smallest 
8-DAY, ALARM, 21%4°'x2%,4"", 
$49. 

287: Same as 375, but 23/,°’x3"’, $45. 

426: Same as 375, but 3'¥/2°'x3%,"’, 
$49. 


378: Same as 375, but camera 
case, 2%4°'x2,'*. World's 
smallest 8-DAY, ALARM, $49. 

286: Same as 375, but camero 


378 cose. 2'/4°’x4'’, $45. 


704: Gold-finish, radium hands 
ond numerals. 3°'x3°’, $43. 
704/A: Gold-finish, applied nu- 
merals, radium dots and 

hands, $50. 


262: Chrome finish, & 
radium hands 
ond numerals. 
4''x4'', $49. 


703/A: Gold-finish, applied nu- 
—" a ies merals, radium dots and 
 —€ . hands. 31/2''x4¥/2"", $50. 


440/A: Gold-finish, applied numerals, ra- 440 
dium dots and hands, $50. 

440: Gold-finish, radium hands and nu- 

merals, 3‘'x3'', $43. 





3705: Gold-finish, radium hands and numerals. 

2 Y2''x2Y2'*, $39.50. 

705/A: Gold-finish, applied numerals, radium dots 
and hands, $45. 


326: Chrome-finish, radium hands and numerals. 
3°'x3'’, $39.50. In gold-finish, $43. 
326/A: Gold-finish, applied numerals, radium dots 
and hands, $50. 
(Separate pigskin case for travel, $7.) 


Send for FREE Booklet Illustrating Largest and Finest 
collection of Exclusive clocks in the World 





a MERCURY CLOCKS, Inc. 37 West 57th St. N.Y. 19, N.Y. 
ee Mba CANADA: PAUL HOFER, Ltd., 
Distributors Nationally Advertised in Leading Magazines Montreal, 132 St. James St., West 
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Little boud 


o ° 
to bien 


oir clock, small eT Compact comera-type clock 
to fit into t S the: 3 es gee : with alarm, for travel oF 
Ha i Sa EE Se a Hlow or pink metal, 

iety of leather trims. 

d. tax incl. Also in 
tal, with leather 


trims. 00 Fed. tox incl. 


decor. $18. 


to be seen in 
: THE NEW YORKER 
ec. 
c. 2nd — in full page, full color 


also a 2 page in LIFE 
Dec. 3rd. 


Tiny savore 
ing clock, Ww! 
prompt 


Small decorative clock that’s 
a treasure or any room 
in the house, with bell -like 
gentle alarm. Yellow or pink 


d, bi 
light - colored real : 
metols. $25.00 Fed. tax incl. 


pigskin $32.50 Fed. tox incl. 


Anyone—any time—will fnd CYMA, the Gift Clock Anywhere in the house, CYMA is perfectly “at home - 
with the gentle alarm a memorable offering! This Designed to slay a decorative part in every room, its 
handsome Swiss timepiece of precision created by practica “wake-up” purpose makes it doubly welcome. 
the famous CYM A-TAVANNES watchmakers will Luminous dial, dependable 7-jewel watch movement 
suit your most fastidious friends — or you yourself! acy, one winding key for both time and alarm. 


FOR ALL OCCASIONS 


Entire contents copyright, 1948, by Cyme Watch Compory 


for accur 


Fifth Avenue, New York ® in Conoda: Montreal 


TIM 
ED FOR CHRISTMAS SELLING 


his “gift reminder” ad cli 
& r » ye ; 
imaxes our big fal] campaig 
c ipi- 


For ext 

Bere sales be 

Sy sure to i, 

clocks , Iisplay an | faat , 

cks and CYMA-TAVANNES , d teature CYMA 
INTIS wate ies! 


6 
aii O8 Fifth Ave, New York 20, N.Y 

a 
WATCH Company 


fet; 
anada, McGill Bldg., Mont 
n rea 

















AN INGENIOUS MACHINE 
QUICK AND EASY, TOO! 


Says L. Skeie, Juneau, Alaska 


“Your machine is in ji 
genious! ! had to try it even 
na reading all the instructions... it’s so easy 
operated it right away. It does beautiful work 
too. What more does one want?” | 


Yt Lito 


THE NEW HERMES PORTABLE 


INEST ENGRAVING MACHINE 


1g THE WORLD’S F 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 


e Makes everybody an engraving 


expert. 
iewelry, fountain pens, 


Engraves on 


a 
silver flatware, watches, compacts, efc. 


SEND FOR DESCRIPTIVE FOLDER 
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POOLE 


What gift is there which more 

perfectly combines good taste and 
beauty than silver? And no silver can better 
express good taste than Poole. For the fall ~~ 
selling season just ahead, make sure that your 
stocks of nationally advertised Poole Hollow 
ware are complete. 

Ask Fairfax for details. 
SHOWN ABOVE IS POOLE’S OLD ENGLISH 
TEA SERVICE #5000. 


Poole selling aids are ready too. 
A new album of Hollow ware 
and a series of mat ads. 





Distributed by... 


Ny 


FAIRFAX pistrisuTING co. 


136 WEST 52ND STREET 
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For over a quarter of a century 
APEX WATCH CASES, in gold and 
gold filled, have been featured 
by leading watch manufacturers 
and importers and today enjoy 


outstanding prestige in the trade. 


APEX WATCH CASE MANUFACTURING CO. 


Represented on the Pacific Coast by GEORGE DOLIN 707 South Broadway los Angeles, Cal. 


804 Hast 45th Street New York Li, m™N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





TERRIFIC ‘Best-Seller’ in Department Stores 
NOW AVAILABLE for Jewelry Stores! 





oe No. oe —(Shown closed). 
other's Day, Wed- == No. 25104 _ (Shown open). Gold pee poe aay Bary o> 
rad | tion, Bi rth- - color, with panel for ———. a: 29000 — Saene. in atfeee 
Renreranet at - No. 25103 — Same, in silver color. — se 

. | Retail $5.00 Your Cost $3.00 


Your Cost $3.00 








scision-mode like a fine 





Gorgeously packaged. 


Phy goorehteed 
@ Free SALES HELPS — Dis- 
plays, Mats! 
No Federal To No. 25106 — (Shown closed). Gold No. 25108 — (Shown open). 
ee color, with filigree overlay. Exquisite gold plate case. 
Retail $7.50 With genuine leather carry- 
No. 28105 — Same, in silver color. ing Case. Retail $10.00 


Retail $7.50 
Your Cost $4.50 Your Cost $6.00 





SAVE TIME—USE THIS “ORDERGRAM’’ 


PAKULA and COMPANY, 5 No. Wabash Ave., Chicago 2, Ill. 
Send the following ELIZABETH AMES Purse Atomizers: 


Quantity Style No. | Cost Quantity Style No. Cost 

2S8102 | 3.00 28101 | 3.00 
28104 | 3.00 2S$103 | 3.00 
28106 | 4.50 28105 | 4.50 
2S108 | 6.00 



































Store 


PAKULA and COMPANY (leave prin 


5 NORTH WABASH AVE., CHICAGO 2, ILL. ame 


(Attach to your order blank or letterhead) 








| 
| 
| 
| 
| 
| 
| 
ol 
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fj DECEMBER ADVERTISING 


in these important magazines 





». full column ads mostly in color 












# 
agpenes Or 














DEPENDABLE — 
> CORRECTLY STYLED — 
ees | MODERATELY PRICED — 


















maa@LOUIS WATCH CO., INC. 


@ 580 FIFTH AVENUE NEW YORK 19, N. Y. 
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iF THE 
IDEAS 


.D and 
ED JEWELRY 


ED BY MORE THAN 
A CENTURY 











21 Maiden Lane E. Madison St. 
NEW YORK CHICAGO SAN FRANCISCO 
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the prestige factor 


... reflected in preference for a particular watch 





JUVENTIA | 





JUVENIA ... as always 







... assures both client 


and jeweler of 






prestige... accuracy... 






elegance and satisfaction. 

















National advertising in 






Town & Country, Vogue, 







New Yorker, Art News Annual, 





Pheviston Guide 






will influence particular 






clients—bound for holiday 







shopping—to demand JUVENIA 






: JUVENIA TCH AGENCY, Inc. ... timepieces of accuracy 











one of a series of ads 
appearing in leading publications 






JIUVENIA WATCH AGENCY. Ine. 


604 FIFTH AVENUE, NEW YORK 20 ° PARIS, FRANCE 


Factory at La Chaux-de-Fonds, Switzerland 








THE JEWELERS’ CIRCULAR- KEYSTONE 


IS THE WORD FOR IT... . 








ere’s manliness in every line of this new | 


iglon Expansion Bracelet. It is leading the 
eld in style, quality of materials and efficient 


esign and because of its strength and durability, 


it is a favorite of active men everywhere. . 





In 1/20 —— 12K Gold Filled in yellow, pink or 
white gold with stainless steel back. The links 


are newly styled, fittings scientifically designed, 


and the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG: COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET *© PROVIDENCE, RHODE ISLAND 


REPRESENTATIVES IN NEW YORK CHICAGO LOS ANGELES 





ADD THESE PROFIT BOOSTERS 
TO YOUR CHRISTMAS STOCK 


to make your last minute selections from 
Johnson’s huge gift stock, so you can be sure 
of having them on hand when the Christmas gift rush starts. 


NOW'S THE TIME 


Send your order today... then watch your cash register jingle merrily the minute your 
customers hear you have these hard-to-get items in stock. 








1948 Christmas Check List for Jewelers 





NATIONALLY ADVERTISED CLOCKS 





Famous Seth Thomas 
Self-Starting Electrics 
Keystone 
HiTT—Modern Kitchen Clock.. 8.00 
LUSTRE—Clear plastic case... .30.50 
CAPSTAN-3E—Ship’s Wheel ...17.94 


Telechron Electrics 


Keystone 
ooo Jr.—7H135L1 


CAFE—2Hii Kitchen Clock. 

EMBASSY—7H133 New 
England 

BUFFET—2HO7 Kitchen, 
room (Plus Fed. Tax) 

MUSALARM—SH67 _ Radio-elec- 
ot clock combination, faun 


GLAMOUR—_3H155 Ebony case. 

MINITMASTER, JR.—SH63 Has 
30-minute timer for kitchen use 7.74 

YACHTSMAN—3H99 Ship’s 





MINITMASTER—2H17 Has 60- 
minute timer for kitchen use.10.34 
oe GUIDE—2H15-S 


Moder 
LITTLE "TEL—7H137 Petite. . 


Herschede 8-Day Westminster 
Chime Clocks 


(5 tubular bells, Glass dial, 
+3 Movement) 
Keystone 
817.80 


17 
_ (Fed. Tax not included) 


Revere Electric Westminster 
hime Clocks 


Keystone 


49 
(Fed. Tax not included) 








FAMOUS BRANDS OF FLAT WARE AND 
HOLLOW WARE 





‘*Remembrance'’ Hollow Ware 
Keystone 
9800—5- = ea & Coffee 


9898—Waiter, chased, 23!/2 in. 

9801—Coffee Pot, 10-cup pa 

9802—Tea Pot, 9-cup 

9803—Sugar Bowl, covered. 

9804—Creamer, gold lined. 

9805—Waste Bowl, gold lined 14.40: 
(Fed. Tax not included ) 


‘'Tudor'’ Plate by Oneida 
Community 


2020—Aspic Dish, 17-in. ... 
2009-2—Sandwich Plate, ll-in. 9.60 
2007-4—Low Compote, ll-in. 12.00. 
2008-3—Relish Dish, 11l-in.. ora | 
2011-0—Bowl, 11-in. 

(Fed. Tax Included) 


Solid Sterling Hand | 


‘*Margrove'' 
Made Silver 


Keystone | 
30 | 


Butter Pick—534-in. long 





Keystone | 

.00 | 
= | and satin bronze finish. 3-pc. bulk set 
| in cardboard box—other sets in attrac- 


Relish Spreader—5!/2-in. long.. 
Pickle Fork—6-in. 

Lemon Fork—534-in. 

Ice Cream Spoon—534-in. 
Shrimp Fork—534-in. long.. 
Salt Sroon—3-in. long 
Mayonnaise Spoon—3!/2-in 

Ice Tongs—6!/2-in. 

Sugar Tongs—4-in. 

teatime Sugar Tongs—2-in... 
Ice Tea Spoon—7!/2-in. 
Lobster Fork—634-in. 


" SOLID BRONZE DRESSERWARE 


Choice of 6 styles in polished silver 


tive satin lined cases. 


Keystone 
From 13.34 
From 18.66 
From 26.70 
From 38.00 
From 50.70 


. Fancy Box 
6-pce. Fancy Box 
10-ne. Fancy Box 
15-pce. Fancy Box 








KNAPP-MONARCH APPLIANCES 


wher %" 
KM Liquidizer 47.78 
KM Tel-A-Matic Iron 
KM Pop-Up Toaster 
KM Automatic Iron 





KM Speed Mix 

KM Whiprer 

KM Quad-Waffle Baker 

KM Tel-A-Matic Waffle Baker. . 
KM Hair Dryer 

Sparklet Syphon 





POOLE HOLLOW WARE 


Space does not permit a full listing 
of all Poole products. These are rep- 
resentative profit-makers. Write for full 
information on the complete line. 

Keystone 
1201—4-pe. Colonial Service.. 56.40 
1404—5-pe. Georgian Service. .108.00 
5000—5-pc. 


Old English 
Service 
1027—6- - ee Sterling 
Price on request 


Ser 
100—4- a “a Shepard 
Sterling Service Price on Request 
a Boat & Tray 


30.00 
5005—Compote w/feet, 6!/2-in. 10.80 
2001—Double Veg. h, 

12'- in. 
3004—6!/2-in. Bon Bon Dish. 
5002—154 in. Luncheon Plate... 
5006—13-in. Bread Tray 
5003—Well & Tree Platter 

16-in. long 

22-in. long 
3300-—-Vacuum ice Tub 

(on copper) 
1027—Sterling Water Pitcher 

Price on request 

1305—2-qt. Water Pitcher.... 21.60 
1057—Bread Tray, 12-in. .... 10.20 
1004—Oval Bread Tray, 12-in. ean 
7255—Relish Dish, 12-in. 5.00 
1053—Aspic Dish, 13!/-in. "ae 00 


PERSONNA CARVING SETS 


A profit maker! 
Keystone 
1-DA35—2-pc. Barbecue Set .. 18.00 
1-DA489—3-pce. Game Set ... 21.50 
1-DA1328—3-pc. Slicer Set .... 23.94 
1-DA1567—4-pe. Utility Set .. 27.54 
2-TA264—2-pce. Carving Set .. 10.20 


NON-TARNISH STERLING SILVER 
ON CRYSTAL 


Lovely ‘‘Wild Rose’’ pattern in ster- 
ling silver on shimmering crystal. Dis- 
play them all for big gift sales. 

Keystone 
802—5-pt. Pitcher 12.00 
4528—Cheese & Cracker Set... 
4512—Footed Bowl, 12-in. .. 
4556—Plate & Serving Tray.. 
130—Flared Bon Bon 
——— Candlesticks 


4-j 
4529—2- Handle Plate, 12-in... 
3569—Relish Dish, 6-in., 
3-section 
115—3-rc. Mayonnaise Set.. 
4534—Relish Dish, 2-section.. 
4532—Sugar and Creamer... 





4521—Bread Tray 
2496—3-footed Bon Bon 
32—8-in. Bud Vase 
4248—Bon Bon, flared and 
footed 


OTHER GIFT ITEMS 


Keystone 
Rolls Razor 0 
Chrome Ice Tub (30-cube).. 
Carafe Sets—Pint 


Q :art 22.40 
Silent Butler (Silver on Copper) 10.00 
ASR Gem Lighter 9.00 
Rama Spin Lighter 


JEWELRY 
Spiedel Watch Attachments 
Keystone 
Golden Templar 10.50 
Golden Chord 
Fiesta 
Golden Knight 
Ming Tai (custom ends) 8. 
Gemex Watch Attachments 


The GEM-MESH line 


Keystone 

for Ladies 
No. 11051, expansion 

. 11038, with buckle 
for Men 
No. 11507, with buckle 
No. 11508, expansion 9.00 

. 11512, with center catch.. 11.40 


Jacoby Bender Watch Attachments 


Keystone 

No. 6001, Gents expansion 
bracelet 

No. 7001, Gents expansion 
bracelet 

No. 6050, Ladies expansion 
bracelet 

No. 6060 Ladies expansion 
bracelet 

No. 3050, Ladies Tubular 
Expansion bracelet 


DELTAH PEARLS 


Talisman 18-in. Single 
Talisman DUO 
Talisman TRIO 


LAGUNA PEARLS 


Keystone 

Golden Doubler, 18-in. single 

Strand, boxed in fitted gold 

cloth covered evening hag. . 

Doubler. 18-in. single strand 

boxed in fitted black faille 
evening bag 


Keystone 
20.00 


15.00 





IF YOU DON'T SEE WHAT YOU WANT 


just drop us a postcard. This is only a sample of the huge assort- 


ment of Christmas gifts you'll find at J. W. Johnson, 


Inc. 








J. W. JOHNSON, INC. 


Established 1869 


15 MAIDEN LANE 


NEW YORK 7, N. Y. 
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they raved about them 


at the recent N.A.R. J. A. Convention 
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Now being offered for sale EX CLUSIVELY 
to better retail jewelers 





CORPORATION 

















**2 2486 HO! 02 


Design Patent 
No. 150,530 


New for Fall, too, is the MARVEL 
“Miss 33’, companion bracelet to the 
men’s MARVEL ’33” ... 1/20 12K 
Gold Filled top, stainless steel back. 
$8.50, tax included. 





MARVEL JEWELRY MFG. COMPANY | PROVIDENCE 


FOR NOVEMBER, 1948 





A wide selection of distinguished ~ 
IMHOF clocks from the celebrated Swiss maker, 
including travel alarm models in rich 
leather cases. Designs of striking beauty 
— all with 8 day, 15 jewel movements. 
To retail from $35 to $75. 


Write or wire for sample selection. 


Mieren 
WATCH CORPORATION 


Che Watch of Scientific Accuracy 
9 Rockefeller Plaza - New York 20, N.Y. 


| Men’s water-resistant and self- winding 


wrist watches available for immediate 
shipment in a broad range of styles and 
prices. All with 17 jewel, guaranteed 
Micron movements. Another Micron 
feature: diversified assortment of ladies’ 
novelty bracelet and lapel watches. Write 
for sample shipment in your preferred 
price brackets. 


iisssohmanenisiibaoanetil 


THE JEWELERS’ CIRCULAR-KEYSTONE 






















ALL THE U HEAR ABOUT 


the complete, NEW lighter line 
g places — fast! Beautifully 
from $7.50 to $200.00 
iet | of smart styles. NEW 
de: yns. Jewelers every- 

elling | A-S-R because 


Soa Ape On 
ORAS 


New A-S-R Table Lighter ... Retails at $12.50 


Platinum Group Rhodium Finish 


Rhodivn a at 


Retails ot $12.50 No Fed. Tox 
ee; ae AS Bi 


The newest member of a proud family, the triumphant 
"*Classic’’ model A-+S:R Table Lighter that is receiving 
enthusiastic nation-wide acclaim! It’s the smartest 
looking table lighter yet designed —a triumph for 
A-+S:+R. Created to round out the amazingly 
successful line of Lighters that will help you 


make more sales, more profits, this Fall 
and Holiday Season. 


Tortoise Shell ™., AS NATIONALLY ADVERTISED 
& Brushed English | ih s 


Retails ct $10.00 No Fed tox ened fi \ 520.00 


Ap IXY SOLD BY LEADING JEWELRY BS : Be - 
14 Kt. Yellow Gold = Ne 2 JOBBERS from COAST TO COAST q N Gah a Sterling Silver 


Styled by Cartier, 5th Avenue Sunburst Pattern 
Retails at $200.00 Plus Fed. Tax Retails at $22.50 Plus Fed. Tax 






Our liberal repair and rep'!acement policy 
makes it a pleasure to carry 


The lighter that lights — 


See Se 
atten eee 
ite 


Nee aves. 


A-S-R LIGHTER DIVISION ... AMERICAN SAFETY RAZOR CORP. 


315 JAY STREET. BROOKLYN I, NEW YORK 


ALL.PRICES ARE FAIR TRADE 


2 gal 
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Off 
(D D 
14 Karat Gold and Diamond Watches 


Zolamail-laMmelalomm(zelail-te 


Outstanding values at $69.75 retail; 


Ladies — 5 ligne, 14 karat, 2 dia- 
Tikodakek- Me Abaammetol’)e)(-Erticelslen 
G.F. snake bracelet. 


Men‘s — 14 karat, with padded 
Kexolist-laetigel oy 


—and a variety of other great Helbros 
Regency values to retail from $125.00 
to $500.00. 


Presold to your Write, wire or phone for 


Customers over broadside with complete details. 


400 STATIONS 
on 


‘QUICK AS A FLASH’ (he) 


for 10 SOLID WEEKS 
October 17th through Helbros Watch Co., Inc. 


December 26th 6 West 48th St., New York 19, N. Y. 
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R20/C 
Fluted 
All Sterling 























R500/C R600 /C 
Round Fluted Round Fluted 
All Sterling All Sterling 








R720/C 
Barrel Fluted 
All Sterling 





All Sterling 


complete 
colored be: 


Catamore m ‘ 
and oxid ines 


New York West Coast ~~ . (ie We 
FRED W. MARKS ABTEYS WEING RTE! €K SHOWERMAN WILLIAM PEACH 


2 pee ge - 10S Marker . ladiaom- St. «81 Pine eee he c3l PINE STREE T ‘ PROVIDE! ] NCE 3°R efe 


.. New York. N. Y. “Gan Francies % Cal Chaddgo. Hi. Providence 3, R. 
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created 


Tip Tap 


PERFUME DISPENSER 







HAND | PERFUME 
PAINTED DISPENSER 


Hand painted original decorations 
Colored desigua fired on by new process 












RHODIUM oz GOLD PLATED 


Ain Tight «Leak Proof « Oue Dram Sc 
Model x 00 cleat; Dames ‘ 


95 Dealer ‘ Price 
Judivcdaally $23 it DOZEN $52 Zs 


GIFT BOXED 
MINIMUM ORDER - 1 DOZEN ASSORTED 





Display Stand Tucluded with Tuctial Order @ REGISTERED U.S. PATENT OFFICE 
IMMEDIATE DELIVERY e@ SHIPPED PREPAID e@ 2%-10 DAYS e  NET-30 DAYS 


@ GRAND PRODUCTS COMPANY Zgors. 57 WEST GRAND AVENUE © CHICAGO 10, ILLINOIS 
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In your window, one of the smart, new “As Seen in Colliers” 
cards shown above, and a display of the popular CeeTee tubular 
bracelets. will stop the shoppers. They have seen the bracelets 
advertised in Colliers. You can reap a substantial profit if you 


help them buy. 
Order CeeTee bracelets from your wholesaler. Write us for one 


of the colorful window cards. It will be sent by return mail. 


Address Cheever, Tweedy & Co., Inc., North Attleboro, Mass. 


Cheever, Tweedy & Co., Inc. 
North Attleboro, Mass. 





S. 


















LEONIDAs 


WATCH FACTORY, LTD., SAINT-IMIER, SWITZERLAND 





Takes Pleasure in Announcing the Appointment of 


PAN-AMERICAN WATCH & CLOCK AGENCIES, LTD. 


as American, Canadian and Cuban Representatives of 


LEONIDAS 


Calendar Chronographs, Stop Watches, Timers 





and Precision Watches 





Inquiries are invited from Wholesalers and Importers 


Address: PAN-AMERICAN WATCH & CLOCK AGENCIES, LTD. 
22 West 48th Street, New York 19, N. Y. 















THE JEWELERS’ CIRCULAR-KEYSTONE 


START RIGHT 


WITH 


MAKEPEACE QUALITY 


£ 
GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
PALLADIUM AND PALLADIUM FILLED 
FROM WHICH WE MAKE 
FANCY WIRE AND TUBING BRACELET WIRE AND TUBING 
BEADS, BALLS AND TAPERS SPECIAL FINDINGS TO ORDER 


a 
GOLD AND SILVER SOLDERS 
e 
Your inquiries are cordially invited 


D. E. MAKEPEACE COMPANY 
MAIN OFFICE AND PLANT, ATTLEBORO, MASS. 


NEW YORK OFFICE, 30 CHURCH STREET 
CHICAGO OFFICE, 55 EAST WASHINGTON STREET 


ts ‘ 


. * a ee 
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Gold Filled Winter 








You can feel it in the air. There are signs 
and indications. People are buying... but 
the sales-vane shows that these people are 
insisting on good merchandise, reasonably 
priced. 

This is good news to those who sell Gold 
Filled jewelry. For, in the popularly priced 
field, no jewelry offers more in value than 


Gold Filled jewelry. 


Research Division of GOLD FILLED & 
PROVIDENCE 7, 


138 


ROLLED GOLD PLATE Manufacturers 
RHODE 


Made the Old Sheffield way, with karat 
gold layers fused and rolled on a strong 
supporting base, Gold Filled gives jewelry 
the beauty, durability, quality and reason- 
able price that customers insist on ‘today. 


Follow the signs of the times. Build up 


EXTRA! EXTRA!?! 

As an extra stimulant for sales of 
Gold Filled products we will run 
some full page ads in the SATUR- 
pay Eveninc Post during the 
peak jewelry buying season. Look 
for them. 








your stock of Gold Filled jewelry. 
Get ready for a real old-fashioned. 
profitable Gold Filled winter. 





HARD COMPACT 


LAYER OF 
KARAT GOLD 











ISLAND 














THIS CHRISTMAS ... DON’T MISS THIS PROVED BUSINESS 





TORY JEWEL BOXES WILL PUSH YOUR PROFITS UP! 


Many profit-wise retailers know the remarkable sales 
made last Christmas with Tory-designed jewel boxes — 
and are ordering now for an even bigger year! They know 
the Tory line is the leading line . . . offers more value... 
moves faster... makes quicker profits. That’s why ever- 
increasing numbers of alert stores from coast to coast are 
advertising ... and selling Tory jewel boxes. 

Among the leading Tory styles is the No. 5 illustrated 


—another Tory ‘‘first’’ in design. Its aluminum body frame 
is covered in lizagator-grained simulated leather . . . with 
solid brass end caps at the sides. Comes in ten colors, 
1034x734x3%4 inches, priced to move fast at $5.95. 
Smaller size, No. 16, 714x514x3 inches, $3.95. 

Visit our New York showroom or write, wire or phone 
your order in NOW for immediate shipment. Or write 
for Catalog D completely describing the Tory line. 


Other outstanding values in jewel boxes include No. 7 aluminum frame, 
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covered with genuine leather in either baby lizard or alligator pattern, 
solid brass end caps, ten colors, large size $7.95; No. 17, smaller size, 
$5.95. No. 27, Genuine leather quilted top de luxe model, nine colors, 
$4.95; No. 21, small, $3.95. Ne. 11, Special model genuine leather, 
nine colors, $3.95; No. 12, small, $2.95. No. 8, Rich Florentine aniline 
dyed genuine leather, gold leaf tooling, six colors, $8.95; No. 6, 
small, $6.95. 


TORY MANUFACTURING COMPANY, INC. 


389 Fifth Avenue, New York 16, N. Y. 


WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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Nationally Demanded | - 
Nationally Advertised laff 
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$7.50 
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Sterling Silvet: 
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COLBY LIGHTER CORP. 
¥1 HARTFORD AVE., MT. VERNON, N. Y. 


Please send me catalog of the new Colby fine for 1948. 


Name.......... Se seeeteneesenenssesectteeeeet eal 
Address 


fhe name of my wholesoler is 
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DEPENDABILITY from 


hacked 50 years , 
Wei exapeiuence 
IMPORTING STONES and qualities 
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from 


AUSTRIA 


Machine cut stones of all 


varieties 


from 


ITALY 


Q 
Genuine shell cameos 


by APA 


from 
FRANCE 


Imitation half-pearls, tur- 


quoise, coral, etc. 
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CZECHOSLOVAKIA 


Faceted stones of all types 


sT-YeleLMicl ae dchtel dl; 
*€ 


Fancy beads of all types 
« 


lel oleld Matis; 
7 


Carbuncles, transparent 
elale Me) oele [tL 
* 

Stones for earrings; but- 
tons, pendants and hoops 
s 
Sport crystals 
= 
Imitation cameos and 
intaglios 
€ 


Imitation ringstones 
© 


Imitation black onyx, 


plain and drilled 
@ 


. and imports to speci- 


fication 





if you are a manufacturing jeweler using imitation 


stones in volume, we invite you to call upon our 


large stocks and exclusive pre-war connections 


and resources abroad. 


+H: €& COMPANY, INC. 


IMPORTERSIOF STONES since 1899 
509 WESTMINSTER STREET 
PROVIDENCE 3 e RHODE ISLAND 


IN NEW YORK: BELGARD & FRANK, iInc., 31 W. 47th STREET 
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NEW STYLING...NEW BEAUTY... 
NEW VALUE...AND JUST IN TIME 
TO BOOST YOUR CHRISTMAS SALES! 















@ Wish we had color to show the full beauty 

of the “Waterman’s line for ’49”! But even in black 
and white you can’t miss the smartness of the 
new clips...new caps...new engraving...new 
over-all styling! And the line is ready for shipment 
now —in time for Fall and Christmas sales. 











© With Waterman’s full color advertising in 
Life, Saturday Evening Post, American Weekly, 
and other great publications— you can make 
more sales, faster sales, better sales, for you can 
meet any price requirement from $4 to $125. 
Wire or write Waterman’s, 344 Hudson Street, 


New York 13, N. Y. 















THE CRUSADER ...$5. Voted “1948's most popular —»> 


$5 pen”—the new 1949 Crusader is a greater value than ever. 
And you can sell the complete set for only $8. 














f 


THE CORINTH SET...$13. 
You can offer the complete se 
for just 50¢ more than any 
other comparable pen alone! 
And when you compare the 
Corinth’s *49 styling, the value 
is even greater! The Corinth 
pen alone is just $8.75. 


<— THE GARLAND... $13.50. 
With its 14 kt, gold filled cap- 
this is the “jewel” of ladies’ 
pens. And that slim, graceful 
styling is typical of all 
Waterman’s *49 pens for ladies, 


Qe Carland set retails at $19.25. 








THE STATELEIGH SET ...$19.25. Gift packaging 

like this sells and sells—particularly when the product 

is so beautifully designed as the *49 Stateleigh with 14 kt. gold 
filled caps. The pen alone retails at $13.50. 


' 
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> 
‘49 DESK SETS, TOO 


Single pen sets, double 


No other pen writes like a 


Waterman's 
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pen sets—they’re all 
keyed to your Christmas 
needs, And value? 

This lovely set sells for just $20. 





Union Made 








PALLADIUM 


A PRECIOUS METAL FOR FINE JEWELRY Eagerly they seek each other’s arms... 


for today they have sealed a sacred promise 
_— ee == 


with a ring of precious palladium. 
MEMO TO RETAILERS Naturally white ... palladium is a rare 
Here’s one of the advertisements | and precious metal that holds diamonds 
il current series. Appearing 


or colored gems in a firm 
-. two colors in leading fashion ¥ 
in 
zines, it helps yOU sell more 





maga ; 
giladium jewe'ry- 
P Original color, ease!-mounted 
reproductions of 
ments are availd aie — booklet telling the interesting story 
ase OF window display. “ err, | eR a § 
for these free sales aids today. 


and flattering embrace. 


See palladium creations at your jeweler’s 
our advertise- 


. => or write us for a source of supply. A 
ble for counter, s 


of palladium is available on request. 





Diamonds, Sapphires and Emeralds set in palladium 


PLATINUM METALS DIVISION - THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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e 
Vee YY SERIES... the only 


IDENTIFICATION BRACELETS 


designed to fit the Customer’s wrist 


PERFECTLY 


@ When fitting Customers, 
remember that the PRESIDENT 
Series comes in Large, Medium and Small. 


EAR WEAR 
a AY AT pRACELET 


ay t +W 
7 WA 
comet pRESIDENT woo FIC AT 


re ¥ 
Sterling Silver— 
Hand Polished—Rhodium Finish Special Factory Service 


INDIVIDUAL GIFT BOX 
#100 the PRESIDENT—/for Men bad-weodiiaee|eleibae > <olalelile( ma gelllaa-iicle @aielg(-b delat iP4-1: 


#400 the VicE-PRESIDENT—for Men required; ship by airmail and we return airmail, free 


ae ropes nod a Pm vi =e of charge. If you wont links added or removed, air- 
mail to factory before engraving. 


A PATENTED ORIGINATION 
BY JULES OF CALIFORNIA 


a fpewely (realions 
UFACTUR | 
jEWELRY on ros Angeles 19s Californi4 SOLD THROUGH WHOLESALERS 
217 South Hill Street ~ 
REPRESENTATIVES: 


@ MOE DIAMOND @ DICK SHOWERMAN = @ WILLIAM CHOPAK 
220 W. Fifth St., Los Angeles 29 E. Madison St., Chicago 62 W. 42nd St., New Yor 
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CHICAGO 21, ILL. 


Manufacturers 
e 


1. NOB! 


‘ 
LF 


oe 
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559 W. 59th St. 


SOLD TO WHOLESALERS AND MANUFACTURERS | 


i. (3 7 F 


AND BOXES 


FINDINGS 











THE 1948 


“Cosmmholita 


of the Na 
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elling Christmas Gift Items 


eCheck your stock of these items now. 






e Your be e asking for them this month and next! 
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NEW TOWLE 
Romantic Madg 
$24.50. Charny 
(hollow-handle 


E Threesome. WITTNAUER | 
Fineline pencil Four distinctiv 
an Blue, Burnt and yellow lf 
two diamonds 
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GENERAL ELECTRIC HERALDER 
Unique bedside clock with adjustable 
alarm tone control. Luminous hands and 
hour dots. Ivory plastic case. $5.95 retail. 


HARVEL SELF-O-MATIC. Famous ANSCO FLASH CLIPPER with Anse 
for accuracy. Needs no winding. 17 jewel, _ flash II. Takes 16 exposures 214 x 2%‘ 
sweep second movement. Stainless steel 616 film. Camera $12.50, flash attach 
case, radium dial. Retails at $55 F.T.I. ment $3.45 (tax not included). Case $3.4 
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Mare than 
$000,000 READERS 


will see the Christmas Gifts 
illustrated on these pages 


AS ADVERTISED IN COSMOPOLITAN 


Woy 







E. First new 
ling since 1942. 
od for heavier 


perly balanced. 


omatic Pop-Up HYDE PARK. 
lex toast timer America’s outsté 
oast every time. leading test pila 
er toaster. ability and b 









ayy 


3 OUT OF 4 


; ae - a | oe | live in the 608 Principal Trad- 


ing Centers where between 
70% and 80% of all retail 
jewelry and silverware sales 
are made. 






HUGHES ‘Regal Militaire’ Hand- HOLMES & EDWARDS-— Youth, Dan- 
somely packaged set of mock tortoise ish Princess and Lovely Lady. The 
brushes with nylon bristles. Pair $10, price of this famous Sterling Inlaid 
single brush $5 (comb included). silverplate has not gone up since 1945! 
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"You really get behind your Art-carved 


"The advertising helps and services furnished by 
Art-—carved rings show a real understanding of dealer-— 
selling problems," added Freda Koblen. 


"It's a satisfaction to know that we have the free 
use Of newspaper mats and store displays——all backed 
up by Art-—carved national advertisinz. And it's a 
great satisfaction, too, to know that the fine rep— 
utation of Art-—carved rings makes selling easier." 








Beloved by baiddes fer almost a handed 
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dealers and help us sell!" 


says Freda L. Koblen, 
head of Koblen’s Jewelry, 


Alexandria and Baton Rouge, Louisiana 


TO HELP YOU SELL—that’s the purpose of Art-carved Ring advertising 


and retail aids. You can make extra profits by using the free window and interior 


displays, newspaper mats, radio commercials, postcards and other promotional 


services aimed at local customers. 


No other nationally advertised diamond ring offers as many effective dealer 





helps as Art-carved. And high Art-carved quality stands behind every sale. 
Wouldn’t it be smart to tell your customers about Art-carved rings by expert, 
steady merchandising? Send for your Art-carved Ring representative today. Ask 


him to explain our new Merchandising Plan to you. 
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A Tip to Make Your 
Newspaper Advertising 
Increase Christmas Sales 


| we our | Gite on mit f _ Here’s a Christmas selling idea. The 
COE ge ANSE A 1 £9 | two 1-column by 35-inch advertise- 
Weg tie her FU hand | Bey | ments shown at the left do a BIG job 

“a pm , ee” at nominal cost. They’re ideal for re- 
minding people to do their Christmas 
shopping at your store. Use these 
ads alternately, twice a week from 
now to Christmas and watch them 
work for you. Ask for these free Christ- 
mas ad mats—and others now avail- 


able from ‘The Ball Company. 


AM athor} 


SS 
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New Branch in Charlotte, N. C. 


The Ball Company’s new branch in the 
Hotel Charlotte, Charlotte, N.C., means 
improved service to Southeastern jew- 


Your GARLAND Merchandiser 


The enthusiastic response to the new 
GARLAND Sales and Profit Merchandiser 
is significant. Here’s a book that con- 


tains worthwhile sales information for 


elers. The office is staffed by Chas. G. 
retail jewelers. Be sure to have a copy. 


Wiriden, Bert Wiriden, Jack Mosbach. 


KEEP YOUR EYE ON 


e BALL Company 
Originators of GA RLAND* Diamonds and Watches 
WHOLESALE JEWELERS *® DIAMOND IMPORTERS 


6 North Michigan Avenue ¢ Chicago 2, Illinois 
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THE JEWELERS ' 


(<™HE JEWELER sets the stage 
for gracious living” is the title 
of our cover this month and, although 
the idea is particularly timely in view 
of the approaching festive season, do 
not lose sight of the fact that it is 
equally appropriate all year ‘round. 


A recent promotion piece from 
House Beautiful magazine has 
brought this to our attention. 


“It’s obvious,” the letter says, “that 
the home market will continue to be 
a rich field for years to come. Since 
the war (and undoubtedly inspired 
by the war) there has been a notable 
increase in interest in the home on 
the part of the people of America.” 


It occurs to us that this interest in 
homes—particularly in new homes 
which are springing up by the thou- 
sands all over the country—spells 
good business for the alert jeweler. 

Note that we have used the word 
“alert.” 


Because although expansion in the 
number of homes means an increased 
market, that applies to all retailers. 
And you, naturally, are interested in 
selling your type of merchandise. 

This means that you'll have to tap 
the market first—sell the new home- 
owner flatware, china, glassware. 
clocks, etc., before someone else sells 
him an Oriental rug. 


And how can this be done? 

We couldn’t attempt to tell you in 
this limited space—the subject is 
enormous and has many ramifica- 
tions. But if you’ll turn to the article 
which appears on pages 162 and 163 
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of this issue, you should be able to CLEVER idea in business cards 
develop a number of ideas on the has been devised by Wally Mil- 
subject. ler, president of the~20th Century i 
© Watch Strap Co., Cincinnati, Ohio, if 
f for use by company officials and “| 
UPPOSE a man came into your salesmen. | 
store, bought a wrist watch cost- The card, of standard size with «| 
ing exactly $103, tax included, and rounded corners, is made from scraps | 


paid you off, exactly, with eight bills, of the more than 20 different types 
of leather used by the concern in 


Get it straight, now: eight bills to- manufacturing watch bands. Each 
bears the company name and ad- 


talling $103, s used. ; 
alling on ciel re *? dress, with the name of the officer ; 
How would he do it: or salesman in the lower right hand 


We won't print the answer here or corner—all printed in white on a 
elsewhere in this issue—human na- dark background. 
ture being what it is the chances are 
vou 'd peek. 


none of them singles. 


~~ & 


'_—_—* + 


The cards are making a great hit 


with the firm’s customers because of ‘ 
Instead, we'll just let you puzzle the unique use of the basic material, 
it out for a while. And, just in case 
you can't figure it out (it’s quite © © 
simple, really), we'll tip you off next ONE-INCH advertisement, 
month. shrewdly placed on the sports 
© © page, resulted in the building up of 
a substantial trophy business for 





YUNDAY newspaper readers of Louise Baker, of Baker-Baker Jewel- 








New Bedford. Mass.. who see ers, Cleveland. 

something they want in the advertise- When her husband died, back in 
ments of Gerber’s Jewelry. do not 1943, Mrs. Baker looked around for 
have to wait until Monday morning ways and means of continuing his 
to do something about it. All they jewelry business. And, being sports 
have to do is pick up their phone. minded, she conceived the idea of 
dial Gerber’s and, before the matter advertising trophies on the sporting 
slips their mind, place an order. page of the local paper. 

Operators are on duty in the store. The first one-inch ad, costing ap- 
just to answer inquiries and take or- proximately $5, brought almost im- 
ders. between 10 a. m. and 5 p. m. mediate results—$300 worth of new 
This fact is, of course, prominently trophy business. Flushed with suc- 
displayed in the store’s Sunday ad- cess, Mrs. Baker decided to continue 
vertisements themselves. advertising, using small space and 
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a Mi year-end sales 
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HESE warmly moving figures are featured in 
Hamilton’s full color December advertising. 
By popular demand Hamilton is again presenting 
“To Peggy” and ““Ilo Jim’’—those two memorable 
messages which won the National Advertising Award 
in 1940. During the holiday season they are re- 
minding people everywhere that a Hamilton is the 
gift that expresses lasting sentiment. 
Throughout this most important gift-buying 
season, Hamilton’s biggest year-round advertising 


campaign is reaching a tremendous climax. Fourteen 
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is stirring Hamilton's 


everywhere 
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CHRISTIAN SCIENCE. ~ NEW YORKER 
MONITOR : 





THENATIO NAL Colliers 


GEOGRAPHIC 


~ 
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of America’s leading magazines are carrying 
Hamilton’s dramatic four color Christmas adver- 
tisements. Hamilton’s November and December 
advertising totals 16 full color and six black and 
white pages—making over 210,000,000 reader 
impressions. 

Hamilton’s holiday selling messages are reaching 
the people you want to reach—blanketing the worth- 
while homes in your sales area. To help you sell the 
fine American watch, Hamilton says it sentimentally 
and says it often. 

Hamilton Watch Company, Lancaster, Penna. 
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featuring an illustration of a trophy 
suitable for the leading sports event 
of the week. Basketball, football, 
horse shows, baseball, dog shows, 
bowling, music festivals, etc., were 


all highlighted by a Baker-Baker 
trophy ad. 


Mrs. Baker admits that it was her 
intense interest in sports that fur- 
nished the incentive which led to the 
beginning of this profitable business. 
“It keeps me in touch with the young 
people,” she says, “and it certainly 
keeps me busy. There’s always some 
competitive event for which a trophy 
is required and this makes for both 
year “round business and year ‘round 


. 99 
income. 
© © 


F YOU'RE interested in finding out 

why the claw-type Tiffany ring set- 
ting was superseded, back around 
1906, by the “box” type which em- 
phasized the setting itself, you’d do 
well to visit May Mott-Smith’s “one 
man” exhibition to be held at New 


York’s Barbizon Plaza Galleries No- 
vember 22 through December 5. 


A world traveler, designer, artist 
and sculptor, Miss Mott-Smith suc- 
ceeded, around the turn of the cen- 
tury, in popularizing “art craft” jew- 
elry and introducing the then-revolu- 
tionary notion of integrating the 
stone and setting. 


“It took a lot of propaganda work,” 
Miss Mott-Smith recalls, “and I had 
to do a lot of persuading and exhibit- 
ing to educate the people’s taste and 
desire for what they considered a new 
fad. Actually, it was an old art.” 


Samples of Miss Mott-Smith’s work 
as a designer have been displayed in 
museums and salons all over the 
world, from Scotland to Hong Kong, 
and from London to St. Louis. Irene 
Sargent, well-known early 20th Cen- 
tur design critic, devoted an extensive 
article to her work in THE KEYSTONE 
for August, 1906. 


In addition to ring and jewelry 
designs, Miss Mott-Smith’s exhibition 
at the Barbizon will embrace paint- 
ings, portrait medals, bas-reliefs and 
miniatures. 
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“T'll have one of these, one of those, three of these and... 
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IGH taxes have made a new type 

of jewelry popular in England, 
according to our London correspon- 
dent. Called “divisible jewelry,” it 
consists, in one instance, of a fine 
gem-set palladium necklace which 
may be worn as such, or upon other 
occasions, divided to form a pair of 
earrings, a pair of clips, and a brooch. 
Such a single piece is considered suf- 
ficient for an entire jewelry wardrobe. 


Another idea developed by British 
craftsmen is a sort of combination 
brooch and timepiece. Made of pal- 
ladium in the form of a woman with 
a parasol across her face (pea-soup 
fog protection, doubtless) the gadget 
permits the parasol to be swung away, 
revealing—not the woman’s face 
but the face of a watch! 


© © 
PPERMOST in the minds of 


many people going away on va- 
cation is the fact that they won’t have 
to get up early. Sleep as late as they 
wish. So—they leave the alarm clock 
at home. 

Then. some time during the two- 
weeks off, comes the awful seainntne 
that they really should have brought 
the clock along. Need it to make 
that early-morning fishing trip. Or, 
perhaps, they’ve developed a nasty 
habit of sleeping through lunch as 
well as breakfast. (Can’t get along 
on one meal a day when you're pay- 
ing for three.) 

For just such people Oliver's 
Jewelry, Provincetown, Mass., inau- 
gurated a new service this year. 
Alarm clocks for rent. A neat sign in 
the store’s window advertises alarm 
clocks for rent at 75 cents per week, 
plus. deposit, and the firm does a 
roaring (or should we say jangling? ) 
business. 


© 


URN-ABOUT is always fair play. 

When Osborn-Schmitz, jewelers 
in Silver City, N. M., recently cele- 
brated their second birthday, it ap- 
peared that presents were in order. 
Not, however, presents for the firm— 
presents, instead, for the customers. 
Advertising “It’s Our Birthday But 
You Get the Presents,” the firm threw 
a party for 800 persons and, via a 
drawing, gave away several hundred 
dollars worth of gifts. 
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DOUBLE 
*MORE THAN - YOuR 


122 MILLION 


GIFT SELLING MESSAGES Pp ARKER “5 q 
IN LEADING ~ A [ES 


MAGAZINES 
























BIG DAYS AHEAD FOR JEWELERS 


More than 25 full page, 4-color Parker “51” ads in leading magazines in November and 
December alone! This enormous gift selling campaign will reach your customers everywhere 
they turn .. . right when they are gift minded! This is when the full power of Parker's gigantic 
2 Selling Seasons campaign pays off for jewelers! Take advantage of the free newspaper 
mats, displays, folders, and counter cards that Parker has provided to double your holiday 
sales of the Parker “51”. Do it now! 






PARKER “S51”? THE WORLD’S MOST WANTED PEN 
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2 CHRISTMAS MEMOS 
TO BUSY JEWELERS 
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DON‘T JUST DREAM OF BIGGER PROFITS! 
PUT ON A SELL CAMPAIGN FOR PARKER “5I's” 


Concentrate On Your 
3 Biggest PROFIT MAKERS 
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Themes: 


OR those not involved in retail merchandising activi- 
ties, Christmas and New Year’s holidays can no 
doubt be celebrated in normal and festive fashion, but 
for the rest of us—this period is a more than hectic affair. 
There is only one phase of this holiday promotion thai 
can be taken care of in advance and that is the display 
angle. Both Christmas and New Year’s windows can be 
planned. materials collected and everything assembled 
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Make your Christmas windows suggestive selling displays. 


Two Windows for the Goming Month 


by VIRGINIA DIXON 


ready for quick installation at the proper moment—well 
in advance of the first gift-seeking customer. New Year's 
windows particularly require early attention, since almost 
superhuman effort will no doubt be needed to make the 
Christmas to New Year’s change when it should be made 
—the day after Christmas! Every last sprig of holly 
and wisp of tinsel should most certainly be out of sight 
by January 2nd. 
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Your holiday display plans merit early and careful censideration 
in order to best do the job for which they’re designed—that of 


attracting your share of this most important year-end gift trade. 


Although Christmas window shopping has become al- 
most as much a part of the holiday observance as trim- 
ming the tree or filling the stockings, to the merchant, 
of course, holiday displays have much greater importance 
than adding to the gaiety of the holiday picture. While 
filling their place in the Christmas pageant, they serve as 
the most efficient sales stimulant at the store’s command. 


Just what elements are necessary to make a Christmas 
window fully effective? Is it enough to be gaudily eye- 
filling or are there other factors which must be con- 
sidered? In planning holiday displays, these questions 
warrant serious consideration. 

Generally speaking, the lush and lovely eye-satisfying 
Christmas display is in itself a compelling salesman. It 
builds Christmas cheer in the heart of the passerby and 
convinces him that in this shop he will find the answer 
to his shopping difficulties—the merchandise and the 
service that should make Christmas shopping a pleasure 
rather than a chore. That is the reason for the extrava- 
gant expenditures made by many stores on holiday dis- 
plays. Since it continues year after year, such expendi- 
ture must be found to produce proportionate returns. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Materials Source 
Christmas Display 
Fir branches Local florist or nursery 
Cardboard for ornaments Stationery Store 
Satin for covering ornaments Department Store 
(use bright colors) 
Ribbon—!4,"" wide Department Store. 
(match to satin colors) 
Gift wrapping Stationery Store 
Miniature Sleigh Display Supply House 
New Year's Display 
Cellophane or papier mache Display Supply House 
bells 
Ribbon—I" wide Department Store 
Cards—hand lettered Show card writer 





Windows are always taken as the expression of the store’s 
spirit. 

There are however, specific appeals which may be made 
in the window which will heighten sales returns. Since 
a somewhat different consideration is given to the pur- 
chase of gifts than to those things which are bought for 


(Please turn to page 206) 
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New Year's greetings from every department of the store feature this display. 
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@ $asued each month, by 1847 hoger 105. to help yor bel mow siwewary, 





“DRAWING CARDS” 


Ever stop to think of what draws peo- 
ple into your store? 


There are dozens, even hundreds, of 
things that could do it. Maybe it’s the 
beauty of your store ... your credit 
system ... the personality of your sales- 
clerks...or it might just be the friendly 
atmosphere. 

However, the main reason is not 
among these. It’s the merchandise in 
your showcases and on your shelves. 

Yes, this merchandise is your princi- 
pal “drawing card,” and sitting right 
up at the top of the list is 1847 Rogers 
Bros.—America’s largest selling silver- 
plate. 


ts 78 years old.../ unearthed 
it for Helzberg’ Treasure tlunt: 














Try a Treasure Hunt 
To see how you can get “1847” to act as 
a “drawing card” for you, take a quick 
look at part of a letter from Mr. B. C. 
Helzberg —President of Helzberg’s, 
Kansas City, Missouri. 


This company used the “1847” Treas- 





ure Hunt (contest in which the dealer 
gave prizes for the oldest piece of 
“1847” brought in) in all its stores. 
Here’s what Mr. Helzberg reports: 

“The Treasure Hunt brought many 
new faces into our stores and increased 
our store traffic to a great extent. It 
added a great deal of interest to silver, 
and definitely gave us a place of leader- 
ship in all our cities.” 









Lets get our 1847 at Manas’! 
They told us about ODE 
and HAKRIET. 





Small Ads Do Big Work 


This year, M. Manas & Co. of Paducah, 
Kentucky, used a series of small ads 
pushing the “Ozzie and Harriet” show. 
Mr. H. D. Myers of that firm writes: 


“These little one-column ads cer- 
tainly directed attention not only to the 
‘Ozzie and Harriet’ show, but to the 
product featured by their program— 
namely 1847 Rogers Bros. Silverplate. 

“We have experienced a constant de- 
mand all year for 1847 Rogers Bros. 
and we are highly pleased with our 
year’s sales of this fine merchandise.” 








Use All Three ... Newspapers— 
Store displays—Radio 

The Meyer Jewelry Co. of Detroit, 
Michigan, has used radio, newspapers, 
and inner-store promotion—all three 
methods — to call attention to 1847 
Rogers Bros. Mr. H. J. Nederlander, 
Vice-president, writes the following: 


/ know Meyers has 
EAT | read their ad 
this morning. 










“Our program is to establish ourselves 
as one of the town’s leading Silver- 
smiths and it is our experience that by 
tying in newspaper advertising, radio 
advertising, and inner-store promotion 
with your product, our silver volume 
keeps growing by leaps and bounds.” 


Ask your 1847 Rogers Bros. repre- 
sentative for information on the latest 
promotion material. It’s a very impor- 
tant part of the services offered you. 


We are confident that its use will not 
only increase your sales of 1847 Rogers 
Bros. but also your sales of other items. 
By the way,if you have had experiences 
similar to the ones above, let us know 
and maybe we can pass your sugges- 
tions along. 


1847 ROGERS BROS. 


The International Silver Company, Meriden, Connecticut 
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Ideas... 


for 


Christmas Windours 


A snowdrift along the bottom edge, and use 
of red Scotch tape to create effect of win- 
. i dowpanes gave Christmas atmosphere to this 
ae, gs display for Joe Goldman, Milwaukee, Wis. 
— = A wide variety of merchandise was shown. 


Two tall silver candlesticks with a wired 
spray of silver metallic leaves between 
dominated this display at Morton's, Oak- 
land, Calif. Gaily wrapped merchandise 
was shown bearing hand-written gift cards 


Santa and his reindeers in red and white, 
suspended on practically invisible wires, 
formed the background for this window at 
Granat Bros., San Francisco. “Hospital- . | oe 
ity goods” such as flasks, decanters, etc.., o_o ieee, 
were featured in this Yuletide display. 





Pines ie eee 


RN Sona 





pprorrne 


Santa Claus at the pipe organ was the. central figure 
— Se ee in this -window at Gittelson's, St. Paul, Minn., !ast 
sh a ay year. Merchandise shown included rings, clocks, sil- 

a ver flatware and, dominating background, hollowware. 
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\ For 61 years of successful operation, Marc Freq. 


eric, of Santa Monica, Calif., has had as its Suiding 


| «| () HH] () rs principle a code of integrity which has earned for 
1 | | ) the firm an enviable reputation in the city, cyj. 


minaling in a new store, luxuriously designed, ye 





with an inviting home atmosphere which is the 


basis of its friendly customer relations. 


~ feel at base 











The front of the new Frederic store 
is set back from the sidewalk. The 
entrance is flanked on the left by 
a flagstone trough in which vines 
and flowers are planted. Novel eye- 
level window displays merchandise. 











by W. R. HARRISON 


This eye-level shadow-box display 
window is at right of the entrance. 
Here sterling is offered in Silver 
Club Plan at 61 cents a week com- 
memorating anniversary of the firm. HEN Marc Frederic, Santa Monica, Calif., jeweler 


moved into his new location a few weeks ago it 
was coincident with the completion of sixty-one years of 
continuous service to the people of his community. Al- 
though the streets of Santa Monica are today lined with 
parking meters instead of hitching posts, although the 
population of Santa Monica has increased from less than 
st a thousand souls to more than seventy-five thousand, 
epi : Jaina % throughout the years this jewelry store has unwaveringly 
oi a held true to the business policy of its original founder. 
O. G. Tullis, a code of integrity that has now become 
a tradition. 

Through wars, depressions, earthquakes and _ other 
calamities, this pioneer jewelry store continued to grow 
and prosper. This outstanding record of success has not 
been due to special sales, clever merchandising tricks or 
unusual advertising stunts. Such shifting sands are often 
temporarily successful but the Marc Frederic store was 
built upon the solid rock of sound business management. 

The new store on Santa Monica Boulevard was designed 
by architect Weldon Fulton and especially calculated to 
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This creed is: “To serve the needs of his customers 
with the finest in jewelry and services, in all price 
ranges to fit all budgets. To arrange payments ac- 


cording to a customer's convenience. Guarantee- 


ing satisfaction for both merchandise and services. 


Giving to the best of his ability, more to the com- 
munity as a citizen than he takes from the com- 


munity as a merchant.” 





Diamond Lounge, above, has been 
deliberately arranged so as to avoid 
any suggestion of high pressure sell- 
ing. Instead of a closed room, the 
lounge is simply a space behind the 
counter equipped with table, chairs, 
and the proper lighting facilities. 


Floral motif of entrance is carried 
out inside store with actual grow- 
ing plants in ornate vases placed 
on the counters. A separate silver 
room is maintained at rear of store. 


Part of the Silver Salon which dis- 
plays one of the largest collections 
of silverware in Santa Monica region. 
Silver is uncovered as firm believes 
its accessibility stimulates buying. 


create an impression of luxury yet withal an inviting home 
atmosphere rather than one of commercialism. The front 
is set back from the sidewalk, flanked at the left with 
flag-stones in which are planted vines and flowers while 
at the right is a small inset show window. The entire 
entrance is paved with striped terrazzo. 
Music is piped into the store by telephone. Classical 
and semi-classical airs, muted so as not to interfere with 
conversation, furnish a harmonious undertone through- 
out the business day. The customer, stepping from the 
sidewalk to the entrance receives an immediate mental o Ma TA 8 a | 
impression of hospitable luxury and refinement. The nen RS Ae rat se OM ila J 8 





# 
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floral motif is carried out within the store with actual Ce ah ee rage SO a ENGEL ONG Fp x] 


a - 
ew . se 


ete 
Senet 


growing plants in ornate vases and jars strategically eS ee — 
placed on the showcases, even to the inclusion of a small 
electric floral fountain. The ceiling and walls are painted 
in a dark green which harmonizes with the plantings and 
the color scheme is continued in the heavy carpet which 
covers the floor. 
At the rear of the store a special room known as the 


ae aol 
hee, 





(Please turn to page 207) 
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0 Sreater profits 


4 comprehensive study of how to get at the 


potential customers behind them. 


by THOMAS V. DUGGAN 
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OW many front doors are there in your com- 
munity ? 

Five hundred? A thousand? Five thousand? More 
than that? 

Whatever the answer, behind each door live pcople 
who are, or should be, your customers. These are the 
people you are trying to get into your store through ad- 
vertising and promotion. Yet, while you are waiting for 
them to visit you, other persons selling a variety of con- 
sumer goods—appliances, books, rose bushes, even 
jewelry store merchandise—other persons are meeting 
these potential customers right in their homes and mak- 
ing sales. 

In other words, are you waiting, inside the door of 
your store, for these people to come in? Or are you 
waiting outside of their door—waiting for them to in- 
vite you in? 

If you’re waiting inside of your store, the great per- 
centage. of, these people, may never come in-—simply be- 
cause someone else managed to sell them something first! 

Itinerant silverware peddlers, for instance, have been 
a thorn in the side of retail jewelers for half a century or 
more. Proceedings of the earliest state and national 
jewelers’ association conventions, as reported in THE 
JEWELERS’ CIRCULAR-KEYSTONE, contain frequent refer- 
ences to door-to-door silverware peddlers as a threat to 
the established jeweler. Today, such competition is 
greater and better organized than ever and, although 
more and more jewelers are merchandising with an eye 
to off-setting it, the problem is still a serious one. 


Question: Why is the itinerant silverware peddler suc- 
cessful? 


Is it because his product is superior to that carried by 
the retail jeweler? Certainly not! Although sometimes 
the quality may be comparable, more often it is inferior 
to that stocked by the reputable local merchant. 


Is it because the peddler has a wider variety of pat- 
terns than the jeweler? Wrong again! Generally speak- 
ing, the peddler has a limited number of patterns to show 
and, certainly, a restricted number of manufacturers are 
represented in his line. Jewelers have a much wider 
variety available. 


Is it, perhaps, that the peddler inspires more confidence 
than the local jeweler? That’s a laugh! The peddler comes 
into town cold, knowing no one. The jeweler, on the 
other hand, has been established for years. is a well- 
known member of the community who is constantly add- 
ing to his prestige by keeping his name before the public 
through newspaper advertisements. radio announce- 
ments, etc. 


ANSWER: THE SELLING METHOD 


What, then, is the secret of the peddlers success ? 

The answer, it would appear, lies in that very aspect 
of his operation which causes the jeweler to turn up his 
nose. He sells in the home. where the housewife is most 
at ease. In the home, where silverware may be placed 
directly upon the prospect's own dining-room table, pos- 
sibly even shown together with her linen, china and 
glassware. In the home, where such merchandise is cer- 
‘ain to appear to its greatest advantage. 
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Granted, then, that itinerant peddlers are successful 
because they approach the customer at home—what does 
that mean to the jeweler? Many a retail jeweler has taken 
the bull by the horns, adopted the better aspects of the 
peddler’s methods (discarding the worst ones), and been 
so successful that he has suddenly found himself faced 
with a shortage of certain types of currently hard-to-get 
merchandise. 

“What do I do now?” he moans. 

The answer is simple: Don’t employ outside selling on 
any item that is in short supply. 

But don’t abandon the entire idea of contacting people 
in the home simply because a few lines of merchandise 
are scarce. Consider, instead. what other items can be 
shown in the home to equal advantage. 

Complements to silverware, such as china and glass, 
should certainly lend themselves to this type of merchan- 
dising. As a matter of fact they shouldn't be ignored 
when silver is being sold. Nothing is more logical, upon 
closing a flatware sale, than the suggestion that the sil- 
vers true beauty will be enhanced by a new, more ap- 
propriate china pattern. This, in turn, leads to glassware. 
Merchandising of this sort, also, leaves the door open to 
future sales of the item currently found scarce. If you 
are short on flatware today, sell china. Then, tomorrow 
when you do have plenty of flatware, sell it to comple- 
ment the china. 

Clocks, are another example of jewelry store merchan- 
dise which it would seem, could best be shown in the cus- 


























tomers home. Many people have dithculty in visualizing 
how a certain clock will look on a certain mantelpiece. 
table. or whatnot. Put the clock there and the problem 
disappears. 

How about such items as rings, costume jewelry, neck- 
laces, watches, etc. Surely they should be sold exclusively 
in the jewelry store, not the home! But why? They’re 

(Please turn to page 211) 


163 















4 









wf 


[ Tf Smt ites © 4 


Wicee 2 ees fi 




























~ 4 
fe at 


Accurate Customer Information 
A Service That Builds Confidence 


If discussion about: 
merchandise is indi. 
cated, the customer 
is made _ comfort. 
able by being seat. 
ed on chair stools 
placed at counters. 








Because the average person knows little about the jewelry or 


wateh he wants to buy. a few extra minutes spent in explaining 


about them is best way to assure his good-will and confidence. 


©¢ VE always believed that the free dispersal of ac- 

curate information is good for any business,” 
explains James Sands, manager of Chas. Sands, Inc., 
Cleveland, Ohio, “and dad backs me up in that. So we've 
taken extra minutes with every customer, to get across a 
true picture of the merchandise being considered for pur- 
chase, or to help the customer understand how a watch 
‘works.’ We don’t believe in hurrying him out of the store 
the moment the cash register rings.” 

Sands’ latest “informative” campaign was launched 
about four months ago, and has brought in many new 
accounts and pleased scores of steady customers. The 
promotion was tagged “Sands Dictionary of Diamonds.” 

It consisted largely of a series of advertisements run in 
two of Cleveland’s widest circulating dailies, The Cleve- 
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Watch information is "dramatized" by Charles Sands, 
owner, through use of glass-backed watch which al- 
lows customer to see movement, and by using the JC-K 
booklet which gives pertinent facts on construction. 
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“We think we are original, and we're getting nice 
response for our efforts, in having the illustrative sketches 
or drawings done to the actual size of the rings,” said 
Sands. “This gives the potential buyer a much better 
conception of the merchandise he is considering. Many 
jewelers use illustrations which are way out of propor- 
tion to actual size, and although some say it ‘socks’ the 
potential buyer in the eye and creates desire, we prefer 
more realistic expression.” 

One of the ads which proved very popular explained 
just what each line and plane surface on a reproduced, 
enlarged diamond drawing meant. Several inches across 


and deep, the drawing had dotted lines running off into 
(Please turn to page 209) 
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Sands believes that these ads which 

they're currently running gives the 

potential customer the feeling that 

this jeweler knows diamonds and his » 
store is the place to purchase them. Puarinesain 

Cttas ond by Pca ~~ beime 

(Actua; Siz aad a 


by R. D. WATERS 





land Press, and the Sunday Plain Dealer, reputed *o be 
Ohio’s biggest newspaper from the standpoint of readers’ 
total. Every week Sands prepares and publishes adver- 
tisements, about 5 x 6” in size, in these papers, hammer- 
ing away with down-to-earth information about diamond 
cutting, settings and so forth. 

“The advertisements are designed to really teach the 
reader facts which, ordinarily speaking, he will not arrive 
at any other way,” said Sands. “I work the ads out my- 
self most of the time, but other times I get the help of 
Helen Gordon of a local advertising office—especially 
when I need illustrative matter.” 

Let’s look at a typical advertisement: 

“Sands Dictionary of Diamonds” heads off the ad, 
which is skillfully put together with uncrowded text and 
decorative line drawings or sketches. This ad has three 
diamond shapes enclosed by a sharply pointed rectangle 
that stabs toward the top of the space. The three dia- 
monds are labeled, “Kite Cut, Baguette, and Triangle.” 

To the rectangle’s right, below, emphasized in a dark- 
ened circle is a pair of diamond rings. Text runs: “The 
bridal pair shown above, actual size, are of 14-K yellow 
gold, set with five sparkling diamonds in each ring. 
Pair, $240, Federal Tax included, convenient pay plan,” 
and the jewelers’ signature below. 
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Store Layout and Policy 






Reflect ‘Homelike’ Atmosphere 


©¢ @ T seems more like a home than a place of business.” 

That’s the first reaction of visitors to the T. L. 
Miller Jewelry Co., Odessa, Tex.—a mother-and-son mer- 
chandising team and one of the busiest jewelry stores in 
the West Texas oil fields. 

This “homelike” impression is no accident, of course. 
It’s precisely what Mrs. Miller, owner of the store, wanted 
to achieve. A staunch advocate of the “personal touch” 
in business, she planned both store layout and policy 
with one fact uppermost in mind: the customer must be 
made to feel at ease. 

Illustrating Mrs. Miller’s basic thinking is the spacious, 
handsome fireplace, located in the antique department. 
Because she contended a fireplace would give a cheerful 
and homelike touch to the store, the owner insisted that 
it be included in the blueprints despite the fact that fire- 
places are not ordinarily regarded as conventional equip- 
ment for retail establishments. 








OM 





“It will help eliminate the too obvious commercialism 
from the store, and welcome people as guests,” said Mrs, 
Miller then. It does, too. With a mirror decorating the 
spot above the mantel, the fireplace attracts traffic to a 
store area which contains a dining room set with either 
antique china or modern tableware. 

In addition to the store’s scheme of decoration, the 
Miller firm’s attitude with customers also contributes 
mightily to the “make-yourself-at-home” impression, 
They put out a cordial welcome mat for everyone, from 
the oil field worker in his dungarees to the rancher visit 
ing town in his unconventional attire. 

Before getting the conversation into business channels, 
sales personnel usually hold a neighborly chat with their 
customers. 

“It is part of our personalized way of doing business,” 
says Mrs. Miller. “We are all good listeners, and many 

(Please turn to page 216) 


The antique display niche in the Miller store is 
appropriately designed with a rustic effect. The 
alcove features a built-in grandfather's clock 
and "world's largest watch" (on platform, left). 
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Primary aim of the modernization at Miller's, Odessa, Texas, store, 
was creation of an atmosphere in which the customer "would be wel- 
comed as a guest.” Interior, as shown above, achieved this effect. 


hy G. R. LOWEN 


of The Miller firm considers "staging" important, particularly in con- 
nection with sales of silverware, china, etc. Settings are arranged 
in this separate alcove, complete with linen and other accessories. 








FOR NOVEMBER, 1948 





S 


tmas Sale 


ris 


by GLORIA DANGLER 


designs to plain white or colored tissue. You can plan 


on spending about 10¢ a sheet for the heavy stock 


for 24 sheets of tissue. 


20¢ 


° 
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No matter what paper you choose, your ribbon tie will 
make your packages really eye-compelling. There are 


One of the most 


many types to choose from, including cellophanes, silver 


and gilt effects, rayons and plastics. 


extensive lines, marketed under the name “BeauTye,” 


-surfaced ribbon, more 


ludes all these and a new sh 
lustrous than satin, which can be tied into unusually 


attractive bows. It 


Inc 


iny 


500-yard 


teresting to note that a 


is 1n 


spool of ribbon may be purchased for as little as a dollar. 


The best way to figure your requirements is to check 
your 1947 volume, and break it down into categories of 


Measure the amount 


necessary for each size package and multiply for a total, 


large, medium and small items. 


ind that leftovers from large packages do 


ing in m 
very well for small ones. 


keep 


Ribbon may be approximated 


the same way. 
As soon as your delivery is made (the sooner the 


in 


d ribbon 


in cutting paper an 


y beg 
(Please turn to following page) 
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finish 
which will include everyth 


KE the frosting on a cake, 
With the Christmas season at hand, the wise jeweler 


should plan now for gift wrappings which are so distinc- 
tive that they will attract customers into his store. 


In plann 
the importance of thinking the matter through step by 


First of all, a color motif must be decided on. Gener- 


chandise. Today, customers expect this service, whether 
ally, paper should be one shade and ribbon another. 


they’re purchasing a tool chest or a diamond ring. 


L 


just as app 
teresting and attractive materials, priced to fit into your 


silent salesman. And the beauty of the idea is that it is 
step, so that your merchandise will be wrapped in in- 
budget scheme. 


Properly handled, gift wrappings can be a most effective 
Red and green are leaders, but royal blue and white 


follow closely behind. 
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This package is wrapped in a bright 
blue paper covered with red-flamed candles. 
surrounded by a golden halo. Center of 

red ribbon bow is set off by golden balls. 














Alarm clock is wrapped in novel 
Christmas paper bearing green candles 
with added touches of red and gold. 
Red “Exsilvo” ribbon with silver edge 
tied in 20-loop bow gives contrast. 


















wrappings executed by 


Gift l 


Dennison Manufacturing Co. 


Package containing a wrist watch is 
wrapped in light green tissue with white 
*““BeauTye” “Facil-Fab” ribbon and bow. 
Two tiny gold jingle bells on bow 

add to effectiveness of wrapping. 
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Ring box is wrapped in bright red 
tissue paper tied with parallel strips 
of white and green “BeauTye” ribbon 
ending in two twenty-loop bows. 


For a pearl necklace (or even a diamond one) 
use plain white tissue on the box. Hold 

paper in place with library paste or Scotch 
tape. Ribbons and bows (which may be put on 
with rubber cement) are “BeauTye” “Excello.” 


to the proper length for various sized boxes. Fancy 
ribbon ties can also be made in spare moments aud sel 
carefully in a container, so that they will be ready to 
attach tu packages at a moment's notice. All these things 
can be done in the dull periods during the day. in the 
weeks preceding the Christmas rush. 

Although there are many kinds of ribbon ties. the 
easiest to make is the pom pom. This is done by winding 
the ribbon loosely around the hand to form loops abou: 
four inches long. Form the desired number, then twist 
a length of ribbon around the center. leaving two ends 
with which to tie the bow to the packages (see _illus- 
tration). 

Advance planning should also be made for wrapping 
space. It may be small, but should provide enough room 
so that supplies will be in easy reach, plainly marked fo: 
speedy handling. 

Sales clerks can do the packaging, if need be; but 
you will find it a saving of both time and nerve strain 
if you employ a packer, even on a part-time basis. She 
should be given at least one week’s training period before 
the rush season. 

There are five important steps involved in wrapping 
a package properly; teaching them to your wrapper at 
the outset will result in a greater number of satisfied 
customers. These steps are as follows: 

Step No. 1: A white tissue paper lining for each box 
before the gift is placed inside will give a neater appear- 
ance when the box is opened. Place a single shect of 
white tissue (colored if preferred) across the length of 
the box. Overlap the paper through the center enough 
so that it just fits the width of the box. Place another 
single sheet of white tissue paper across the width of the 

(Please turn to page 210) 
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Traveling clocik may be 
wrapped in green cellophane 
using Scotch tape to hold 

it in place. Red threaded 
“ExSilvo” ribbon with silver 
backing is used for bow. 

Use three strips of ribbon 

on the package: two red on the 
outer edges with silver one 

on top in center. Bow may 

be secured w:th rubber cement. 








Making a “tailored bow.” Start with longest 
loop first, using length of ribbon twice as 

long as bow, plus %” for overlapping. Paste 
down, then make shorter loop in same manner. 
Add a separate short piece of ribbon around 
center, fastening with paste on underside. 








By leaving center strip off of tailored bow 
and adding additional loops, bow will stand 
up and present slightly different appearance. 
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e Lighters, like automobiles, won’t work 
WITHOUT fuel and sparks. Therefore, when you 
sella RONSON or any other lighter without lighter 
fluid and flints, you’re sending your customer 
across the street or round the corner to buy these 
indispensable supplies. 


Moral: Every time you sell a lighter, sell a RONSON 
Servicer. Then watch that Servicer work its super- 
charged selling magic these three ways: 


Ist: Each sale puts an extra 50¢ into your till. 





2nd: You build valuable good will by remind- 
ing your customer that fuel is a necessary part 
of a lighter purchase and by supplying the 
acknow well best of lighter accessories in a 
long term kit. Good will leads to “recommends” 


RONSON SERVICER ...containing RONSONOL FUEL...3 extra- 
length RONSON REDSKIN ‘FLINTS’ ... RONSON WICK ... Wick 
Inserter ... Cleaning Brush and Instruction Book ...50¢ (Retail) 
(Items also packaged separately!) 


and more store traflic. 


3rd: You get your customers into the habit of 
coming back regularly for more RONSON ac- 
cessories and thus expose them to other impor- 
tant purchases. 






Here are a few of the many things Ronson is doing te 
bring more customers into your store for Ronson Lighters 
and Ronson Necessities: 


RADIO .. .The Mutual Broadcasting Company’s most popular 
Saturday night show, “20 QUESTIONS”, now on FULL NET- 


WORK! Plus sales messages for Ronson lighter Necessities on 


leading stations of major networks. 


MAGAZINES ...a barrage of big space ads (many in full. 


color) in leading national magazines. 


TELEVISION .... Ronson now on television in many principal 
cities. 

DISPLAYS AND MATS...: complete dealer display and 
mat service for your particular needs. Write for illustration 
sheets today. 










So this Christmas season, when the demand for 
lighters is at its peak, stock, display and sell 
RONSON Servicers. You can rest assured that the 
lighters that leave your store will put their best 
flames forward. 


ALL OF IT...TO HELP YOU SELL 


ONSON. 


WORLD’S GREATEST LIGHTER 


Press, it’s lit! 
Release, it’s out! ~ 


Safely out the instant 
you lift your finger. 





RONSON ART METAL WORKS, INC., Newark 2, N. J. 
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“Diamond Garden’ 


Builds Sales 
In Slow Months 


ee NLESS you’re unusually clever, or have had 

training in the art of window decorating and 
the proper use of displays,” points out Harry Weiner, 
manager-owner of Hills, prominent jewelry outlet in 
Schenectady, N. Y., “you should subscribe to a service 
that helps you along these lines.” 

Weiner backs up this statement with his own experi- 
ences. He subscribes to such a service to put more 
“pepper” into his window merchandising, and he gets 
good returns on his investment. 

“I’ve been using this kind of service for some time,” 
continued Weiner, “and would hardly be satisfied to go 
back to hit-or-miss, haphazard window displays. Carl 
Labovitch is one of my employees, and an experienced 
window-dresser. We work together and come up with 
pretty good things.” 


Then Weiner cited one of his most recent promotions 
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Novel window idea used 
by Hills, Schenectady, 
N. Y.. to boost diamond 
sales during the summer 
volume of 


months, ups 


store over °47 figure, 


by W. A. RUDIN 


The picket fence display idea 
was easily seen some distance 
from the store windows, pull- 
ing potential customers closer 
to see details of promotion. 





Carl Labovitch, display man for the store, 
sets up a display stand in window. Diamond 
"plants" are spotted throughout the display. 


that proved highly successful. He recommends it to 
other jewelers under similar circumstances. 

First of all, Weiner doesn’t confess to being entirely 
devoid of ideas—he takes the material forwarded regu- 
larly by the window display service and often adds little 
touches or ideas particularly suitable to his own facilities 
and merchandising desires. 

He cites that you can get background material around 
any specific idea or display theme, like say that of pro 
moting the sales of watches. The service sends you 4 
booklet, too, with all kinds of data on watch promotion 
through displays, in addition to signs and even news: 
paper mats, if you wish. There’s always the possibility, 
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Diamond Lectures Popular with Young People 


Thousands of young people of engagement age are 
having an opportunity to hear interesting, inform- 
ative lectures on diamonds—and the engagement 
ring tradition. 


These lectures—part of a planned diamond pro- 
gram—are given mostly in colleges, where talks 
are slanted to fit into various classroom courses, 
including geology, gemology, economics, fashion, 
merchandising, and many others. 


Other specially developed lectures are being 
given before women’s clubs and businessmen’s © 
service organizations. 


Presented in every section of the United States, 
yours included, diamond lectures are enthusias- 
tically received. People attend in large numbers 
... they ask many questions. Requests for return 
engagements run high, and the lecturer is booked 
far in advance. This is one of the many efforts to 
stimulate and encourage diamond sales. 





Diamond promotion promotes your business 


YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tradi- 
tion—in leading national magazines . . . stressing 
the fashion significance of diamonds—in outstand- 
ing fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES — “The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


e All are designed to help you sell more diamonds. 





De Beers Consolidated Mines, Ltd. 
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of course, of combining one or two display themes, espe- 
cially if your windows are large or sectioned off so as to 
facilitate larger layouts of merchandise and display 
accessories. 

Well, the promotion to be discussed is diamonds. 
Weiner decided to try and move them a little faster than 
is usual after the normal engagement and wedding period, 
namely spring and the peak month, June. 

“I know that our displays and general promotion 
worked out well,” he smiled, “because it shows back 
here in the paper and book work,” and he gestured toward 
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Harry Weiner, owner-manager of Hills, holds diamond 
“plant and reads one of the advertising message; 
lettered on parallel members of the fence sections. 


the office setup at rear of medium-sized store. “Of course 
that’s the real test in any kind of merchandising activity 
—the way the cash register reacts and the accounts 
swell!” 

With diamonds as the merchandise to be promoted. 
Weiner studied background material and ideas for dis- 
play fixtures and came up with the “Grow A Diamond” 
theme. The “grow” part of the phrase stems from the 
fact that the promotion was to run during the height of 
the countryside and garden growing period. August. 

Perhaps the most strength or “push” in the promotion 
was planned around the first requisite in any work of 
this nature, that of getting the people to stop, to pull 
sidewalk traffic to the window, to make potential cus- 
tomers want to know what is being displayed. The rest 
of the physical or static part of the promotion lay in the 
displays themselves. the fixtures. sign card messages and 
so forth. 

“We came up with the idea of having a picket fence 
around the entire inside edges of our two windows, that 
is, a window on each side of the entrance lobby or 
passage.” explained Weiner. “You know. people have 
an innate curiosity or desire to see what is on the opposite 
side of a fence. Then, too. when you're growing any- 
thing. like in a garden, you generally fence the growing 
area off or give it boundaries. 

“So we got a sign company here in town to make up 
our sections of picket fencing. sections because our win- 
dows have uneven contours. irregular lines. Each sec- 
tion fits a particular stretch ef window edging.” 
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Weiner’s pickets were cut out of ordinary, light sign ~ 
cardboard, white in color to furnish a good background © 
for lettering. and to stand out from a distance. Vertical © 
pieces are slightly wider than one inch, about eight inches | 
high and pointed in the traditional manner of pickets, 7 
Two parallel fence members are of the same width, spaced — 
several inches apart and slightly above the bottoms of © 
the pickets. 

Ordinary steel staples at the joints of the vertical and ~ 
parallel pieces hold the picket sections firmly together, — 

With the pickets made, a number of sentences and — 
phrases were worked out and skillfully lettered in along . 
the parallel members of the sections, some sections bear- | 
ing a message on both the top and bottom parallels. Some | 
of the messages ran as follows: ’ 

“Ask us how to grow a diamond.” 

“Terms to suit your convenience.” 

“24 Pc. service for 6. stainless tableware, $6.95.” 

‘Any birthstone ring you need.” 

“Newest of watches.” 

“All nationally advertised watches.” 

“Gifts for the baby.” 

“Electrically, time-saving appliances. 

“Sunglasses from $2.95.” 

“He will love these gifts.” 


Final act of a successful promotion is the sale. 
One of the many that upped volume for the store | 
over 1947 is shown being closed by R. F. Bechtol¢. 


Now the above may read as though Weiner got away | 
from his “Grow a diamond” theme, but the whole story | 
isn’t told. Weiner just took advantage of the traffic-pull- ° 
ing ability of the pickets to work a broadside of selling | 
lines into the overall promotional picture. | 

For back of the pickets, diamonds again become the” 
big issue, in artful fixtures and on window wall placards. 
An especially clever, store-devised fixture. or rather 47 
group of fixtures. consists of a further embellishment of 
this “growing” idea: 

Weiner took ordinary little flower pots and small ce? 
ramic dutch shoes—such as any housewife might use to] 
carry small plants and flowers on the kitchen window sill 
—filled them with dirt as though they were actually sup-| 
porting plant life, and then inserted plants of the wire’ 
stem variety, with leaves made of Christmas wreath scraps 


(Please turn to page 225) 
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Novel Fixture 


Facilitates 


Display of Rings 


he S a result of massing our diamonds in a gigantic 

window display we are enjoying the biggest 

turnover of single and double combinations in our firm’s 

history,” says Richard Shane, partner in Lewis Jewelers, 
Cleveland, Ohio. 

“As we look at it,” 
the thing.” 

This store, located on busy Euclid Avenue near the 
heart of Cleveland’s business district, has been studying 
diamond sales for some time, trying to gauge public re- 
action. Results of the study boiled down to the conclu- 
sion that if the store could work out some “presentation” 
that was sufficiently novel, yet efficient enough to keep 
merchandise moving from display to customers, the 
public would “sit up and take notice.” 

The basis of the “presentation,” as evolved by the 
Lewis firm, was a unique set of window display panels 
designed and built expressly for diamonds. 


he continues, “ ‘presentation’ is 
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Ring - holding plywood _ 
panels allow Showing 
large number of rings 
without crowding the 
window. Ranae of dis. | 
play draws wide inter. 
est from _ passersby, | 














Porter shows simple construction of wooden rod which 
supports the panel. Held to rod by pegs, panel can: 
be turned while still in window to remove single ring.” 


by R. U. DEGNAN 


First, six plywood panels were constructed, each mea* 
suring 114’ by 214’. Graduated into tiers, step-fashion, 
each of these panels had four narrow horizontal ridges 
capable of supporting a relatively thick card. Each of 
these horizontal rows was designed to hold ten individual 
display cards, and thin strips a plywood were attached 
vertically to hold the sides of the cards in place. Thus, 
a total of 40 cards were accommodated by the panel, each 
card securely held on three sides but capable of being 
removed at the top. j 

Panels of this sort are not, of course, entirely original 
—variations of the idea have been used by jewelers ot 
many years. But there are additional features of the 
Lewis design which seem entirely new. ) 

As mentioned above, it was desired to have display 
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panels that possessed mobility, or freedom of movement, 
as an aid to efficient merchandising. Then too, with 
hundreds of diamonds on such panels, it was thoughi 
desirable to make some provision for their storage at 
night. 

The Lewis firm accomplished it this way: 

A wooden rod, approximately one inch in diameter at 
the bottom and two inches in diameter at the top (see 
accompanying sketch), was passed through the center of 
each panel. Small holes were drilled through the di- 
ameter of this rod at three points: at the bottom, the top, 
and slightly below the center. The bottom was then 
secured by means of a thick wooden washer slipped over 
the rod with a peg inserted through the side to hold it 
in place. This prevented the display from sliding off the 
bottom of the rod. The top of the rod was then fastened. 
also by means of a wooden peg, to a special fixture in 
the ceiling of the display window. Finally, a hole was 
drilled in the center of the display panel, near the tsp, 
and a third peg inserted through it, into the hole in the 
rod. This kept the panel from turning. 

This construction serves a two-fold purpose: it permits 
turning the display in order to reach a specific item of 


Taken from the window at night by 
simply removing the wooden pegs, 
panels are slid intact into ply- 
wood holding box and put in safe. 
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Entirely of wood, display fixture can be 
simply made. Wooden washer and peg 
on bottom holds panel on center rod; 
top peg holds rod suspended on special 
fixture; removal of center peg allows 
panel to be turned to remove a ring. 











Richard Shane, one of partners in store, 
illustrates how panel can be swung around 
by removal of center peg so specific ring 
may be removed from di-play for customer. 





merchandise easily and, also, it makes it simple for sales- 
people to reach items of merchandise near the front of 
the display window. 

For instance, when a customer asks to see a ring dis- 
played on the panel in the window, it is a simple matter 
for a salesman to remove the center peg, spin the panel 
around, and slide out the card bearing the article wished. 
He either replaces the card later on, or substitutes another 
diamond and fixes the panel facing outward when 
through. 


In order to care for the problem of night-time storagé 


(Please turn to page 221) 
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IT GIVES YOU THE “EDGE” YOU NEED 
FOR EASIER SALES, EASIER PROFITS! 


THE GUILD OF AMERICAN DIAMOND CUTTERS az affiliate of 


er: BAUMGOLD BROS, INC. 


305 East 45th Street, N.Y. C. 62 WEST 47th STREET, NEW YORK City, N. ¥. 





Los Angeles Office: 220 West Sth Street Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 





*Trade Mark U.S. Pat. App. for 
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COMPLETE remodeling which also entailed doub- 

ling the floor space through the addition of the 
next store, plus inauguration of aggressive merchan- 
dising methods which the modernization program made 
possible, resulted in an increase in business of approxi- 
mately 25 per cent for Merryfield Jewelry of Everett. 
Washington. The increase would have been greater still. 
owner Fred M. Merryfield believes, but for the general 
decline in jewelry sales in his area and the depressing 
effect of a strike in a nearby aircraft factory. 
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25 Per Cent Increase 





The store was acquired by Mr. Merryfield approxi- | 























In Faee of Loeal Decline 


One section of wall 
cases at right of en- 
trance is reserved 
for trophies which 
account for sizable 
extra business for 
this jeweler in ad- 
dition to helping to 
bring in custmoers 
from higher income 
brackets from com- 
munity's “horse” set. 


A better coordinated and more aggressive merchandising program 
made possible by remodeling his store, increased sales volume by 


25 per cent for this jeweler despite unsettled local conditions. 


by EDWARD R. LUCAS 


mately four years ago. The opportunities for aggressive 
merchandising were severely limited by its inadequate 
400 square feet of floor space, and the poorly lighted, 
high ceiling interior with out-dated display cases. The 
opportunity to take over the expired lease of a store of 
similar size next door. was the signal for the $14,000 
modernization which was recently completed. This pro 
vram enabled Merryfield Jewelry to: 

1. Install a thoroughly modern jewelry store with the 
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/a diamond with the finest cut 











| es — aclear, flawless diamond 





By cit hese thing: 
= when you buy 


__ are guaranteed by the Cardinal Bond. 


BONDED DIAMOND RINGS. : 





7 Cardinal Diamond Syndicate - Bauman-Massa Jewelry Co., St. Louis + J. M. Bennett Co., Minneapolis 
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entire interior easily visible from the street. Flush wall 
cases and new glass top cases were installed, and the 
ceiling was lowered, with flush ceiling lighting fixtures 
for even, shadowless illumination. 

2. Double the floor display area. This enabled them 
not only to increase the variety of lines already handled, 
but to add a varied assortment of English bone china 
and Czech crystal ware as well. 

3. Inaugurate a more aggressive, though conservative, 
advertising program with some assurance that their ad- 
vertising dollars would not be “money down the drain. 


The promotional benefit of a well-publicized opening 
night was fully exploited and was announced by a hallf- 
page advertisement in the Everett newspaper. The “bait” 
for this was a free gardenia for each woman visitor. The 
5000 to 6000 visitors—in a city whose post-war pepula- 
tion has been unofficially estimated at slightly more than 
30,000—soon exhausted the initial supply of 2000 gar- 
denias. As a result, first carnations, then tulips had to 
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Store entrance set back six feet from sidewalk, gives 
wide-angle window display space and allows room for 
shoppers to view merchandise without blocking traffic. 


Fixtures were designed to allow 
plenty of interior display space. 
Sliding glass paneled wall cases 
are broken by display niches in 
which featured items are spotted. 


be substituted. The gift of a flower, Mr. Merryfield be. 
lieves, was much more effective than the offering of ap 
inexpensive item of merchandise which might tend ty 
cheapen the firm in the eyes of prospective customeis, 

Follow-up advertising consists of a regular weekly in. 
sertion which varies usually from ten to sixteen inches, 
Some specialty advertising is also carried in a sectional 
magazine devoted to interests of horsemen, advertising 
the wide variety of trophies available at the store. Resi. 
dents of this area area are exceptionally “trophy minded.” 
so one section of wall cases is reserved for this class of 
merchandise. This, of course, brings many customers 
from upper income groups into the store for other mer. 
chandise as well. 

Other features of interest in the new store are the dia. 
mond room and bride’s room on either side at the front 
of the store. These are shielded from the rest of the 
store by a frosted glass partition so that prospective 
buyers have privacy in discussing their needs. A feature 
of the ceiling lighting is the diffused light which the cen- 
ter fixtures give, while those directly over the glass top 
cases throw a more concentrated beam to act as “semi- 
spots” in highlighting the merchandise. A cluster of 
three lights directly over the entrance on the inside, per- 
mit highlighting special displays in the wall cases with 
the two outside spots in the cluster. The center, colored 
light, is used to focus on occasional table displays which 
are placed in the center of the floor for special occasions 
such as Christmas. An attention-getting device in the 
floor is the large inlaid letter “M” in the floor covering, 

Quality watch repair is likewise a factor in the firm’s 
success. The firm was appointed inspector for the two 
railways which pass through Everett. Three watch- 
makers are required to handle this end of the business, 
and two salesmen in addition to Mr. Merryfield, on the 
floor. 
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Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 






iow to Save Money 


On Your Small-Space Ads 


Small-space newspaper ads, consistently used, can keep yvour 


firm’s name in the publie eye. Here are eighteen tips on 


preparing effective advertisements in an economical manner. 


VERY jeweler knows that small ads offer the best 

opportunity for promotion of his business within 

the budget he can afford to set up. Those who have tried 

to use large space at periodic intervals have seldom found 

it profitable to stretch their budget in this manner. Adver- 
tising must be consistent if it is to be successful. 

The small ad offers one the opportunity to be a con- 
, Sistent advertiser. But there are many pitfalls in the use 
-of these small ads. Dollars can be speedily wasted by lack 
of careful planning. 

Following are a number of suggestions taken from the 
experience stories of jewelers in every section of the 
country; men who have used small advertisements with 
continued success. Most of these have been learned the 
“hard way.” | 

1. Be consistent. Spotty use of advertising seldom pays 
off; it is the day-to-day pounding away that establishes 
the name and services of a jewelry store. When the 
budget has been set up it should be so divided that the 
amount of space to be used in each insertion will permit 
as frequent insertions as possible. Most jewelers set aside 
two per cent of their gross for such advertising. 

2. Pick best days of the week. Each jeweler knows his 
own territory or his own city best. Good planning re- 
quires a thorough study to show when most people are 
near his jewelry store or when the opportunity for their 
being nearby is greatest. Those are the days which are 
must days for his advertising. 

3. Make the ads different from others. Ordinarily, 
small ads are “buried” the easiest because of the number 
of them in the average publication. To prevent this it is 
good policy to deviate from standard forms with small 
illustrations of an unusual nature or clever catch lines. 

4. Use illustrations but don’t buy them! An illustration 
is excellent in an average small advertisement. The least 
expensive way to secure them is to use the mat sesvice 
provided free for advertisers by almost every newspaper. 
These contain thousands of unusual small cuts which can 
be adapted to an eye-catching idea for your advertisement. 


184 


by ERNEST W. FAIR 


5. Buy a schedule. Advertising should be a regular 
routine of one’s business; just like the rent or the utility 
bill. Rates are always cheaper on long contracts, more 
expensive on a day-to-day basis. 

6. Be brief and to the point. It is never wise to seek to 
tell a story in a small advertisement. Messages which are 
curt and to the point make an advertisement of much 
more effectiveness, particularly when small space is being 
used. 

7. Design for plenty of white space. No major adver- 
tiser crowds his space with copy and pictures; there’s 
always ample white space to set the layout off and attract 
attention. The average small ad appearing in newspapers 
today is, on the contrary, loaded with type. White space 
sets any size ad off from others on the same page; gets 
more attention. 

8. Use a signature plate. People remember names of 
firms better when they are written out in an unusual type 
or a signature. These cost very little. Mats can be made 
from the original cut and one actual cut made to last 
many months. 

9. Get good positions. Newspaper ad offices are like 
any other business establishment and on this matter of 
position on the page it’s the man who insists on attention 
to his advertisement who gets the best position. A buried 
ad is worthless; always keep ad salesmen from burying 
your small ads. 

10. Give your ad a purpose. Just using space has been 
proved to be costly. A small ad should seek to sell the 
name of the firm, an idea, a special offer or something 
unusual about its business. Small ads are excellent for 
this purpose. 

11. Vary copy frequently. Most newspapers make spe- 
cial rates for small ads when copy is unchanged over a 
long period of time. That’s a good way to save a few 

(Please turn to page 220) 
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by WALTER RUDOLPH 


ARTH’S Jewelers, Geneva, N. Y., opened for busi- 
ness in a remodeled, modernized location last 
spring, with over 2,000 visitors passing through the 
beautiful and practical store. Harry R. McConnell, 
owner-manager of Barth’s, reports a decided increase in 
store receipts, along with ease of service, display and 
maintenance. | 
“There are a number of factors which contribute to 





Exterior of Barth's is gleaming vitrio- 
lite and glass with aluminum casings, 
awning slot and impressive neon sign. 





eeiaie 
g 


ocunaes SiH Et 



























Modernity and Functionalism 


Features of New Barth Store 


the great satisfaction we derive from the new store,” 
said McConnell. “I visited New York, Buffalo and other 
cities and gradually worked out the details of store lay- 
out and facilities.” 

Following are some of the main physical aspects of 
the remodeled Barth’s, described by one recent customer 
as “equal to anything in New York City”: 

The two-story front elevation is all-glass, consisting 


Left of the store entrance 
is a shadow-box containing 
figurines. Note the open- 
back principle of display 
windows permitting window- 
shoppers to see in store. 
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of two equal-size, first floor show windows, separated by 
the all-glass door at the entrance, and with the trim and 
second-floor facing constructed of vitrolite. This con- 
struction glass is green, and sets off the store name, gold 
or bronze in color, etched in the green surface. Alumi- 
num window casing and trim around an awning slot 
further enhance the exterior. 

Exclusive of a substantial neon sign which projects 
from the front elevation directly over the entrance, this 
front cost about $2900. The sign itself, with store name. 
owners name, and “Diamonds, Silver, Watches.” also 
includes a mounting of spot lights (not visible from the 
sidewalk) that light up the attractive exterior after dark. 

While we're talking about lights, the 16 x 47-ft. store 
interior is illuminated by both fluorescent and incan- 
descent fixtures, flush with the ceiling in circular and 
rectangular installations. Shadows are practically done 
away with through such extensive lighting. Frosted 
panels over the lights help diffuse the brilliant lighting 
while adding to the interior’s beauty. 

Then there are four shadow boxes, one at either side 
of the entrance in the walls, one at the left rear of the 
store in the “silver department,” and the’ fourth over 
the safe. The first three are framed in walnut. with 
straight lines, while the fourth is attractively scalloped. 

All shadow boxes are separately wired and controlled 
by a separate switch, setting up the store’s night-lighting 
and adding to its beauty after dark. The boxes contain 
displays which, of course, are changed at intervals. 

A soft. wine-colored carpet completely covers the floor. 
Walnut cases are painted a dark blue inside. giving an 
unusual effect against light blue walls throughout the 
interior. except for a pink or orchid color on the rear 
wall. 








Each wall is lined with a long show case, with the one 
on the left being immediately fronted by waist-high 
cases that serve as counters and provide facilities fo, 
plentiful displays while aiding service. The right wal] 
case has the more or less conventional arrangement 
where the sales person stands behind a counter show case. 


“We think the displays in the left wall cases, clea; 
down to the floor, are a little out of the ordinary,” com. 
mented McConnell, “and they seem to be working ou 
all right. There’s a theory that no display should go 
lower than 15 in. above the floor. that its value is nil at 
the lower level. But with the glass top we have, and 
sliding glass doors. we find this kind of displaying an 
aid to merchandising and service.” 

You gather that McConnell is well pleased with the 
cases, which were worked out in conjunction with the 
Swikoff & Miner Co.. of New York. He is also proud 
of the interior systems. particularly those which hold 
watches. and were developed by the William Korn & Co., 
of Buffalo. Two cases are equipped with these special 
arrangements. including changeable color pads. 

“Essentially they consist of special trays which hold 
watches at various angles for maximum display advan- 
tage and handling. without using their boxes,” explained 
McConnell. “We’re able to show twice as many watches 
in the same amount of space, compared to the old method 
of displaying. Some watches are in circlets, as they 
would appear on the wrist. and others lie flat.” 

A nice touch that is appreciated by customers are the 
four leather-covered chairs, two to each side of the store 
entrance. inviting the spending of leisurely, restful 
moments in the store during a shopping day. Ash trays, 


(Please turn to page 224) 


At right of store 
entrance is another 
shadow - box which, 
being adjacent to 
silverware depart- 
ment, contains sil- 
ver flatware, china. 
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TO INCREASE DIAMOND SALES WITH 


Magic (ircle” Diamonds 


Do your diamond sales need a hypodermic needle! Here’s the answer to lagging business in 
any alert jewelery store! Magic Circle diamonds are the diamonds in demand because they 





are promoted .... they are guaranteed .. . . they have the patented highly polished girdle 
that gives the appearance of greater size—and they are outstanding values that enable you 
to offer your customers better diamonds for less money! It will pay you well to investigate this 
fast selling brand . . . an exclusive franchise for your city may be available if you act promptly! 
And there’s a complete merchandising and promotional package plan for dealers! Magic Circle 
diamonds offer one certain way to build greater customer confidence and added profitable volume. 


If you aren't familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle 
diamonds in your city. In addition, Magic Circle diamonds may be purchased 


loose or mounted. 





Magic Cacle Dtamonds are Created and Produced by 


The RUDOLPH DEUTSCH COMPANY 


Diamond Cullers - Manufacturing jewelers 
12538 EUCLID AVENUE e¢ CLEVELAND 15, OHIO 
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ew Designs from Paris 





NEW Parisian development in brooch pins, of a theme obviously inspired by the 

famous fountains of the Champs Elysees, is the unusually elegant but not ex- 
travagant utility pin reproduced at the left above. Particularly in harmony with con- 
temporary fashions, it is designed to serve a multitude of purposes and embellish a 
variety of fashionable ensembles. 

The ultra-simplicity of the ring design is certain to appeal to any person of fine 
taste. It is equally suitable for platinum with a square-cut diamond, or gold with a 
similarly cut emerald. 

A glimpse into the future in watch case design is exemplified in the above illus- 
tration, with its unusual and well-balanced details. 

These designs are reproduced from the pages of the well-known jewelery design 
albums, L’Offciel de la Bijouterie et Accessoires, which reflects the advance Paris jewel 
styles. It may be of interest to our readers to know that the latest issue of L’Offciel 
has just come off the press. Containing a large number of new ideas for every type 
of jewelry, it can be obtained by subscribing to L’Officiel de la Bijouterie & Acces- 
soires through the New York office, 41 Union Square West, New York 3, N. Y. 





190 THE JEWELERS’ CIRCULAR-KEYSTONE 








ESTABLISHED | 8 6 4 








IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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DIAMONDS  Enesale! Cut and) Marquise 
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We have a large stock of Precious Stones, mounted and unmounted from 
: which to make your selection. Let us cooperate with you on your special calls. 


JEROME RICHHEIMER Vine. 


608 Fifth Avenue peat New York 20, N. Y. 
THE MOOE’* * Reg. U. S. Pat. Off. 
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Keep This Store 


On its Toes 





NOVEL program of sounding out customer opinion 

on store policy, personnel and management is em- 

ployed by Perel & Lowenstein, Memphis, Tenn., in order 

to maintain their close customer relationship following 
an extensive modernization program. 

The clever program, which consists merely of dis- 
tributing pre-stamped, return-addressed penny postcards 
to customers as they leave the store, was worked out 
jointly by Joseph Perel, president, and Robert Fink, ad- 
vertising manager. “We initiated the program to find 
out whether we were getiing too ‘distant’ from our cus- 
tomers to maintain the friendly, personal selling at- 
mosphere which has existed in the store since 1889,” 
Mr. Fink said. “We have recently undergone an exten- 
sive remodeling and redecorating program which has 
increased our space to 45,000 square feet, and personnel 
to more than 100 employees. Naturally, operating on so 
large a scale, it is difficult to determine whether we are 
giving the customer the tvpe of satisfaction and pleasure 
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Customer Opinions 








Typical of the replies received by 
store are these two sample cards. 


“Opinion ecards” distributed by this 
Memphis store enables them to keep a 
eheek on their customer relations and 


maintain friendly selling atmosphere. 


by ROGER LOCKE 


which he wishes. We think that it is vitally important to 
have this information first-hand. We utilize it in public 
relations programs, in making up advertising, installing 
customer conveniences in the store, buying merchandise, 
and in a score of other ways. ” 

Thus, every customer who visits any of the departments 
in the Perel & Lowenstein store at 144 S. Main Street in 
Memphis, may be given a penny postcard which 1s 
headed on the reverse side with the slogan “Daisies wont 
tell—but we hope you will!” printed in bright green ink. 
Beneath it, a paragraph reads: “We'd like your praise 
or criticism about our service. our merchandise and our 
store policies. You're one of the people we're trying to 
please. Won’t you tell us what you think about Perel & 
Lowenstein? To Mr. Joseph Perel. president, Perel & 
Lowenstein.” 

The cards are released at varying intervals in order 


(Please turn to page 223) 
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necklaces of matchless Imperial Cultured Pearls for your 


We have gone to great lengths to secure for you Imperial Cultured 
Pearl necklaces in all the wanted lengths. 


We have also designed for your selection many new jewelry 


creations accenting Imperial Cultured Pearls . . . pins, rings, earrings, 
bracelets and our latest fashion triumph, IMPERIAL CAGE JEWELRY. 


Registered and Insured 

Imperial Cultured Pearls 

are nationally and internationally 
advertised and admired 


stock up NOW for the biggest pearl Christmas in history! 


“thi i Tul Imperial year! 
PEARL SYNDICATE 


607 Fifth Avenue, New York 17,N.Y. ° 5 North Wabash Avenue, Chicago, Illinois ° 607 South Hill Street, Los Angeles, Calif. 
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Pooled ‘Contributions 





Save Merehants’ Ad Dollars 
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Under the Beloit Plan, retailers and other business men save 50 


per cent of their former charity and advertising donations by 


referring all such requests to local Chamber of Commeree “pool.” 


USINESS men in Beloit, Wisconsin, a city of 40,000, 
have saved 50 per cent of their charity and adver- 
tising donations in each succeeding year, through a 
unique, effective donation-advertising plan which is ad- 
ministered by Oscar Nelson, secretary of the local Cham- 
ber of Commerce. This plan is one which, if worked 
properly, certainly could save thousands of dollars for 
business men in every community. 

In Beloit, manufacturers, wholesalers, professional men, 
and retailers are among the subscribers to the plan. Using 
1937 as a basis, each man or firm annually pays to the 
Chamber of Commerce, one half the amount of what he 
paid out for donations during that year, and then refers 
all solicitors to the Chamber, not for authorization to 
solicit funds and advertising, but for actual donations 
and advertising. The plan is working, has saved time and 
money for Beloit business men and has received national 
attention. 

Oscar Nelson, Beloit secretary, says of the plan: “In 
every city in the land business men have, at various times, 
become conscious of the fact that they were being preyed 
upon by racketeers and being imposed upon by friends. 
The usual procedure at such time was to get together and 
enter into agreements that they would thereafter refuse 
all requests for funds unless the solicitors presented a 
letter from the local Chamber of Commerce or Better 
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Business Bureau indicating that the propositions had 
been investigated and approved. 

“In all cases the business men were deadly serious and 
fully intended to live up to the agreements, and did, until 
a good customer openly refused to asked the Chamber 
for an endorsement and gave the business man the fear 
of offending an organization that served them and this 
resulted in violations of the agreements. 

‘Now after many years, Beloit, Wis., at least has solved 
the problem by creation of a plan that is based on the 
simple theory that men will not pay twice for the same 
article. And today. a solicitor, whether friend or foe, 
visits the Chamber of Commerce, not for an endorsement, 
but for the actual donations sought from the prospects. 
Not one violation in the 225 opportunities offered in the 
past two years proves definitely that the plan does work.” 

Here is the plan: 

1. Only members of the Chamber of Commerce ma¥ 
pariicipate. 

2. Every participant agrees in writing to pay into the 
fund a sum of money to be mutually agreed upon between 
the trustees and the participants. 

3. Every participant agrees that under no circum 
stance will he make any contributions to anyone, at any 
time, but will refer all solicitors to the Chamber of 


(Please turn to page 217) 
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“Wed m days of 

December cheer 

Love will grow deeper 
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Ym | DIAMOND RINGS 


Christmas 


IS THE DAY TO 
SAY “I LOVE YOU” 


This timely theme keynotes country-wide 
Treasureland advertising in leading news- 
papers and dealer displays. 

The striking Treasureland Diamond Ring 
advertisement shown at left is typical of 
powerful Treasureland sales messages now 
appearing in Sunday rotogravure sections 
throughout the country. 

Adding further impact to this national 
campaign, Treasureland offers its dealers free 
newspaper mats, radio scripts, dramatically 
illustrated mailing folders, booklets, beauti- 
ful window displays and showcase pieces. 

Write today for details on an exclusive 
Treasureland Dealership in your community. 


TREASURELAND RING COMPANY 
BOX I, CHICAGO 90, ILLINOIS 


Sreasureland 


SEO? S te ate 


DIAMOND RINGS 
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and stainless aluminum. 





New store front combines polished marble 























Designed to Facilitate Selling 





For Both Customer and Salesman 


ee jewelry store built to solve jewelry merchandis- 

ing problems” is the beautiful store opened in 
mid-August by Kortz-Lee Jewelry Company, Denver, Col- 
orado. 

Most of the novel merchandise handling, display, and 
selling features which are incorporated into the new 
store are the result of a “meeting of the minds” of a prac- 
tical jeweler with a design architect. according to David 
Rudolph, general manager. Before setting out on con- 
struction of the store. Mr. Rudolph, Jess Kortz, president 
of the firm. and Richard Crowther. architect. analyzed 
many of the “bottlenecks” and “selling drawbacks” which 











Wall space is broken up by inset display units 
such as this frame-lighted niche for fine clocks. 





a completely new store could offset—and thus, a long 
list of these have been built into the layout. 

The building. at 16th at California Streets. in down- 
town Denver. features a striking front which combines 
polished and ribbed marble, stainless aluminum, and 
glass in an eye-catching combination. The left half o 
the front. incorporating a pullman-type window fifteen 
feet long. is ribbed marble, while the right half. dropped 
back cight feet. is an “all-vision” glass front. in which 
are included two exterior display cases, one extending 
“through the glass” into the interior of the store, and 
naturally “leading the customer inside.” Between the two 
sections is a right-angle wall of mankata quarry stone, 
which likewise extends through the glass. 








The "ventilator" at the right in this picture 
is actually a series of stock drawers for rings. 
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for your many customers 
who want the very bes 


many more coho will become your customers! 
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FLAWLESS 


DIAMOND RINGS 






The public is becoming more 
sophisticated in buying engage- 
ment rings. 







Every single Bluebird Diamond 
Ring is PERFECT. That is the iron- 
from $67.50 to $5,000 retail . . . including clad Bluebird standard, from 
ederal Tax. There's a Wedding Ring to ‘ e » Lae 

match each Bluebird. which there is no deviation. 
When you feature Bluebird Dia- 
mond Rings you are featuring 


the very finest line of diamond 















FRANCHISES rings in America. 

d OPEN IN 

, TERRITORIES : = 
d Get the facts abou? oe eo 

h Bluebird's Unusual Mer- : | | 

g chandise Plan, buil? - (Lblachied, 

j around extensive adver- | , 

tising. | | 

0 DIAMOND SYNDICATE 





55 EAST WASHINGTON . CHICAGO 2 
Michigan Building, Detroit °® 829 15th Street, Denver 
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by ROBERT LATIMER 


Newest department in the store is 
the completely stocked photo- 
graphic section. Four-unit counter 
case has removable shelves allow- ——_: 
ing larger items to be displayed. . 


es 


The interor is similarly advanced in design, with the 
most unusual feature the fact that there is “a permanent 
place for everything” in each department, with none of 
the interchangeability or switch from one‘ merchandise to 
another, which characterizes many jewelry stores. Every 
case, shadow box, wall case, etc., is designed for specific 
merchandise, and will only be used for those lines alone. 
according to Mr. Rudolph. 

“By that, we mean that all display fixtures are engi- 
neered to accommodate specific merchandise without 
waste space, and for the best possible display,” he pointed 
out, “such as a particular type of cubicle in a counter 
case for camera equipment, specially designed shelving 
for sterling and plated hollowware, etc.” 

General interior features include a rough blown acou- 
stic cement ceiling, dropped center ceiling behind which 
neon and fluorescent lamps give indirect light, and the 
use of swivel-mounted incandescent spotlights to high- 
light the merchandise below. Woodwork throughout is 
polished walnut or “weldwood,” a new type of plastic 
wood which lends itself excellently to background. Some 
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Flatware case fronting silver- 
ware department is of kneehol2 
type and has unusual feature of 
sloping from back to the front so 
that all patterns are readily ap- 
parent from some distance away. 








LIFE 


departments, have walls and case surfaces of washable 
wall paper to “break up” the design. 

The store interior is completely air-conditioned. In 
upstairs departments, and in the basement, Kortz-Lee 
maintains a four-man jewelry manufacturing department. 
engraving shops, a three-man watchmaking staff, and 
other service departments to make it a “really complete 
jewelry organization.” 

The interior department layout includes the costume 
jewelry department to the right inside of the main en- 
trance which is remarkable for sloped wall cases whicli 
prevent in-store reflection, and counter cases which are 
wedge-shaped and elevated above the floor on four rod- 
based legs. Immediately behind this is the newest depart- 
ment in the store, a completely-stocked photographic de- 
partment. The most novel feature here is the counter case, 
which is divided into four cubicle units, each with one 
adjustable glass shelf. By moving the glass shelf up or 
down, or by removing it, there is plenty of room in the 
counter to display large items such as movie projectors. 

(Please turn to page 222) 
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BFeERRD 


“ 


Executed in FULL 14 Karat 
Faceted and Mirror Finished 


Originated and Patented* by 
LOUIS SCHORR 


for Better Jewelers 


Die-struck, Hand-lapped, 
Hand assembled. 

All gold colors: 

Yellow, Red, Green— 
and combinations of 


Red and Green. 


6-1001-A WATCH BRACE-.- 
LET—Safety chain; 17-jew- 
el Watch, Gold dot dial — 
32 links, $350. 


6-1001-B WATCH BRACE- | 
LET—Same as “A” with 18 
links, $205. 


6-1002 LAPEL WATCH —_ 
(Not illus.) 6% links, $124. 


| 6-101-A BRACELET — 15. 
links, $96. (Not illus.) 18 
links, $114. (Not illus.) 25  V — ult 
links, $180. - t@ aN 


6-500 CHOKER — 7 links, 6-1001-B 
$132. (Not illus.) 11 links, 
$168. (Not illus.) 15 links, 


$200. 


6-200 DRESS PIN CLIPS 
(Pairs) —7 links, $130. (Not 
illus.) 3% links, $80. 


6-250 EARRINGS (Pairs) — 
2 links, $37. 3 links, $50. 


6-300 BROOCH — 9 links, 
$64. (Not illus.) 4 links, $32. 
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FACETED MIRROR FINISHED 14 ‘ OLD JEWELRY 





71 Nassau Street * New York 7, N. Y. N 


“Design Protected under U.S. Patent No. 149,779 
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The Ad-Viser 





ec e Small Ideas You May Mace Overlooked 


by IRVING SETTEL 


Twenty-first in a series of articles designed to help retail 


jewelers in doing a better advertising and promotion job. 


OST retailers know and utilize the standard adver- 

tising media and procedures. They will run a 

newspaper advertisement once or twice a week. They will 

promote their activities with frequent commercials on 

the radio. Even outdoor signs may carry their messages. 

These are standard procedures. They are known, eficient 
and volume producing. 


However, many jewelers are overlooking many adver- 
tising opportunities. Strangely enough, these ideas are 
often obvious, so obvious that they are missed and 
neglected. 


Following are a list of suggestions, some of which are 
probably in use by some readers. However, others may 
sound new and refreshing. In any case, they are all in- 
expensive and effective. 


1. Use advertisements as package inserts. Reproduc- 
tions of your current advertisements can be obtained very 
reasonably. These ads, when placed in every package 
that leaves your store, serves as a reminder to customers. 
In addition to newspaper ads, printed circulars can be 
successfully adapted as package inserts. They have been 
especially effective for special buys, events, sales, etc. 


2. Design and use a “promotional” letterhead. Every 
letter you mail can serve to advertise your store. It 
should display your name to every recipient. Conse- 
quently, it is a wise procedure to design a “promotional” 
letterhead. Be sure that your letters contain an appro- 
priate “logotype,” large and readable. You might even 
include a slogan if you have one. This applies to en- 
velopes, too. As a matter of fact, the envelope can carry 
a small but complete institutional message. Its effective- 
ness lies in the fact that many people may see it before 
it reaches your correspondent. It can be a business-build- 
ing advertising medium. 

3. Print your store name on all boxes, wrapping paper. 
and cartons. Your name on all wrapping and package 
material will be effectively displayed before the public. 
The buyer of the items sees it when he makes his pur- 
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chase and again at home. As he carries the package in 
the street, potential customers may see it, too. 

4. Print your name on all price tags. Let window 
shoppers and store shoppers know that you are offering 
the excellent buys displayed. Keep reminding them by 
having your name displayed on each and every price tag 
used. 

5. Print up and send inexpensive envelope inserts. 
With every bill, with every oheck, with every letter that 
leaves your store, send a short advertising message. Let 
buyers and sellers alike know that you have the “very 
best buys in town.” Inexpensive inserts should announce 
policy, sales, special buys, etc. They should contain little 
copy, and possibly a picture. 

6. Reach residents of rural routes with special post 
card mailers. It is often difficult for an advertising mes- 
sage to reach customers living in outlying districts. It is 
possible that your local newspaper is not distributed that 
far out. Your radio may not always reach every small 
area. Consequently, there is a large audience whic! may 
not be getting your advertising message. It.is possible 
to reach this rich, potential market by means of a simpli. 
fied method of mailing. 


POST OFFICE HELPS REACH RURAL CUSTOMERS 


The Post Office Department has made available a 
method of reaching all rural route box holders. Under 
this system, it is not necessary to include names, box 
numbers or route numbers in the addresses. Instead, the 
designation “Rural Route Box Holder” together with the 
name of the post office and state, or the word “local” is 
sufficient. This uniform address can be printed on the 
envelope or postcard when originally prepared. 

These mailing pieces will be distributed to the Rural 
Route Box Holders by postal carriers. One of each will 
be dropped into each box. Hence, all box holders will 
receive a copy of your message. There is no name and 
address necessary. 

(Please turn to page 220) 
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ALLEN’S BIG NEW CATALOG 
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With the new ALLEN catalog on your desk, you have a comprehensive jewelry 
market available whenever you need a single article or a supply of jewelry store 
merchandise or material or optical goods. 


Whether your need is for a loose diamond, any size, diamond mounted jewelry, 
rings, watches, silverware, clocks, novelties, material or optical goods, you will find 
complete lines of all illustrated and described in this big 1949 catalog. 


Your buying will be greatly facilitated if you keep this “Guide to Better Buying” 
near at hand at all times and use it frequently. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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S$ PACE 
Is No Limit 
To Sales 





ERTAINLY the smallest jewelry store in Cleveland, 

and anyway one of the smallest in the country, is 

the tiny Rose Watch & Clock Shoppe, tucked into a closet 

space at the right of the entrance to one of the city’s large 
office buildings. 

And herein lies a good lesson in making good, of sell- 
ing yourself to your immediate potential trade, by two 
energetic proprietors, physically handicapped, who didn't 
want a store of greater dimensions, which might prove 
difficult for them to manage. 

The success of the venture can be indicated by the 
fact that last year the partners grossed $15,000 in watch 
repair business, in addition to doing a sizable business 
in new watches and sundry jewelry items. But let’s meet 
the partners, and let them take it from here: 

They are S. Chernikoff and Rudy Halek, Jr., two men 
who carried the idea of “starting a business’ in the 
backs of their minds until they met the right people, 
which proved to be each other! 

To adequately train themselves for the job ahead, both 
men were attending a watch repairing school under the 
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Tucked in a small space at the entrance to an 
office building and entered from the lobby 
this store does big trade with office workers. 






Display window space, only 40 by 24 
inches, is given depth by the use of 
mirrored surfaces. Sliding panels 
make the window readily accessible. 


by R. L. WARREN 


state rehabilitation plan in Ohio. In particular, they were 
under Frank Adelstein, deceased, who instructed in the 
Bailey Co. jewelry department. Chernikoff and Halek 
met in Adelstein’s classes, and they liked each other im- 
mediately and talked over their dream of a store of 
their own. 

Halek had retailing experience to guide him, having 
worked at the Supreme Watch Co., on Vincent Ave; 
Chernikoff just knew what kind of a partner he wanted, 
and that being physically handicapped, both of them 
lame, they would have to operate on a fairly small scale 
and yet go after heavy traffic to make a go of the thing. 

Where to locate? 

They spotted this “hole in the wall,” as they firs! 
called it. 

“There was just nothing here,” recalls Chernikoll 
“but the possibility. The space would make a good 
broom and mop closet for some office janitor, I guess 
but it was empty when we spotted it. Of course, the fact 
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MASONIC EMBLEM 
DISPLAY CARD 
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that it is right at the entrance to this large office building 


made the decision for us—we had the potentiality of 


thousands of customers to plan on.” 

Physically, the space they spotted is some 16 feet long. 
about 41% feet wide, and has a 10-foot ceiling. They had 
to figure out how to ventilate the enclosure, how to show 
wares, and how to work comfortably in a space that was 
only about big enough to turn around in. 

“Ventilation was the first requisite, before we put up 
show cases for instance,” said Halek. “The problem was 
solved by installing a blower at the rear of the store in 
a corner, to exhaust air in that direction, and another 
blower behind one of the show cases, which blows air 
against the back of the case and disperses it around the 

. 
case. 


Lighting is taken care of by fluorescent ceiling fixtures. 
and several spots. In the wall cases, an economy of space 
was stipulated. The partners bought several fixtures. and 
with plywood, nails and hammer, they rebuilt the used 
cases into what they required. 

“All told,” said Chernikoff, “we put about $2,000 worth 
of equipment and merchandise in our ‘closet’ before open- 
ing for business. The wall cases are about two inches 
deep, you see, but to gain the effect of larger cases or 
greater depth, they are lined with mirrors.” 


STEP UNITS INCREASE WINDOW SPACE 


In a way, the same kind of planning went into the pint- 
size show window opened up through the front of the 












building. (The store is entered from the side, off the 
building lobby.) In this small show window, the partners 
built stepped display units with mirrors on practically all 
surfaces, at the rear of the window. (From the street, 
only 40x24 inches of show window is available.) Panels 
in the window background are easily removed to make 
every point of the display area available while standing 
in one place. 

Still another nice piece of planning went into the dj. 
vision of the store into the sales area and the actual 
watch repairing department. About a third of the space 
is relegated to the latter. In order to make this division 
effective and at the same time gain a display advantage, 
the partners constructed a swinging partition to front the 
watch repairing department, with a 30x10-inch display 
case for a counter topping the partition. Business js 
transacted over this case. and the partition is readily 
moved on its hinges to permit entrance to or exit from 
the repairing area, or office. 

Of course the partners had to do more than just set 
up a store in this cubby hole. They had to do a little 
“shouting” about themselves. A distinctively lettered 
sign is one of the “shouts.” It projects vertically from 
the face of the building, and states simply “Rose Watch 
& Clock Shoppe.” Some elaborate neon tubing §aitracts 
the eye in the small show window, along with the words, 
“Watch, Jewelry Repairing,” in neon, and a small black 
and white card, “Entrance in Lobby.” 

But the partners knew these silent messages were not 
enough, that they would have to do something more per- 
sonal and direct. 

“We studied the building occupants themselves,” said 
Chernikoff. “For instance, we have here the offices of a 
Hospital Service organization, B. F. Goodrich, Western 
Union and dozens of other companies. And the employes 
in the individual groups of offices run from a few dozen 
to hundreds. 

“We did some newspaper advertising, but the most 
effective work was done by blotters and pamphlets which 
we got up and distributed right in the offices. We figured 
that if these people were told often enough, they would 
get to know that they could bring their faulty watches or 
broken jewelry to work with them, stop off in the store 
just long enough to give their name and address, and 
both of us would be happy about the whole thing. 

“They save chasing around to find a good jewelry 
store, and of course we get the business.” 

With the location of the store practically making neigh- 
bors out of the partners and office workers, the Christmas 
card method of advertising has also been effectively used. 
When the store was opened in 1942, some 5,000 pieces 
of advertising matter were used, in the above manner. 
Street car advertising has also been used. 

“We set out as a watch repair center,” explained 
Chernikoff, “but it soon became evident that we were 
losing chances to merchandise some jewelry items. Now 
we carry rings, pins and general costume jewelry, and 
repair the same; jewelry is pushed only as the traffic 
and our space will bear, but the whole thing makes a 
nice business.” 


Mr. Chernikoff points to wall cases which 
are only a few inches deep but through the 
use of mirrors, are made to appecr deeper. 
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This year, why reach for the moon to get sales 
when there's plenty of good old sunshine 
profit right within your reach. 


This year, King Edward Silverplate, America’s fast- 
selling popular priced line is your best bet for 
mass-appeal, mass-market volume sales. 


King Edward Silverplate offers you the widest open ~~ ; — 
“KING EDWARD"”,% .. “CAVALCADE” 
stock selection plus popular-priced gifts for the ae 


whole family . .. complete services, carving sets, 


child sets and serving pieces... all beautifully gift WT 4 % 
packaged. Powerful year-round national advertising Lig (Nal 


plus free store-proved promotional aids help maintain 





the steady demand for this fine silverplate. EXQUISITE 
Every item in King Edward Silverplate is sold with an , 
Unlimited Service Guarantee. ( Verp a "4 
We 
— 4 The sun shines all year ’round with King Edward Silverplate. 
i\ 


NATIONAL SILVER COMPANY New York * Chicago * Detroit * Dallas * Miami . Los Angeles * Atlanta * San Francisco * Portland (Ore.) * Seattle 
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Windows of the Month 


(Froi: page 157) 


personal use, the motives which primarily impel gift pur- 
chases should be given thought, especially in writing the 
window copy. 

Affection for the recipient and the desire to please him 
or her with the gift is undoubtedly of first importance. 
The element of pride is also evident in gift purchases, 
whether they are for a casual friend or a sweetheart. 
Everyone wants his gift to do him credit, especially in 
contrast to others which may be received. The price 
and practicality of the gift is an important consideration, 
but rarely the first. 

Any and all of these basic gift buying motives may be 
directly appealed to in Christmas window displays and 
will add force to the appeal already made by the festive 
appearance of the display. Suggesting specific merchan- 
dise for certain types of recipients—stressing style, ser- 
vice and quality features from the point of view of the 
joy and pleasure these will give the recipient are ways 
of appealing to the first of the above motives. Style and 
quality points are used again for appeal to the giver’s 
sense of pride, but these are angled from the giver’s point 
of view. Distinguished manufacturers’ trademarks or 
the store name itself may be stressed as synonyms of 
good taste and prestige. The enduring quality of gifts 
from the jeweler should be especially stressed. 








For our Christmas Display-of-the-Month, jeweled ping 
are “reflected” in Christmas tree ornaments hanging from 
either real or painted fir boughs. The ornaments are 
discs of cardboard covered in gay and shiny satin to 
which the jewelry is pinned. Gift packages serve as 
elevations and a miniature sleigh holds additional gif, 
suggestions and packages. Copy is lettered on a panel 
tacked to the background. If actual fir branches are 
used, they may be nailed to the back of the narrow panel 
shown to the right of the background. Branches should 
not be too heavy in order not to overpower the “orna- 
ments.” The latter will have to be cut to show the bulge 
for the hanger which may be cut from shiny metal paper 
and pasted to the disc. Narrow ribbons suspend the 
ornaments from the branches. 


DON'T FORGET THE NEW YEAR 


New Year’s greetings from every department of your 
store are suggested in the bell-decorated New Year's 
window. The largest and handsomest punch bowl you 
have occupies the center of the window with a hand. 
lettered greeting card standing upright in it. Ribbons 
extend from this card to smaller cards where they tie the 
handles of small punch cups to the cards, appropriately 
lettered. A representation of merchandise is grouped 
with each card. Holly and fir sprays wreath the elevation 
on which the punch bowl stands and cellophane or papier 
mache bells are suspended against the window back. 
sround with gay ribbon streamers extending from them. 
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HENRY MEYER 


ESTABLISHED 1914 


Diamonds 


20 WEST 47th STREET 
NEW YORK 19, N.Y. 


Wire or write for an assortment for 
examination. Also, special attention 
given to matching diamonds. 
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Customers Feel at Ease 


(From page 161) 


Silver Salon has been provided for the display of the 
largest collection of silverware in the Santa Monica 
region. In this room there are no show cases. The many 
different patterns of tableware are arranged upon inclined 
shelves, uncovered by glass. A customer may pick up and 
examine any piece in which she may be interested. 


This idea of having all silverware instantly accessible 
‘sa continuation of the practice established in the former 
store on Fourth Street. Not only does the privacy of the 
Silver Salon stimulate sales but, perhaps contrary to 
expectations, there has never been a case of shop lifting. 

The display does require constant atten:ion by an em- 
ployee to keep the merchandise always highly polished 
and dustfree, but the sales results justify the additional 
trouble. Fine silverware is on display in peoples’ homes 
and, thinks Mr. Frederic, it should not be glass covered 
and made inaccessible in the store. 


This jewelry store serves a substantial number of people 
connected with the motion picture industry, and diamond 
sales are an important part of the Frederic business. To 
accommodate diamond buyers a special Diamond Lounge 
has been set aside in the store for their convenience. How- 
ever, the lounge has been deliberately arranged so as to 
avoid any possible suggestions of high pressure selling. 
Instead of a closed room, the lounge is simply a space 
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behind a counter and equipped with table and chairs 
and proper lighting facilities. Although separated from 
other customers within the store, the diamond buyer is 
free to make his decision at his leisure. 


While Marc Frederic stresses the better types of mer- 
chandise and handles nationally known brands, yet the 
wide price range is adjusted to fit more modest budgets 
without sacrificing quality. As a result, the customer may 
purchase diamonds at prices ranging from as little as 
$25 to $2,500 or more, watches from a few dollars to 
creations selling for $750 and more. 


But regardless of the purchase price, no sale is ever 
completed until the customer is fully satisfied. Every 
item in the store from an inexpensive piece of costume 
jewelry to the most costly diamond brooch or sterling 
silver set is unreservedly guaranteed and may be re- 
turned for full and smiling refund for any reason what- 
soever. . 


The store has consistently maintained a very flexible 
credit policy. Merchandise may be purchased on a thirty- 
sixty or ninety-day basis, or credit will be extended for 
a full year if the customer so desires. Fine sterling silver 
is offered on the customary weekly payment plan that has 
proven to be popular on the Pacific Coast. In commem- 
morating the store’s sixty-one years of service, the current 
silver payments have been placed on the basis of sixty-one 
cents a week. 

The store maintains a repair and manufacturing depart- 
ment on a par with the quality of merchandise sold. One 
show case is devoted entirely to original jewelry creations 
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designed and executed on the premises. Recently, Esther 
Williams, swimming champion and motion picture star. 
ordered a hand-made charm bracelet of gold hearts. The 
order was placed at noon, and the store’s manufacturing 
department delivered the completed bracelet at four-thirty 
that same afternoon. 

In moving to the new location, Mr. Frederic accom- 
plished the unusual feat of making the transfer without 
losing a single business day or relaxing one iota in its 
service to customers. The store was actually moved piece- 
meal. Merchandise from stock was moved first, of course. 
while business continued at the old store on Fourth Street. 
Display merchandise was then packed in corrugated boxes 
and moved to the new store together with its respective 
display case. 

The sales force was divided, some of the employees 
remaining at the old store where customers walked around 
the piled boxes seemingly in no way discencerted by the 
removal activities. Other customers appeared at the new 
location which, for a time, was equally cluttered with in- 
coming boxes of merchandise. The bulk of the transfer 
was naturally accomplished on Sunday, but throughout 
an entire week the transfer went on while at the same 
time service to customers continued with unflagging zeal. 

All of the old show cases and wall cases were moved 
bodily to the new establishment. These cases are con- 
structed of solid walnut and are practically irreplaceable 
today. In designing the interior fittings of the new store, 
consideration was given by the architect to the use of the 
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old cases so that they blend harmoniously with the 
completely modernized establishment. 

Behind all of the various activities of the Marc Frederic 
store is the solid, substantial code of integrity which has 
been the guiding principle for more than sixty years. 
This creed may be put into words by using the following 
statements which have been taken from the firm’s adver. 
tising over a period of time: 

1. To serve the jewelry needs of the people so com. 


IO 


ne 


pletely that no one need look further than Santa 
Monica for the finest of iewelry, and watch repairing. 
To serve by providing the finest of jewelry in all 
price classifications so that the most discriminating 
taste for quality and beauty will be fulfilled at 4 
price that fits each budget. 


3. To serve by maintaining a policy that permits voy 


to purchase according to your convenience by cash 
or open account. 


. To serve by guaranteeing your satisfaction with all 


transactions. whether they be for service or mer. 
chandise. — 

To serve by giving, to the best of our ability, more 
to the community in service as citizens than we take 
from the community as merchants. 


In line with the outstanding fifth item in the fore. 
going creed. both Mr. and Mrs. Frederic take active part 
in all civic improvement and betterment work. In addi- 
tion to being a member of the National Retail Jewelers 
Association as well as the California Retail Jewelers Asso. 
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ciation, Marc Frederic is a director of the Community 
Chest. a member of the Board of Directors of the mer- 
chants’ division of the local Chamber of Commerce, and 
of various other civic enterprises. He was Chairman of 
the 1948 Red Cross drive in Santa Monica and under his 
enthusiastic and skillful management the campaign went 
er the top for the first time in many years. 
Cities change. Times change. Political beliefs and 
dogmas change. But basic principles never change. 

And the basic principles of business integrity which 
have been followed for more than sixty years are as 
solid and unchanging as the spirit of honesty and service 


which inspired them. 
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Customer Information 


(From page 165) 


the ad space surrounding it, and tags such as “girdle,” 
“top break facet,” “table,” “star facet,” “top corner 
facet,” “pavilion facet,” “bottom break facet,” “bottom 
corner facet,” and “‘culet.” 

“Greatest brilliancy—” the ad continued, “—from 
any angle of a diamond is realized through cutting ac- 
cording to the diagram shown here. When you choose 
diamonds, rely on Sands where knowledge of quality and 
value in precious stones has been a standard of assurance 
since 1869. Two diamond-set bridal pairs, selected from 
a large collection are photographed, actual size, at left 
(not showing on ad proof).” 

Sands believes that the above type of advertising is a 
great confidence-builder, giving potential customers the 
feeling that “This jeweler knows the diamond cutting and 
setting business and I’d better drop in and talk over that 
diamond I want!” This kind of advertising, Sands re- 
ported, costs the same as other advertising of the same 
size—but it is more effective, as shown on his books. 

Sands used to do similar advertising on street car 
cards, and ‘many people commented that it was very 
enlightening. Inquiries come along as to how to have 
diamonds set to their best advantage. And there is addi- 
tional traffic resulting from requests for appraisals as 
mentioned above. 

While trying to tell people the things they should look 
for in diamonds, Sands never uses the words “perfect 
diamond” or “blue white diamond” in its advertising. 
According to James, there is no such thing as a perfect 
diamond, nor do you very often see a blue white diamond. 
You’re disillusioning a customer, saying those things, 
and eventually you'll lose the confidence of that customer, 
through another source of information. 

“Stick to the facts,” Sands admonishes. Gem dealers 
themselves seldom see blue whites. And as to “perfect,” 
well there’s a jeweler who will say, “This diamond is 
perfect, but it is imperfectly cut.” This is misinforma- 
tion, according to Sands, and can hurt you in the long 
run. There are too many conceptions in diamonds, in 
their refractions and ways of cutting—just steer away 
from the word perfect, and you’re better off. 

Along another “informative” tack, Sands really gives 
the watch-troubled customer a square deal. You walk 
into this store and say: 


FOR NOVEMBER, 1948 

















Importer of Precious, Semi-Precious 
and Synthetic Stones 


10 WEST 47" STREET - NEW YORK 19, N. Y. 





209 








: 1 


| / 
/ 
\ 
\ 
y 
. , : ‘ ¥ f ‘| 
\ | i / ff 
* . Y A 


FINE CALIBRE WORK 
OUR OWN SHOP ON PREMISES 


/HLR. BENEDICT & SONS 


INCORPORATED 
62 WEST t7th ST., NEW YORK 19, N.Y. 





“My watch has stopped. Will you tell me what’s wrop 
with it?” 

Of course you might be in a hurry. This requires tact 
But if you have a minute, a salesman at Sands will real}: 
help you to understand what a watch “‘is all about.” 

“We have a watch with glass on both sides,” said 
Sands, “and we get this out first and let them see the 
watch running, without a face, and without a concealing 
back, and we point out carefully just what is going op 
with all those little cogs and wheels. 

“Then we get out this large booklet,” he continued 
exhibiting a copy of “My Watch Has Stopped. Why?” 
once distributed by JEWELERS’ CIRCULAR-KEysTong, |} 
is packed with information on the whv’s and wherefore’. 
of watch construction and running. 

At Sands, they believe in dramatizing watch “informa. 
tiveness” by leafing through the book and discussing 
watches with a customer, or by just repeating some of 
the information given therein. 

“People love to hear facts like these— ‘. . . the balance 
wheel revolves 18,000 times every hour . . . or say, over 
157,000,000 times a year . . . if it rolled in one direction 
it would go some 4,000 miles in a year,’” according to 
Sands. “You thus break down the little mysteries of a 
watch and Jet the customer understand it better. 

“The average customer appreciates this kind of in. 
formation and reacts favorably. If you use plain, 
ordinary terms, you don’t baffle—you create good will.” 


e 





Wrap Up Christmas Sales 


(From page 170) 


box. Overlap through the center enough so that it just 
fits the length of the box. Now place your gift inside. 
If necessary, put a little crushed tissue around your gift 
to keep it from rattling. 

Step No. 2: In wrapping boxes, be sure that the paper 
is the exact size—wide enough to go around the length 
of the box and to overlap 114 jn.—extending at each 
end one half of the depth of the box. Before cutting the 
paper to the size needed, center the design of the paper 
carefully. Place the sheet of paper face down on the 
table with the box on it, upside down, if possible. (If the 
box cannot be turned upside down, arrange the overlap 
so that it will be covered later by the ribbon). Bring the 
paper up over the top, overlapping the edges as near the 
middle as possible. Fasten the edges with a matching 
seal or white library paste. 

Step No. 3: Fold each side of the ends inward, mak- 
ing neat creases at the edges. 

Step No. 4: Bring the bottom flap up and the top flap 
down. To hold the flaps in position, secure them at each 
end with a matching seal or white library paste. 

Step No. 5: Tie the ribbon, leaving the ends long 
enough to tie on a separate decorative bow. The tying 
may be across the middle. 

Finally—and this is extremely important—be sure that 
gift cards are readily available. If your budget can be 
stretched, decorative cards with your store name im- 
printed might be ordered for use on the outside of 
packages. 
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Doorways to Profits 


(From page 163) 


not bought to be worn in a jewelry store. They’re going 
to be worn at home. so why not also show them in their 
native habitat? 

Also, on the subject of such jewelry, many a woman 
fails to come to a decision over a specific piece in the 
jewelry store simply because although she may like it 
with the dress she is wearing, she is uncertain whether it 
will go well with another, perhaps a new and favorite 
frock. Shown the item at home, such indecision is 
eliminated. All she need do is nip upstairs, put on that 
particular dress, and make up her mind on the spot. 


And don’t forget the gift angle. Many people having a 
subconscious memorandum concerning an impending 
anniversary fail to associate it with jewelry. The jeweler. 
showing merchandise in the home, may easily strike a 
responsive chord and the housewife will be reminded of 
Aunt Hattie’s impending birthday. Thus. a sale is made 
which might, otherwise, have gone to a candy shop in a 
last-minute effort to meet the deadline. 


If you sell electrical appliances keep in mind, also, that 
they, too, are used primarily in the home and, therefore. 
offer an excellent opportunity for selling there. And don’t 
forget that if you, the jeweler, fail to sell an appliance in 
this fashion, some other enterprising “outside” merchant 
will probably make the sale. 






























Pride, unquestionably, provides the retail jeweler’s 
vreatest objection to selling in the home. “It’s humiliat- 
ing, he says. “Imagine going out myself, or having a 
representative go out, ringing doorbells, soliciting busi- 
ness.” 

The answer to that is: Anything is humiliating it you 
make it so: and it isn’t always necessary to ring doorbells. 
The point has been made that potential customers live be- 
hind the front doors in your community, and that it 
would benefit your business to meet them at home. 

How can that be done without ringing doorbells? 

Well—-let us suppose that a lady enters your store to 
pick up the watch she had left to be repaired. Probably 
she is not particularly interested in looking at jewelry at 
the moment—she may have an appointment with the 
hairdresser in fifteen minutes and wouldn't miss it for 
the world. 

However, once she has had her hair seen to, and re- 
turns home, she will probably be relaxed, more susceptible 
to your merchandise. 

Why not approach her in this fashion: 

“Mrs. Jones, I know that you’re in a hurry now and | 
wouldn't detain you for anything. But we have just 
received some unusual costume jewelry which would com- 
plement the effect of that black dress you were wearing 
the other day when you brought your watch in.” 

Mrs. Jones will, in all probability, momentarily dis- 
regard her appointment, for a woman is always pleased 
by a favorable comment on her clothes. “Well—” she'll 
say. “I don’t know—” 





Your name on this 





logical achievement. 


G.9. 74. Students Say - 


"...the Course has helped from a business 
standpoint...many new sales due to my ability 
to answer questions intelligently." 


" ... Sorry | couldn't have taken this Course 20 
years ago when | first started in the jewelry 
business..." 





".../'ve enjoyed every minute | have spent 
on the Course." 


"...the Course fills a definite need in the 
industry." 
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Gemologist Diploma 


Proclaims You a Diamond and Gem Expert! 
You are awarded a GEMOLOGIST DIPLOMA when you 


successfully complete the series of four practical G. 1. A. Cor- 
respondence Courses, the most thorough and interesting course 
of its kind in the world. The diploma acts as internationally 
recognized proof of your specialized knowledge and gemo- 


DY GEMOLOGICAL INSTITUTE of AMERICA 


ESTABLISHED 1931¢A NON-PROFIT EDUCATIONAL INSTITUTION 
941 S. ALEXANDRIA AVENUE+LOS ANGELES 5 CALIFORNIA 
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For FREE Literature, Full Information 
Clip and Mail Coupon Today! 





541 S. Alexandria Ave., Los Angeles 5 


| 
Please send me FREE literature and full informa- | 
tion, with no cost or obligation to me, on your 
Gemology-Courses-By-Mail. | 
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That’s your cue. “I should be very happy to send one 
of our representatives to visit with you at your home to 
show you the pieces. Say tomorrow afternoon at three?” 

Mrs. Jones will probably ponder a moment. “Well— 
I really don’t know—” 

Press the point. “Perhaps tomorrow wouldn't be satis- 
factory. Wednesday afternoon, perhaps?” 

In all probability she'll give in. Or, if she doesn’t 
want to have someone call at the house she may consider 
dropping in the store in a day or so. or even after her 
visit to the beauty shop. Either way, she has been con- 
ditioned in advance. 

If Mrs. Jones does agree to have a representative call 
at her home, the salesperson will be prepared with a few 
other items as well. Not too many, lest it appear that 
an attempt is being made to unload the entire contents 
of your store simply because entree has been gained. 
But a few samples of flatware, perhaps, watchbands, 
bracelets, etc., would not seem like too many items to 
show casually. And looking about her home the repre- 
sentative will, if alert, notice other sales opportunities— 
perhaps clocks, chinaware, hollowware, etc. 

Of course it would hardly be enough to depend entirely 
upon making appointments for “home sessions” with cus- 
tomers who appear to be in a hurry. There are other 
factors in the approach, other approaches. 

For instance, do you employ a lady salesclerk? Is she 
active in social affairs such as the woman’s clubs, 
Ladies’ Aid, garden clubs, etc.? If so, the chances are 
she attends their meetings with a fair amount of regu- 


larity. (lf she cannot, simply because her duties at you, 
store prevent such activities, it would be well to see to it 
that she gets time to attend them.) At such meetings 
she can make contacts with the ladies of the community 
and build good-will for your firm simply through letting 
it be known that she works for Blank’s Jewelers. And 
frequently, while attending such social meetings, she wil] 
be able to arrange appointments for home visits to show 
jewelry, silverware and other merchandise. 

If club meetings are held on a “rotating” basis, at the 
home of a different member each week, the opportunities 
for such contact are particularly good. Sizing up the 
premises, your lady representative can, for instance, ad- 
mire her hostess’ flatware pattern and point out how 
much it would be enhanced by an appropriate chinaware 
pattern which your store stocks. And if the club meets 
once at the home of your own representative, all stops 
can be pulled out! Lend her flatware, chinaware, acces. 
sories, etc., so that she, your store, and the merchandise, 
make the best possible impression. Interest among the 
ladies is certain to be stimulated. 


USE THE TELEPHONE 


The telephone offers another method of gaining access 
to the homes of your potential customers without resort- 
ing to doorbell pushing. Not just a willy-nilly picking 
of names from the book, of course, asking for an appoint- 
ment. That would almost certainly evoke a_ negative 


response. Instead, check your customer list, analyze 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. me. 
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their most recent purchases, and you will be able to 
deduce something about their interests. 

For instance, did Mrs. Brown buy a pearl necklace 
two months ago? Yes. Did she buy a set of earrings 
at the same time? No. Well, then—why not ring her 
up now and mention, rather confidentially, that you nave 
received a limited number of sets of pearl earrings 
which would go splendidly with the necklace? Chances 
are she'll sound a bit interested and promise to drop by 
and examine them. 

Don’t agree to this if you can help it. however. She 


may forget the whole matter and never put in an appear- 


ance. Instead, put the matter this way: 

“Mrs. Brown, these earrings are something special. If 
they had been designed with your necklace in mind they 
couldn’t match it any better. And, since I have only a 


very limited number of sets [ want you to know about | 


them before they are gone. Couldn’t I drop by this after- | 


noon. some time, or tomorrow? I'd be glad to show them 
in your home.” 

Flattered by your interest, Mrs. Brown may agree. 
Or, if she plans to be busy for several days. an appoint- 


eee - 


ment may be made for later on. Even if you cannol | 


arrive at a satisfactory time for a visit to her home, 
however, your interest and enthusiasm should, by this 
time, register enough to cause Mrs. Brown’s curiosity 
to rise. The next time she is downtown she will probably 
drop in to see the earrings in your store. 

There are other methods of securing appointments to 
visit people at home—methods too numerous to mention 
here. Contacts through High School classes, for example; 


leads furnished through newspaper real-estate announce- | 
ments of new homes purchased (“Surely. Mr. Smith, Mrs. | 
Smith will want new flatware now that you have your new | 


home’); displays at woman’s club shows, etc. 
play : 


MEETING PEDDLERS ON OWN GROUND 


Or, if you feel that you can afford it and that it will | 


materially increase your business, you may decide to 
have several outside representatives actually out calling 
door-to-door. 

In this case, one primary bit of advice is offered by 
Walter Dietz, president of the Electrolux Corp., whose 
high grade vacuum cleaners are sold exclusively house- 
to-house. “The first thing a successful salesman does 
when he approaches the home,” says Mr. Dietz, “is to 
look at the door and see which side the hinges are on. 
He does that so he will know which way the door will 
open. Then, after he rings the bell and the door is 
opened, the first thing he does is take off his hat, say 
‘Good Morning,’ and TAKE TWO STEPS BACKWARD.” 
That, more than anything else, proves to the woman in 
the house that you’re not trying to ‘crash the gate’ or 
force your way in.” 

If you have outside salesmen actually calling on house- 
wives without previous contact they are, of course, 
competing in a real sense with other door-to-door sales- 
men. Since these outside individuals offer the housewife 
real incentive to buy, your operatives will have to combat 
this with concrete facts. 


For instance, being practical, a housewife may ask | 
your representative why she should purchase from him, | 
at the same prices displayed in your store, when an | 
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itinerant peddler has just offered her similar merchandise 
at a substantially lower price. 

“We are selling quality,” your salesman should counter. 
“Nationally-known trademarked merchandise, put out 
under the label of a respected manufacturer.” 

“But,” the housewife protests, “they claim that their 
item is made by a well-known manufacturer.” 

“Perhaps it is,” is your man’s rejoinder. “But does 
it say so on the product? Could you put their silver- 
ware, for instance, on your table and expect your guests 
to know that it was an authentic pattern of a nationally- 
known manufacturer? Or would you feel impelled to 
explain the fact, laboriously, to everyone present? Our 
merchandise, being nationally-known and trademarked 
thus, is as obviously the product of its maker as the little 
aspirin tablet which bears Bayer’s name. You're sure of 
what you’re buying when you deal with us.” 


CITE OTHER ADVANTAGES 


This statement should be followed up, immediately, by 
citing the other advantages of buying from the established 
jeweler. 

“Look at the other services rendered by our firm,” 
your salesman can point out. “If you wish your flatware 
engraved, we are in a position to do it. If, in a year or 
so, you require additional serving spoons, butter knives, 
etc., we carry them in stock. If someone in your family 
wanted to give you hollowware in a pattern complemen- 
tary to your flatware, we have a large selection on hand 
right in your own town at all times. 





“In short,” your representative may conclude, “what. 
ever you purchase from us is backed by our reputation 
as your local jeweler, gained through years of ethical 
service within the community. No door-to-door peddley 
selling untrademarked merchandise can offer you that,” 

At this point the housewife may counter that the itiner. 
ant peddler has, after all, offered her a “deal.” He has 
promised, for example, a free place setting for every set 
of his silver purchased by one of her friends. 

That’s your man’s cue to point out the disadvantages 
of this arrangement. He has, of course, already pointed 
out that the peddler’s merchandise is not nationally. 
known and, therefore, lends no particular prestige to the 
housewife’s home. 

However, there is a supplementary argument to that— 
one appealing to the housewife’s vanity. If she gives the 
names of her friends to the peddler, in return for a 
chance at a place setting, etc., the peddler will, as soon 
as he talks to her friends, make the same offer to them. 
And that will let the cat out of the bag—her friends will 
know exactly how she got her silver and she will feel 
under obligation. 

These arguments, if followed by another recital of the 
advantages of purchasing “name” merchandise, should 
help to win over the housewife. In addition, flattery will 
do no harm, either. “With your lovely home,” the sales. 
man continues, “you should have the very best. And, 
since you can afford the best in silverware (the difference 
in price is amazingly slight, really), why not get it so 
that your friends will be truly envious. If you have the 
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best, you won't have to high-pressure them into getting 
the same thing. They'll want it simply because you 
have it.” 

When the housewife is completely won over by these 
sound reasons, and the many others than any alert, 
aggressive salesman can advance, it is time for the repre- 
sentative to apply an ethical modification of the door-to- 
door peddler’s “giveaway” gimmick. 

“Now that you've purchased this lovely set of new 
silver, Mrs. Smith,” he says, “I should personally zppre- 
ciate it if you would mention the fact that it was pur- 
chased from Blank’s. There is, you realize, considerable 
prestige involved with having purchased from. a reputable 
jeweler and we jewelers acquire that prestige from the 
patronage of people such as you.” 


Just that—no promises. 


However, later on, when one of Mrs. Smith’s friends 
comes into the store and asks to see some silver “like 
Mrs. Smith’s,” that’s you cue to act. Immediately send 
some sort of a gift to Mrs. Smith, thanking her for having 
mentioned your store in connection with her new silver- 
ware. It need not be an expensive gift—perhaps a plated 
coaster tray, a vase, or something of that sort. but it 
should be something which the recipient will appreciate 
and, perhaps, hope to duplicate by further mentions of 
the fact that her silverware (or jewelry, or whatever) 


came from your store. 


Bear in mind, of course, that these gifts are chargeable 
as “advertising expenses’—they are not price-cutting or 
premiums. They have been given to the recipients strictly 
as advertising and no stigma is attached to them. 


This process of sending a gift to a person known to 
have recommended your store should, naturally, be con- 
tinued in every instance. Not necessarily the same gift, 
of course—it might be well to vary them a bit simply 
to add to the element of surprise. But if the practice is 
carried out effectively, in a very short time your lady 
customers will get the idea and, in effect, become your 
advertising agents or unsalaried salespeople. In addition 
to building good will, without actually having made 
promises you will have given your customers an excellent 
incentive for rooting for your store. 

Actually “outside selling” does not really mean having 
a corps of doorbell ringing salesmen. It means having 
vour merchandise seen and admired outside of your store 
—preferably right in people’s homes. It would, perhaps, 
be better termed “out-of-store thinking’”—thinking of 
ways and means of having merchandise brought before 
potential customers outside of your store. 

Why not give careful consideration to this notion of 
“outside selling’—which is really “outside thinking.” 
Perhaps, in view of some of the facts reviewed in the pre- 
ceding paragraphs, you may come to realize the folly of 
maintaining the prejudices you may have inherited with 
your store. 

The customers are all there. But they must be formally 
introduced to your merchandise! 


(Since a number of retail jewelers throughout the United States 
have found that “outside selling” (or “outside thinking”) has paid 
off in increased volume. THE JEWELERS’ CIRCULAR-KEYSTONE will 
consider a number of case histories in this field. They will form 
the basis for an article scheduled to appear in an early issue of 
this publication.) 
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Homelike Atmosphere 


(From page 166) 


times listen to family troubles, experiences about opera- 
tions, who’s coming for dinner, and why a certain movie 
star is disliked, before we get down to business. We never 
use planned sales talks. However, the customer usually 
learns and appreciates the value of the service we are 
rendering before very long. 

“The friendly, home-town touch is one investment we 
have made that is paying off handsomely,” says Mrs. 
Miller. 

Assisting Mrs. Miller in the operation of the store is 
her son Dolph who has, from the very outset, contributed 
many ideas of his own. 

Dolph was responsible, for instance, for the idea of 
catering to the whims of brides-to-be, thereby building 
up a substantial bridal shower business for the firm. 
“We get eighty-five per cent of the bridal shower business 
in the Permian Oil Basin,” he reports, “simply because 
we go all-out in our effort to please the girls. 

“Sales of china, silver, and crystal are booming be- 
cause of our reputation as bridal headquarters with gifts 
priced to fit both small and large budgets. 

“We endeavor to give each bride a table setting from 
our stock, arranging a setting of her tableware selections 
and displaying her name, conspicuously, on a large card 
in the center of the table.” 






Platinum Watel; C805 






Display fixtures in the Miller store are unusually 
beautiful, being built of bleached oak, with curved lines 
which have the effect of swinging the patron’s attention 
to focal points of interest. One high-spot in the interior 
is the diamond department in which is displayed one of 
the largest inventories in West Texas, with one-half of 
the stock in loose stones to be set in mountings tailored 
to customer specifications. 

“We advertise heavily with three local Odessa radio 
stations and one station in a neighboring town,” says 
Dolph. “We feature diamonds in most radio copy, since 
this is our sales specialty. We are exclusive screen adver. 
tisers in Odessa, using all six theaters here and fiye 
theaters in surrounding communities. We have found ful] 
color trailers, used consistently, and featuring diamonds, 
highly effective.” | 

Miller’s advertising is budgeted around five to seven 
per cent of gross sales. To supplement other advertising, 
the Texas firm recently initiated an outdoor advertising 
campaign that will stress the slogan “Serving West Texas 
a Third of a Century,” on every rancher’s windmill and 
water tank in the West Texas area. Brevity characterizes 
all company advertising, and road signs, and windnill 
and tank signs, reflect this policy. 

“We try and never overlook small opportunities to sell 
our store to the public,” Dolph continued. “That’s old, 
tried and proven advice which we heed by plastering our 
firm name and slogan on a ranchhouse windmill that has 
a strategic spot in view of the motoring traffic on well. 
traveled highway.” 
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T. L. Miller, founder of the firm, pioneered in jewelry 
retailing in the rough-and-ready West Texas oil boom 
era. One of his achievements was the construction of the 
“world’s largest watch,” a timepiece weighing 200 
pounds, costing $3,000 and requiring a year to make. 
This watch, currently on display in the Miller store, has 
been exhibited at the Texas Centennial, national jewelers’ 
conventions and Ripley’s “Believe It Or Not Odditorium” 
at the New York World’s Fair. Made of fine steel, bronze, 
nickel and brass, decorated with agate and jaspar, the 
huge timepiece is a tremendous drawing card for the firm. 

For years the Millers were known throughout West 
Texas as the “flying family.” In 1941 Mr. Miller and a 
son Lamont were killed in a plane crash and this made 
it necessary for Mrs. Miller and son Dolph to take over 
the operation of the business. 

Mr. Miller’s original one-man watch repair business 
had expanded to a five-store chain by this time. However, 
Mrs. Miller and Dolph decided to consolidate the busi- 
ness and operate a single store in Odessa. Remodeling to 
provide the “homelike” atmosphere mentioned above, 
plus building up a reputation for both the “personal 
touch” and integrity, has resulted in the firm’s present 
day position as one of the busiest jewelry stores in the 
area. 

There’s no secret for the firm’s success, according to 
Mrs. Miller. Or, if honesty could be a secret, that’s it. 
“Honesty works three ways for us,” the owner states 
simply: “Honesty in advertising, honesty in selling. and 
most important of all—honesty with ourselves.” 
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Pooled Contributions 


(From page 194) 


Commerce. He also agrees that if a solicitor’s plea is 
rejected he will not embarrass the trustees, etc., by over- 
riding the judgment of the trustees, thus protecting the 
plan. Neither are contributions to be made to supple- 
ment awards made from the fund. 


4. Payments are made by members in installments; 
one half before January 15th, the third quarter in May: 
and the final quarter in September. 


3. No participant can pay less than $25 per year. 
6. Funds are in custody of local banks; all checks 
being deposited in banks upon which checks are drawn. 


7. The board of trustees is based upon number of 
banks in the city, with one officer from each bank and 
the secretary of the Chamber of Commerce comprising 
the board of trustees. 


S. Reports of receipts and disbursements are made 
quarterly, and the annual report audited. Amounts sub- 
scribed by participants is not reported, which avoids 
any possibility of criticism of amounts subscribed. All 
disbursements are reported, names of recipient, amounts 
given, and dates contributions are made. 


9. All participants must pay on the same basis, regard- 
less of time of affiliation. In Beloit it is one half of the 
1937 expenditures. The existence of this plan is saving 
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money for all business men whether participants or not 
because when a racketeer cannot reach the larger givers, 
he will not spend time calling on others. Therefore, any- 
one desiring to join in 1950 would not be paying his just 
share, if permitted to pay on one half of his expendi- 
tures of the previous year. 

10. Cards are provided all members showing they are 
participants in this plan. 

11. All requests for donations, cash, or merchandise, 
are met from the fund except legitimate community calls. 
such as community chest, any and all community social 
agencies, such as Y.M.C.A., Y.W.C.A., Salvation Army, 
Visiting Nurses, Boy and Girl Scouts, Family Welfare. 
All contributions other than legitimate newspaper, maga- 
zine and billboard advertising is paid from the fund. This 
includes college and high school annuals, calendars, time 
books, show and athletic event programs; in short. any- 
thing and everything beyond the exceptions given. Din- 
ner and supper tickets are expected unless attempts are 
made to sell in blocks beyond the ability of purchaser to 
actually use. 

12. Under no circumstances are donations made to 
organizations employing outside promoters on a per- 
centage basis. In Beloit, the Chamber waits until the 
event has been staged, and then sends the organization 
a check with the understanding that they are being pre- 
sented with a gift no part of which shall be given to the 
promoter. 

13. No contributions are made to convention programs 
being published on a percentage basis. If an organiza- 
tion is publishing its own program, the Chamber con- 
tributes. 


_—— 


14. Solicitors unknown to the Chamber are given pn, 
consideration until they appear with a letter of introdyp. 
tion from the president of the local chapter of the organi. 
zation they represent. 

15. Not more than one contribution a year is made ty 
any group. 

16. When electing to operate under the Beloit Play 
a participant is required to provide a list of contributions 
made theretofore (1937) which serves two purposes, ascer. 
taining the amount the participant shall pay and also fo; 
a guide in the first year in determining the size of the 
contributions to be made. 

17. The trustees are appointed by and answerable ty 
the board of directors of the Chamber of Commerce. 

18. When approached by a solicitor, the Chamber of 
Commerce Secretary (who is best qualified to determine 
whether a contribution should or should not be made, and 
if made, the sum to be given) learns the amount the 
organization hopes to acquire, then presents a list of 
members with instructions to canvass the balance of the 
city; then return, and a contribution will be made for 
the participants under the plan. This is a wise move, for 
if donations are made first under the plan, before the 
city has been covered, then the Chamber participants will 
be carrying the whole load. All solicitors are told that 
upon their return they will be dealt with in exactly the 
same degree of liberality displayed by non-members. 
That warning usually develops better salesmanship and 
in several cases the solicitors reached their goal and 
called to say it would not be necessary for them to return. 

Mr. Nelson goes on to say, “Advertising schemes are 
far more difficult to handle than direct requests for 
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donations, though they amount to the same thing. Be- 
cause of the wide variety of advertising ideas, we have 
divided them into groups and handle them as follows: 


COLLEGE AND HIGH SCHOOL YEAR BOOKS 


“We enter into contracts for exactly the same amount 
of space our members have been subscribing for in former 
years, and we take advantage of number of pages saved 
by using only one page list for all contributions. For in- 
stance, our former members used 16 pages of advertis- 
ing which actually cost the senior class $10 a page. By 
eliminating 15 pages at $10 per page, the class nets exact- 
ly the same amount from our members as before, and 
our members save $150 which formerly went to the 
printers. And we will all agree that the listing of a name 
as a contributor is as valuable as a page ad in a program. 


PROGRAMS 


“We positively will not purchase space in a program 
for any event regardless of sponsorship, if proceeds from 
sale of advertisements are regarded as part of gross pro- 
ceeds, to be divided between the sponsoring group and 
a director or promoter. We will furnish the programs 
in any numbers necessary, but if that offer is refused, we 
wait until after final settlement between promoter and 
sponsors, and then mail a check as previously explained. 
In case the sponsors only aim to sell enough advertising 
to pay for programs, we offer to provide the program or 
pay a generous part of the costs. 


CALENDARS—TIME BOOKS 


“We do not contract for space in time books or calen- 
dars for the reason that they are never issued without a 
promoter in the baekground. When approached on time 
book propositions, we offer to make outright donations to 
sponsoring organizations, which is always accepted. 
though promoters do not like it, ever. We turn a deaf 
ear to calendar advertising and positively refuse to con- 
sider any proposition over the telephone. 


“Show and dance tickets are not purchased. I[f an 
organization is staging an event without professional 
help, we agree upon an amount which is given as an out- 
right gift, but never give a dollar to anything at any time 
that is to be divided with a professional promoter. 


“Savings made from elimination of racketeers and 
professional promoters permits being liberal with churches 
and organizations in our city and trade territory. We 
are never satisfied when making a donation to one of our 
own groups, until assured that the recipients are happy. 
To save money and stir up antagonisms would not permit 
us to claim that our Beloit Plan has proven successful. 


“But the fact that we have operated ten years without 
an appeal from those we favored, the fact that we have 
scores of letters of congratulation and appreciation, the 
fact that not one member has violated the agreement with 
the trustees by making contributions, the fact that not 
once has an outsider with a racket succeeded in Beloit 
after being rejected by the trustees; the fact that we have 
cut the annual donation and advertising expenditures of 
every member one half, gives the right to believe that we 
have solved one of the oldest and most troublesome busi- 
ness problems. 
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Small Space Ads 


(From page 184) 





advertising dollars but if the idea remains in use too lon 
it is wasting money. Generally a month’s time should be 
the absolute limit; change of copy weekly has been 
proven to be much better. 

12. Get near important ads if possible. There are cer. 
tain types of advertisements in newspapers which have as 
high a reader interest as the news columns; department 
store layouts, for example. A small ad placed near one of 
these will have much better chance of being read by a 
maximum number of people. 

13. Pick the newspaper carefully. Generally speaking, 
individual newspapers have group followings in their 
cities. Make certain that the paper being used is the one 
with widest possible circulation among the groups of 
people who are to be reached by your small ad. 

14. Tie in small ads with other advertising. The theme 
of small ads should be carried into sign advertising 
within the jewelry store, direct mail and wherever and 
whenever possible. 

15. Use an occasional large ad in the series. When 
business has been exceptionally good, boost the ad budget 
with use of larger space but pick the day of the week 
when an idea can be put over with maximum effective- 
ness and carry through the same theme and signature of 
the small ad series. 

16. Keep away from familiar type faces. Ordinarily, 
if no other instructions are given, small ads are set in 
type styles and faces carrying a great deal of similarity. 
An off-the-beaten-track type style helps focus more atten- 
tion on our small ad. 


17. Watch seasons carefully. Seasons of the year offer 
good opportunity for different ideas in small ads; changes 
should be made to conform with such seasons, holidays 
or events being held in one’s community. 

18. Call attention to these small ads. Cutting out a 
small ad and pasting it on a large cardboard, which in 
turn can be placed in the window or at the cash register, 
will help to secure more interest in the idea being pushed 
in one’s small ad. 





The Ad-Viser 


(From page 200) 


The Post Office requires that each mailer be addressed 
in a uniform manner, as follows: 


Rural Route Box Holder 





K+. 2 26°14 e2rw tt es 2 4266 Oat 8 SM CoS eS SB we Le Sa Se OU US Ue Ce 


(Post Office & State) 


or 


Rural Route Box Holder 
Local. 


These mailing pieces must be put into bundles of 90. 
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Each bundle must be carefully marked with the above 
designation. Further information can be obtained from 
your local Post Office. 

' This method has eliminated two big items in mailing 
costs. It is no longer necessary to address each piece 
separately as previously. Accumulation or purchase of 
a mailing list is omitted. A great saving can be afforded 
as a result. 

7. Use the classified ad section to push merchandise. 
Many jewelers have built up successful volume by adver- 
tising in the classified section. An effective practice is to 
run about four or five ads per week. Scatter them 
throughout the classified section. Make each one a real 
special. It will get good readership and consequently— 
business. 

8. Use your telephone to advertise special sales. A 
personal telephone call can do an excellent job of in- 
forming your customers about special sales. Spending a 
few hours each day in advance of the event. will pay off 
in huge dividends. 

These methods, of course, cannot supplant your main 
advertising. It cannot ever take the place of newspaper 
or radio promotion. Instead, it should be used in addi- 
tion to what you are doing. The cost will be small but if 
carefully handled, the results will be gratifying. Natural- 
ly, it is not possible to use all as mentioned. However. 
merchants should choose the idea they like best and 
adapt it to their own individual needs. 


Ring Display Fixture 
(From page 178) 


(the other matter the firm had in mind when the panels 
were designed), a special plywood cabinet was built with 
runners at the top and bottom. Each evening salesmen 
or the store porter remove the panels from the window 
simply by removing the wooden pegs, and slide them into 
this storage cabinet. The cabinet is then trundled, on a 
small dolly, to the store safe, where they are locked up 
for the night. 

The display cards used on the panel are approximately 
2” x 4” each, purchased in lots of five and ten thousand 
at a time. They are turned over to a local printer to 
have the firm name printed at the top and a slogan at 
the bottom, and a No. 2 Owl wire clip is inserted in a 
slit in the center of each card in order to hold the ring 
to be displayed. A show-card painter letters in the in- 
formation pertinent to the merchandise, such as price, 
quality, carat weight, etc. 

“We recognize that this panel method is slightly un- 
orthodox,” concluded Richar Shane, “but we think this 
method is needed today. The big thing is to impress the 
public, and then give them plenty to choose from. I don’t 
know how we could put more diamonds into our 
windows!” 
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No. 247 has Westminster 
Chimes. Other models illustrated offer choice 
of Westminster or Westminster, Canterbury and 
Whittington Chimes. 





Only the unusual attracts. 
That’s why Herschede 
Chiming Floor Clocks are 
featured by so many out- 
standing stores. Cathedral 
chimes, superb designs, ex- 
traordinary craftsmanship 
make these clocks unusual, 
distinctive— highly effective 
in appealing to the most 


desirable patronage. 


Write, today, for a copy 
of the new Herschede 
catalog. See the full 
array of masterly crea- 
tions that bring added 
prestige and profits. 












THE HERSCHEDE HALL CLOCK CO. 
CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
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@ FINE JEWELRY @ 
@ TOILET WARE 





"“TOASTMASTER" 





TOASTER 








DISTRIBUTORS OF 50 FAMOUS LINES: 


OC Ononhawrhn — 


. Seeland Watches 
. Community Plate 
. 1847 Rogers Bros. 
. Wm. Rogers & Sons 


. American Queen 
. S$. O. Bigney Co. 
. Bliss Bros. 
. Bugbee & Niles Co. 

. Campus Men's Jewelry 
. Carl-Art, Inc. 

. Carmen Bracelets 

. Dorson Jewelry 

. Deltah Pearls 

. Excell Mfg. Co. 

. Finberg Mfg. Co. 

. W. E. Hayward Co. 

. lrons & Russell Co. 

. Iskin Jewelry 
. Jacoby-Bender, 
. Kestenman Bros. 
. Laguna Pearls 


Dita te e 


Mfg. Co. 49. 


A Complete Line of Stone Rings 


26. Marathon Co. 

27. Marvella Pearls 

28. Shiman Mfg. Co., Inc. 
29. R. F. Simmons Co. 


. Tudor Plate 30. Speidel Corp. 

. Anchor Rogers Sterling 31. Louis Stern Co. 

. Poole Silver Plate 32. Van Dell Jewelry 

. Farber Bros. Kromekraft 33. Herschede Hall Clocks 


34. Ingersoll Clocks & Watches 
35. Ingraham Clocks & Watches cs 
36. New Haven Clocks & Watches 
37. Revere Hall and Chime Clocks fF 
38. Telechron Electric Clocks ‘a 
39. Westclox Clocks & Watches a 
40. Ronson Lighters, etc. 3 
41. Hamilton-Beach Appliances 
42. Manning-Bowman Appliances 


43. Ekco Pressure Cookers ee 


44. Parker Pens 


45. Schick Shaver e 


46. Toastmaster Products 
47. Silex Coffee Makers 
48. Terry Wallets 

Rival Appliances 
50. Rolls Razors 


DIAMONDS 





Aisenstein & Gordon Ine. 


712-714 Sansom St. 


Phone: Walnut 2-3995 


AG Philadelphia 6, Pa. 
& 


















Designed for Selling 





(From page 198) 


cameras with flash guns attached, etc. Incidentally, light. 
ing for the cases flows from frosted glass panels between 
the “cubes” to bring out fine details in camera construc. 
tion. 

The watchmaking department is immediately to the 
rear of this. A walnut counter surrounding this depart. 
ment has a formica top, proof against scratches and mar. 
ring. In the counter backbar is another innovation—a 
series of sturdy stock and order drawers, each with a 
short sloping front, which exactly resembles a radiator 
erill—each drawer representing one louvre in the grill. 


“Customers are puzzled by the presence of so many 
ventilators here and there throughout the store,” Mr. 


‘Rudolph says. “Actually all of the ventilators are merely 


tiers of drawers.” 

In the rear right corner is another brand-new depart- 
ment on the Kortz-Lee list—a complete sterling and 
plated flatware-hollowware department. Three six-foot 
wall cases in an L-shaped angle likewise feature a walnut- 
enclosed sloped front, four levels of glass shelving, 
with a background painted a rich salmon red, which after 
much experimentation, Kortz-Lee found to most effec- 
tively contrast polished silver services. The flatware case, 
out in front, is a knee-hole type, with three comfortable 


' upholstered chairs and ten trays for individual place set- 


tings, which have the unusual feature of sloping sharply 
from the front of the case to the rear, so that all patterns 
on display are visible from a long distance away. 


“This is a simple idea which we should have hit upon 
years ago,” Mr. Rudolph said. “By slanting the flatware 
display, the whole choice can be seen at once and it is 
no longer necessary for a customer to bend over and peer 
through the top in order to pick out place settings.” 

“Kortz-Lee, incidentally, is planning an aggressive sil- 
verware merchandising program, which involves such 
niceties as displaying each piece on a lace doily, use of a 
huge rear-store display window looking out upon busy 
California Street, etc. Four swivel spotlights in the ceil- 
ing are utilized to light the flatware case. 


In the center rear is a similar case for fine giftwares, 
with a green background and a huge walnut “gondola” 
which Kortz-Lee designed specifically for showing all 
electric appliances. Containing forty electric outlets, the 
gondola fixture is more than twelve feet long, with its 
upper “shelf” consisting of a single sheet of one-inch 
thick plate glass. Here is shown luggage, table radios, 
small electric appliances, etc., out where customers may 
“serve themselves” in making selection and purchase. 


The watch department, occupying the center of the 
store, is one of the largest in the Rocky Mountain area, 
with more than fifty lineal feet in a lozenge-shaped island. 
Watches around all four sides are shown in maroon plas- 
tic boxes, and the three banks of drawers for reserve 
stock below are extremely deeply constructed so that it is 
possible to keep them stocked with watch boxes with the 
tops open. 

“With this feature, there is no waste time in showing a8 
customer other watches than those in the display case,” 
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Mr. Rudolph said, “and if necessary, the entire drawer 
can be lifted out, reversed, and placed atop the counter 
for allowing the customer to choose from the entire steck 
at a glance.” 

The diamond, men’s jewelry, and jewelry gift depart- 
ments occupy the left side, backed up with colorful floral 
wallpaper the entire length. More than seventy feet of 
continuous case is provided by the counter, which angles 
around several geometrical squares running all the way 
from the doorway to the left rear corner of the store. 
The washable wallpaper background is pointed up with 


such innovations as an inset display window for clocks | 


with a narrow walnut frame, behind which is a daylight 
neon tube, spreading soft radiance over the background. 
At three points along the wall are more “ventilator” 
drawer fronts, in this case, done a flat grey. The usual 
bank of drawers in the jewelry department includes 
twenty-six thin units which can accommodate large 
amounts of reserve stock out of sight. 

In the left rear corner, under a mezzanine balcony, is 
the general office, Mr. Rudolph’s office, and cashier. At 
the front and to the left are five “credit stalls” for the 
use of customers in setting up charge accounts, which 
consist of six partitions of polished walnut, spaced three 
feet apart, along a formica top rail. These, giving semi- 
privacy are much appreciated by customers who do not 
like to discuss personal finances “out in the open,” ac- 
cording to Mr. Rudolph. 

Counter cases throughout the store are elevated well 
above the floor on heavy legs, and thus permit customers 
to “get their feet under them” easily. Any of the spot- 
lights in the ceiling may be swiveled around to place a 
flow of light directly on any point on the sales floor. Thus, 
there are no case lights necessary to provide unwanted 
heat, or require the moving of much display stock to 
make repairs. Such new departments as the photographic 
section, sterling department, luggage, etc., are free from 
the “side line look” commonly found in many jewelry 
stores, inasmuch as each has specific display fixtures 
“to fit.” 

The Kortz-Lee concern operates four stores in Denver, 
the new downtown unit being the “headquarters store.” 
With more than forty years of experience, the Denver 
jewelers, have thus “made jewelry selling easier for both 
customer and sales person.” 





Customer Opinions 


(From page 192) 


that not too many to be digested and carefully studied 
are returned at a time. As many as 500 have been handed 
to customers in a single day, and over a year’s time, 
several thousand customers from the tri-state area cen- 
tered by Memphis get an opportunity to give their opin- 
ions on the store. All that is necessary is merely to write 
comments on the card and drop it in the mailbox. 
Typical responses have proven that Perel & Lowen- 
stein’s constant efforts to please customers is bearing 
fruit. A typical card reads—‘Gentlemen: My dealings 
with your company have been entirely satisfactory in 
every respect. Your merchandise is just as advertised. 
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Wishing you the very best of success, sincerely, H, 
Burton.” Another wrote—‘“I think that your store is one 
of the best we have ever done business with, your service 
is wonderful, and your clerks are always nice. They 
can remember you when you come into your store, and 
that is what counts with your customers. We have always 
been pleased with your service. Very truly, J. F. Me. 
Donald.” One customer wrote timidily and suggested 
that although she enjoyed shopping at Perel & Lowen. 
stein, the marble floors and large expanses made shop. 
ping fatiguing. As a result, Perel & Lowenstein installed 
comfortable lounges and chairs here and there around 
the store. Another postcard expressed complete satis. 
faction with everything but a “noisy atmosphere” caused 
by the clattering of business machines, cash registers, 
etc. Rubber-mounts for business machines, and a quiet, 
acoustic ceiling immediately went in to compensate for 
this semi-complaint. 

“We have been extremely pleased with the results of 
the postcard customer-attitude survey,” Mr. Fink said. 
“By and large, we found that we were getting a much 
more pleased response from the average customer than we 
had any right to suspect.” 





Modern and Functional 


(From page 188) 


flowers and magazines are part of the overall scheme. 

We previously mentioned a “silver department” which 
applies to the left, rear corner of Barth’s, because it is 
the focal point for this store’s extensive merchandising 
of this profitable item. A special show case displays 
complete place settings, as one unusual feature here. 
Another feature, perhaps not so unusual but known to 
be very effective, is the use of a file on silver patterns, 
or register of gach purchases. 

Barth’s silver register is some 20 years old, and has 
snowballed into an impressive, reliable list of silver cus- 
tomers. Incidentally, this store also has similar follow- 
ups on china and crystal merchandise, an aid to increasing 
gross sales in these departments. 

A watch inspection station and work table is installed 
directly in front of the safe at the rear of the sales floor. 
Behind the rear wall of the store are several small rooms, 
including the office and work benches for two full-time 
watch repairmen. McConnell made use of the govern- 
ment training program for ex-servicemen in building up 
this department. 

“T started in Barth’s as a watch and jewelry repair- 
man, and I’ve always held that this kind of business is 
an important part of building sales. Hence we push this 
phase of our work as much as possible,” reported 
McConnell. 

Barth’s has been established since 1901. McConnell 
entered the firm in 1934, taking over the store in 1937 
following the passing away of Mrs. Barth. The recent 
remodeling was prompted by the expiration of a lease 
in a theater building. McConnell bought the present 
building being used, a former fire station, and had to 
completely rebuild the structure to obtain the admirable, 
high functional quarters he has today. 
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Hollywood Accents Jeweled Accessories 


Glamourous Hollywood stars are again in the fashion 
news With their outstanding uses of jeweled accessories. 
For instance, Rosemary De Camp wears a narrow gold 
metal dog collar belt over a leopard cummerbund ae 
carries the gold to her wrists with heavy gold spheres 
linking her French cuffs. 

Joan Bennett enhances a velvet bag with a diamond- 
encrusted lily pin clasped to its flap. Also using a diamond 
in is Jo Stafford who wears a diamond-set arrow thru 
the folds of her bronze gown’s cowl neckline. Jo also 

picks up her rust-colored suit with a medallion of dia- 
cial and peridots pinned at the high collar. 

Utilizing clips, a new important Souda accessory, are 
several lovely stars. Doris Day has a pair of heirloom 
clips in the shape of gold crowns and set with pearls and 
diamonds. She wears one on the side of her beret and 
places the other at the neckline of her blouse. Betty 
Hutton. too, wears her tobacco diamond clip at the neck- 
line of a wool dress. [rene Dunne uses her sapphire and 
diamond clips on electric blue gloves to shirr them at the 
wrists. 

Joan Bennett centers her leopard collar with a pin of 
canary colored diamonds. Jacquelyn Ross ornaments her 
favorite Ascots with a pin she had made up from a collec- 
tion of antique diamond stickpins. Something new is 
seen on Dorothy Lamour who ornaments a simple black 
dress with a pair of diamond earrings clipped to the high 
neck. 

Barbara Bel Geddes repeats the Victorian note of her 


costume with a lapel watch which is a miniature cuckoo 
clock in antique gold and set with diamonds. 





Diamond Garden 


(From page 174) 


and colorful metallic paper such as any jewelry store 
might have lying around in seasonal trim storage. At 
the top of these plants, actual diamond rings are artfully 
fastened, just as if they were growing. 

The third phase of the promotion consisted of the 
striking wall placards in two or three colors with easily- 
read lettering. Human faces were appropriately car- 
tooned along one side of such placard, with mouths wide 
and grinning as if the action is cheering. A typical mes- 
sage: 

“3 cheers for our diamonds! She'll cheer, their over- 
whelming beauty! You'll cheer, their acclaimed quality! 
You'll both cheer, their magnificent brilliance! Budgets 
will cheer, our prices and terms!” 

That’s the story, display-wise. Of course sales person- 
nel were alerted to give the promotion lip service, to talk 
up the “growing” idea, convenient terms and so forth. 
Yes, diamonds were sold, Weiner enthusiastically reports. 

“As a matter of fact,” he concluded, “the promotion 
made it possible for us to go ahead, in gross volume, of 
the same time interval in last year’s sales volume—for the 


first time in 1948.” 











N8025 10 karat heavyweight Eagle 
(FOE) ring ................$41.50° 





8600 14 karat yellow gold 32 de- 
gree ring, extra heavy—7¥2 dwts. 
—white or yellow Eagle, Hand carv- 
ed enameled side Emblems. .$45.00°* 


8600 M same as above with triangu- 


lar setting plate. . . .$48.00° 
8600 D same as neiees with .11 dia- 
ee ...$104.00° 





8609 10 karat yellow gold shrine 
ring with enameled emblem..$32.50° 





N8033 10 karat yellow gold Elk 
ring, extra heavy weight. .$43.50° 


Above also available in FOE (Eagle) 
$43.50° 


305 10 karat yellow gold 32 degree 
ring—yellow or white Eagle — 
good weight ..............$27.00° 


305D same as above 
14 karat with .09 diamond $75.00° 








¥5250 10 karat yellow gold Masonic 
ring with white gold emblem 
$28.50° 


5250 14 karat yellow gold 32 de 





gree ring with white gold Eagle 


IS YOUR RING STOCK READY 32:5 te 


- por the large classes coming 33.2.0 wn vm 





¥v 


TEMPLE BAR. BLDG. 


SNe Conce-Beown Comp pany diamond ....... 2.2.0. 


5250 D same as above with .16 
..$120.00° 


* ALL PRICES KEYSTONE 








CINCINNATI 2, OHIO 
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KASSOY Makes No Compromise unth Luality 
DIAMOND 


ALANCES 








COMPLETE LINE 
OF ALL FINEST 
MAKES 


LARGEST 
DISTRIBUTORS 
IN THE WORLD 


DIAMOND 
JEWELERS 
SUPPLIES 





















I. KASSOY, INC. 


7W. 45thSt.,N.Y¥.19,N.Y.U.S.A. © LU 2-3260 


® 











SYNTHETIC STONES = 


CUT WITH PRECISION & CRAFTSMANSHIP 


PROMPT AND EFFICIENT SERVICE 
IS THE METROPOLITAN GEM POLICY 


ALL SIZES . FACETS - BUFF TOPS - CABOCHONS 


Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 
Golden Sapphire Navettes 

W hite Sapphire Barrels 
Blue Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Erinite Ruby Rods 
Tourmaline 











GEM STONE DRILLIN 
Stones cut by Metropolitan reflect 
modern manufacturing methods 
that mean more profits for you. 








ETROPOLITAN 
GEM CORPORATION 


12 JOHN STREET © NEW YORK 7, N.Y. 
Digby 9-1523 
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Traditional Trilsch 
craftsmanship consistently 
promotes the sale of fine 
jewelry. Creators of boxes 
for manufacturers, 
wholesalers and retailers sits 
since 1888. PROMPT =. @ “size 
DELIVERY. * eae 






SEND FOR 
COMPLETE CATALOG 






OSC AR TRILSCH COMPANY 


AVENUE, WHITESTONE, N. Y., TELEPHONE FL 9-2365 
SALES OFFIC] FIFTH AVENUE. N. Y. i, N. Y., TEL. LO’ 4-3328 
REPRESENTATIVES: Los Angeles, Cal.: A uckman, 448 S. Hall Se 
Vandike 4 e Denver, Col ullen ¢ Sl abehiel sta ROMANS (ogee telanlc Bldg. 








makes Gem Testing simple! 


1 "Bia HANOBODH OF 
PEM IDENTIFICATION 


by Richard I. Liddicoat, M. §., G G. 


@® accurate 
@ easy-to-read 
@ explains new 
techniques 
@ III illustrations 








tM 
IDENTIFICATION 
ACARD T UBDICIAT 





‘WTO © 1999/97!) -ROUVRALERE O08 20 DOOCEETE 











Written especially for YOU! 

Simple-to-follow identification meth- 
ods and procedures, grouped ac- 
cording to color of gemstones. Step 
by step outlines permit practical 


— with least possibility 
Revised 2nd Edition % Aso 
Out in October % 


ORDER YOUR COPY TODAY! 
Available from the Institute or Your Regular Supply House 














Please send me ........ copies of Handbook of Gem 
Identification, by Richard T. Liddicoat, at $4.50 per 
copy. 

NAME _ 
ADDRESS — 
CITY ZONE___ STATE 








JCK-11 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 S. Alexandria Avenue, Los Angeles 5 
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No matter how old the watch, we can give 


it that New Look... with our THREE SERVICES 


DIAL REFINISHING e CRYSTAL FITTING 
EXPANSION BAND REPAIR 


You Can't Go Astray... 
Sending Your Work Our Way 


Finest Workmanship and Service — Since 1926 : 





220 W. 5TH ST. SEABOARD BLDG. 1103 GRAND AVE. 

LOS ANGELES, CALIF. SEATTLE, WASH. KANSAS CITY, MO. 

657 MISSION ST. UNIVERSITY BLDG. 717 LIBERTY AVE. 

SAN FRANCISCO, CALIF. DENVER, COLO. PITTSBURGH, PA. 

1440 BROADWAY 29 E. MADISON 15% HOUSTON ST. N. E. 
OAKLAND, CALIF. CHICAGO, ILL. ATLANTA, GA. 














* * | 
halt 
SINCE 1926 


KIRK DIAL CO. 
DALLAS, TEXAS 


ALAKEA & HOTEL ST. 
HONOLULU, T. H. 


VANCOUVER, B. C. 
TORONTO, CANADA 





CREATORS & PRINTERS OF 
CATALOGS, FOLDERS, DIRECT MAIL PIECES 
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MORE BUSINESS 














i Y Sell and Resell with it! 
i ¥ Show it! 
const § ” Refer to it! 
; Y Mail it! 
QpPHI Y Quote it! 
The GRAPHIC GUILD, Inc. 
333 Hudson Street 


New York 13, N.Y. 
WaAtkins 4-4088 
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symbol of SEPrULCE... 





PAST MASTER RING 


This handsome, 14 Kt. Gold Past Master 
Ring is a Symbol of Service, and an ex- 
cellent example of our craftsmanship. 


Can be had with diamond to meet your 
requirements. 


Consult Wefferling, Berry & Co., past 
masters in the art of manufacturing fine 
emblematic jewelry, for your every need. 








in, Ge, ne, 











WEFFERLING BERRY & Co. 


8B ROSEST. NEWARK8,N.J. | @p) 


MEMBER 
AMERICAN 
GEM 
SOCIETY 
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ANOTHER BEAUTIFUL 


OM worth 


POWDER CASE 





i. by leading fashion and beauty editors 


from the new powder case collection. 


WADSWORTH WATCH CASE CO., DAYTON, 
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KY. 














CRAWFORD 
WATCHES 


a. 


4 
CRAWFORD 





Beauty and Accuracy 


CRAWFORD WATCH CORP. 
550 Fifth Avenue 
New York 19, N. Y. 
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CUTTING DRILLING : 
ENCRUSTING SETTING e 

€ 

To Serve You Better ¢ 
In the Pacific Northwest - 
With Precious, Semi-Precious 6 

and Imitation Stones . 

* 

GRANDT STONE HOUSE & LAPIDARY ¢ 
EITEL BLDG. SEATTLE 1, WASH. - 
1507 - 2nd AVE. PHONE: SENECA 7110 @ 
e 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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Euerylhing Under One Roof 
Means better Service for You 


Alt 


FROM THE FAST- SELLING 





NEW LINE OF 








[rin mane 


S. NATHAN & CO., INC. | 
Stone Headquarters since re Ask your wholesaler to show you these 
Precious, semi-precious, synthetic and other new ACME winning numbers! 


VICTORIA PEARL CO., LTD. 


The finest name in Pearls | 
Simulated, Cultured and START-O-PEARL! Orientals 


NATHAN LAPIDARIES, INC. 


AComplete and Experienced 
Lapidary Service aoe 
Genuine White 


550 FIFTH AVENUE ~~ 








abies. TOK White 
NEW YORK 19, N. Y. | or Yellow Gold. 


Retail Approx. $34. 



































Develop the 
Scholastic Trade 


High school students are 


: Garnets or Syn. Rubies, 
your best future potential 


Full cultured Pearl 
Center. 10K Yellow Gold. 


2 Genuine Zircons, 
| 
| Retail Approx. $23. 


buyers of watches and dia- 
monds. Sell them school 
rings and class pins now. Write for our catalog 
showing complete lines of grammar school and 





high school jewelry. | 
METAL ARTS CO., Inc. | 


Dept. 40 Rochester, N. Y. 


SALESMAN-PARTNER WANTED 


to share in profits on 50-50 basis, without invest- | Syn. Ruby or Garnet 
ment, selling well-known, well-established line m... De a 
of nationally advertised diamond rings and —— 
loose diamonds. Substantial drawing account. 

Several choice territories open. Merchandise 
available for immediate delivery. 

Only experienced, aggressive men with fol- 
lowing will be considered. All replies will be | 
held in strict confidence. Write fully concerning | PAFG. CO. OF NEWARK, N. J. 
experience, background and qualifications. 

BOX ''G, 1861,"' CARE | Manufacturers of 10 and 14 Karat Gold Rings 


THE JEWELERS’ CIRCULAR-KEYSTONE | eel 
100 E. 42nd ST., NEW YORK 17, N. Y. | Sold Through Wholesale Distributors 
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ifferent feom all olher silee 


WALLACE’S ““THIRD DIMENSION BEAUTY” designs differ from all 
others you have ever seen. The imagination of a great designer, 
William S. Warren, translated the masterful technique of full- 
formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling. like sculpture, has “Third 
Dimension Beauty’’... beauty in front, beauty in profile, beauty 


in back. 


ONLY IN WALLACE STERLING will you find this “Third Dimension 
Beauty”... this loveliness from every possible perspective. Wal- 
lace’s “Third Dimension Beauty” designs include Grand Colonial, 


Stradivari. Sir Christopher, Grande Baroque and Rose Point. 


WALLINGFORD, CONNECTICUT 
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A museum-like quality, aided by the 
imported Italian marble statue seen 
at right, pervades the private sil- 
ver display room at Jensen & Jeck. 


“Store Within a Store Provides 


Silver Department Privacy 





Y far the most effective means of increasing sterling 

silver flatware and hollowware sales volume is by 
completely separating this sales operation away from the 
rest of the store, according to W. W. Bentz, vice-presi- 
dent of Jensen & Jeck Company, jewelers of Nashville, 
Tennessee. 

Sterling silver sales rank second only to diamonds in 
this 48-year-old Tennessee jewelry store, which has so 
excellent a record for multiple patterns, unfailing delivery 
of fill-in pieces, etc., that it draws customers from all over 
central Tennessee. The chief reason for supremacy in the 
sterling silver field, according to Mr. Bentz, is simply 
because the store has made the sterling silver department 
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Window displays, such as this, 
are frequently used by Jensen 
& Jeck, Nashville, Tenn., to 


call attention to silver room. 





Pe 













a “store within a store,’ completely enclosed away from 
the rest of the sales floor, with separate personnel, and an 
entirely different merchandising program. 

All sterling silver in the Jensen & Jeck store is concen- 
trated in a glassed-in room at the rear of the store which 
measures 25x17 feet. Absolutely no plate is carried in 
stock here, plated silver chests and hollowware being 
located in a wallcase toward the front of the store. The 
“wall” which separates the front of the department from 
the rest of the retail sales floor is a “see-through” display 
case which shows shelf after shelf of sterling hollowware, 
equally visible from both sides. 

“The reason for our separate department is simple,’ 
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No Jeweler’s stock is complete without 
a perfectly plain Sterling pattern and no per- 
fectly plain pattern compares with LUNT’S 
“EARLY AMERICAN Plain’’. Here, fashioned 
into a single pattern, are the outstanding char- 
acteristics of the hand-made spoons of Colonial 
days. Its graceful outline, the bend of the 
handle, the molded “‘drop’”’ on the back of the 
bowl, the “‘tip’’ on back of the handle, all are 
authentically correct. Its beauty will live forever. 





A PLACE SETTING $26.00 
Incl. Fed. Tax 


FESTIVAL 


STERLING 





This pattern of gay and intriguing beauty 
is also back again. Always has it been a favorite 
among those who love modern, trim simplicity 
softened by restrained decoration. Its long 
slender handles embellished with bands of tiny 
conventionalized flowers go to make up a pat- 
tern of distinctive charm and lasting loveliness. 
Not only will FESTIVAL enjoy a wide match- 
up business but its modern smartness and del- 
icate decoration will win the hearts of many 
of this season’s brides-to-be. 





A PLACE SETTING $25.00 
Incl. Fed. Tax 


GREENFIELD ° MASSACHUSETTS 


EARLY AMERICAN 
PLAIN 


LUNI 


| Merling of a 
Leiling Good Wa 


FESTIVAL 
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Mr. Bentz said. “We feel that if diamond merchandising 
requires careful study in a small separate room before 
the transaction is closed, sterling silver, which will be 
used much more often, requires similar respect. There- 
fore we give our customers the benefit of privacy, a quiet 
atmosphere, and plenty of space for deliberating over 
their choice of patterns.” 

Jensen & Jeck’s sterling silver department has a 
museum-like quality unique in these days of “stream- 
lined” jewelry stores. For one thing, the ledge along the 
“see-through cases” displays a dozen beautiful mahogany 
and walnut sterling silver chests, in which complete table 
settings for 6, 8 and 12 are shown. Some of the beautiful 
hand-rubbed chests go up to as much as $400, and they 
are always examined with much curiosity and apprecia- 
tion by brides-to-be, elderly customers, etc., who are 
accustomed to seeing only light-weight plated silver 
chests, rather than the ponderous, hand-carved variety 
which the store displays. “Actually, we are still selling 
complete table services via the chest method,” Mr. Bentz 
said, “but since such purchases represent a heavy invest- 
ment, the display is there chiefly for its curiosity value. 
It is not unusual for a customer to solve her sterling flat- 
ware problems, for example, in one transaction by pur- 
chasing the complete chest, at anywhere from $250 
to $400.” 

In addition to a dozen nationally-advertised lines of 
hollowware, the sterling silver department maintains 30 
patterns of flatware in a 10-foot, glass-topped, sit-down 
display fixture in the center of the room. These 30 pat- 
terns are actually too large a choice, according to Mr. 
Bentz, who plans to cut down on them in the near future. 
““‘We expanded our patterns during the war in order to be 


by R. L. ATKINS 


Old fashioned sterling tableware 
chests, arranged along the ledge 
around Jensen & Jeck's silver 
room, give establishment a sub- 
stantial "quality" atmosphere. 





able to service customers at least partially,” he saig 
“While carrying 30 patterns may have some value from a 
customer-attracting standpoint, we have found that mogt 
sales are concentrated within 18 or 20, and that the 
remainder are actually surplus.” 

Use of the separate room has made sterling flatware 
presentation an amazingly simple operation at the Nash. 
ville store. The entire inventory may be easily accom. 
modated by a series of drawers which run around all 
four sides of the room, all in the same rich brown mahog. 
any which characterizes the store’s woodwork. Thirty of 
the drawers are devoted, one each, to each leading pat. 
tern carried in stock, with enough pieces accommodated 
to work out an entire table setting for 6, 8 and even 12. 
if necessary, on a convenient dining room table. The 
chests along the front of the room, some of which accom. 
modate 250 pieces, are likewise useful for holding stock, 
inasmuch as each one contains a separate pattern. Finally, 
the sit-down desk fixture in the center of the room con- 
tains 10 patterns, a complete place setting of each, which 
are interchangeable with 20 more place settings mounted 
on velvet pads and kept in drawers beneath. Thus, no 
customer has to wait while her salesperson “goes to the 
stockroom” to find extra pieces such as butter spreaders, 
a soup ladle, etc. 

While the Jensen & Jeck store enjoys the usual gift- 
sales volume associated with complete lines of hollow. 
ware and flatware, it has been careful promotion to 
southern brides which has built the sterling department 
to second highest sales volume in the store. A variety of 
special services, in addition to the huge inventory, are 
responsible for this. For one thing, Jensen & Jeck sub- 


(Please turn to page 252) 
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POWERFUL WATSON ADVERTISING 
GIVES YOU WIDE COVERAGE 


IN YOUR COMMUNITY! 














Find out how many 
of YOUR Prospects will see 
TRY LCR EL G4 
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Hard-hitting, Watson advertising 
in LIFE, SEVENTEEN, BRIDE’S 
MAGAZINE and the CHRISTIAN 
SCIENCE MONITOR MAGAZINE is 
reaching over 33,400,000 people 
this year. When you see how 
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———— many LIFE readers alone there 

— > are in your trading area, you'll 

iC Vglson Jlert Cs see how important it is in helping 
2 2ue * eassesreees ee 2 


you sell more sterling silver. 


® 





Watson features the lovely Windsor Rose Just fill in and mail us the 
pattern in the Nov. 8th issue of LIFE. coupon, and we'll send you the 
3 : figures for your community now. 


And remember, you're getting 
a valuable LIFE ad free when 
you tell readers in your area that 
you carry lovely Watson Sterling. 
Tie your store in directly with 
Watson’s big national advertising 


aS On 





The Watson Company, 8118 Watson Park 
Attleboro, Miss. 


Gentlemen: 
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Nationally Known As 
MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 


—-- 


Please send me the figures on LIFE magazine readership in my trading area. 







Youll On WATSON LIFE ad! 


campaign by running one of the 
Watson dealer mats in your local 
paper over your own signature 
when the Nov. 8th 
LIFE comes out. It’s 
a proven-profitable 
way to increase your 
sterling silver sales. 
The Watson Com- 
pany, 8118 Watson 
Park, Attleboro, 
Mass. 


if you don’t have the full 
set of 24 Watson dealer 
mats, two for each of the 
12 active Watson fiat- 
ware patterns, write for 
yours today. 
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Watch Repairs 
"Timed For 


Customer Service 


ee A‘ Amazing Record! 3769 watches and clocks 
repaired in five months—an average of 754 
completions per month, 29 per day!” So began a news- 
paper advertisement for Time, a shop devoted exclusively 
to clocks and watches, at 30 So. 15th St., Philadelphia, Pa. 

The ad went on to explain, “Fast, economical service 
made possible by: 1. The city’s largest supply of ready-to- 
install parts. 2. Facilities for making new parts on the 
premises, if necessary. 3. A minimum of 5440 Watch 
Crystals in stock at all times. Your broken crystal re- 
placed on the spot.” 

“People from all over the state send us their watches 
and clocks for repair,” says Martin Sussman, manager of 
Time. “Since the day we ran the ad business has heen 
climbing steadily. Naturally there are a number of 
reasons for this, over and above those stated in the ad- 
vertisement.” 

The reasons for Time’s outstanding success in the 
repair business seem to require an explanation for them- 
selves. How could a small, new store, in a downtown 
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Fast service. coupled with reasonable 
prices and confidence in work are Keys 
to success of exclusive watch and clock 


repair business of Philadelphia store, 






SCIENCE and SKIL 


JOIN HANDS fo give you the 
Easts Finest WATCH and 
CLOCK REFAIR SERVICE 
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Most Dials Retin. 
ished in 72 Hours 
‘and Repairs Com- 
pleted in 6 Days. 
Area's Largest Sup- 
ply of Ready-to-Fit 
Crystals. 














Newspaper ads of the shop appear in 
the local papers at least five days 
of every week throughout the year. 


by ANNA ROBBINS 


section not far from very large, well established jewelers 
and jewelry departments of department stores, make such 
a large investment in parts and equipment pay? The 
owner Samuel Gleaner who, with Mrs. Gleaner, ran a 
jewelry shop at 8 N. 12th Street in the same city for 
years, tells us that other jewelers and friends in allied 
lines predicted a store devoted exclusively to timepieces 
in Philadelphia would not last over a year. The repair 
business helped substantially to prove that they were 
wrong. 

As far as the customer is concerned, one of the most 
important incentives is fast service. Since most people 
have only one watch and use it constantly, they want it 
repaired immediately when something goes wrong. The 
jeweler who must send away to the factory for parts, the 
one whose staff is not large enough to keep work up to 
date, and the one whose stock of parts is inadequate 
stands far less chance of getting the repair business (and 
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GIFTS OF SILVER 
POOLE 


What ‘gift its there which 

more perfectly combines good 
taste and beauty than silver? And no 
silver can better express good taste 
than Poole. No matter what you 
spend, your gift of silver will be a 
welcome and flattering choice, especi 
ally aif. iw bears that famous Poole 
trademark. At your favorite store. 


POOLE SILVER CO. INC. TAUNTON, MASS. 





O10) ee 0 OP ROMAN E.V ee 
ww NATIONALLY ADVERTISED 


Tie-in with the expanding Poole national advertising. 
Write your Poole distributor for free tie-in news- 
paper mat ads. 7 


Helping you to build more sales are the Poole an- 
nouncements on the radio program “Sing It Again” 
on CBS Saturday 8 to 9. 
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the sales of new merchandise this department brings in) 
reasons Mr. Gleaner. 

Other incentives by Time are reasonable prices and 
confidence in the organization. 

Confidence is built in a number of ways, in addition 
to the long, hard method of pleasing a customer and then 
waiting till he returns or sends friends. One of the best 
ways to inspire public confidence is the physical appear- 
ance of the store. Although the Time store is small, every 
inch is modern and attractive from its streamlined in- 
terior to the air conditioned, moisture-proof, dust-proof, 
vibration-proof, sound-proof work room adjacent to the 
luxuriously decorated office in the basement. 

To build confidence, Time employees have developed 
a smooth and efficient way of handling inquiries. Your 
writer watched while several prospective customers 
brought in their broken timepieces “to be looked at.” 
The man behind the counter listened attentively while 
the owner explained what he or she thought was wrong. 
He then took the watch or clock carefully from the hands 
of the owner and looked at it, saying “hmmmmmm”’ in 
the bedside manner of a doctor. Sometimes he made a 
partial diagnosis as, for instance, “Well, I see the crystal 
is broken and possibly the main spring also since it won’t 
wind properly. Let’s see what our experts have to say 
about it.” 

Sometimes customers are a bit hesitant about allowing 
their watch to go out of their hands—afraid, once it gets 
behind the scenes, they'll be “stuck” with an exorbitant 
fee. Whenever necessary, the Time men reassure the cus- 
tomer that a fair estimate will be given in just a few short 
minutes. Then the watch is placed in a small elevator and 
lowered down to the work rooms. The man at the counter 
is then free to wait on another customer while the repair- 
man is looking over the watch. 

In a few minutes a well modulated voice calls the store 
manager to haul the watch back and with it comes a 


Small, one-column "catch" ads such 
as the two below are successful in 
attracting reader interest. Other 
plays up specialist quality of work. 





regular form card with a “checked-off” estimate. The 
printed forms contain names of most frequent repairs 
making it easy for the repairman to check off those 
needed. The price can be written in by the manage 
when he sees what is needed. The time, dates received 
and promised, serial number of the card, and make of 
watch is also listed. The manager, or salesman, then 
shows this card to the customer. Since it has been filled 
out by someone who has not seen her and has not ex. 
changed any behind-the-scenes-conversation with the one 
who is waiting on her, she is reassured that the estimate 
is fair and impartial. The manager assures her the watch 
will absolutely be finished when promised. On simple 
repairs such as replacing crystals he may offer to do it 
immediately, on others he may offer to speed up the 
completion date on her request. “If we can’t supply a 
crystal while you wait, there will be no charge for the 
completed work when you call back for it,” is one assur. 
ance customers are given. 


“We may sometimes have to sell a break-proof crystal 
where the customer first requests a plain one, but we've 
never had to give a free repair job because of tardiness,” 
says Martin Sussman. Where other jewelers are adver- 
tising five-day watch repairs and some require a month 
or two of waiting, Time repairmen complete nine tenths 
of their watch and clock repairs in 24 to 48 hours. This 
is partially because of the large stock of parts and equip- 
ment and facilities for making new parts on the premises, 
and partially because of the training of the staff of watch 
repairmen. 


Time’s repairmen are hired only after a thorough basic 
knowledge of watch repairing gained through experience 
and/or school training. Then the company makes use 
of facilities provided by the manufacturers of most well 
known brands of timepieces for additional, special train- 

(Please turn to page 254) 
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...today! 


Why put off for ten or twenty years what you can sell 
today ? Many middle income families who are 

waiting to buy fine sterling can actually afford it right now. 
With National Sterling, you have fine silverware priced 
to bring these “future” customers into your store at once. 
Remember, “there is no finer solid silver than National 
Sterling,” and yet you can offer a service for six 
(including Federal tax) for about $100. That brings 
sterling well within the means of more 


and more of your customers. 
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Yes, in quality, workmanship and styling, you can’t find 
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better solid silver than National Sterling. 
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Backed by nation-wide advertising, National Sterling 


pan 








brings you extra sterling sales .. . today! Cae 
+ Princess Elizabeth 
THERE IS NO FINER SOLID SILVER THAN 
N tional Ni li 
NATIONAL SILVER COMPANY 
New York ° Chicago ° Detroit . Dallas ° Miami . Los Angeles ° Atlanta ° San Francisco ° Portland (Ore.) ° Seattle 
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A Double Exposure 
Benefits This Store 





by M. L. SAUNDERS 


WO years ago Colitz, jewelers, of Pawtucket, R. L., 

discontinued its optical department and established 
in that space a complete photographic department. Within 
a few months it went ahead of anything the management 
had anticipated and sharply increased the profits from the 
floor space involved. 

A valuable result has been its traffic building. The 
sale of films and home movies, the rental film library, 
the film processing services are everyday needs to the 
photographer and these have established good store traffic. 
Located at the rear of the store, the department brings 
people past all departments featuring the regular jewelry 
store lines. 

The department is about 15 feet in length with wall 
displays and lighted display cases. It features a wide 
variety of cameras ranging in price from $6.95 to a 
little over $100, with connections whereby more expen- 
sive cameras can be secured on short notice. Models up 
to $50 are most popular with the amateurs while the 
more serious photographers prefer models from that price 
upwards. 

Colitz’s stock includes a line of enlargers, printers, 













(Please turn to page 255) 








Photographic 
rent at Colitz store 
is 15 feet long allow- 
ing display of a wide 
variety of merchand’se 





depart- 


Announcement of the 


Colitz monthly 


shot contest stlany. 
lated great interes} 








WIN *°25.00 


BY TAKING THE 


SNAPSHOT OF THE MONTH 


ist PRIZE — $23.00 in Merchandise 
2ne PRIZE — $10.00 in Merchandise 
3rd PRIZE — $ 5.00 in Merchandise 
RULES OF THE CONTEST 
Anyone con omateur ath ee ne except 
employees pb Colts, tz, wad members of their fomily 
Subject must be of local interest 
Snepshots will be judged ror vic ond historical 
value as well as photogr sn boy on aationee Size will 
not be o factor in judging 
Names of winners will be published aatcy om 
th. The contest will — conducted by Coi 
clusively and the judges will be officials of thet oom. 
plus one pm soi salon exhibitor 
Prints and oo ves will NOT be returned unless a 
self-addressed and stamped envelope occomponies 
your entry 
Snapshots may be left ot Colita or moiled ; 
either cose must be marked clearly ' "Col tz Seve 


me ond address of the contestant must be clearly 


PRINTED 


Only black ond white smopshots will be considered 
NO COLOR. Snapshots should NOT be mounted 
and must be unretouched 





A contestont moy enter os many snopshots as he 
wishes 





PHOTOGRAPHY DEPARTMEN T 
BROAO 





Window devoted to photo department 
Colitz store featured winning 
monthly snapshot contest 






240 THE JEWELERS’ CIRCULAR-KEYSTONE 

















our Customers Have Waited For Years... 








As 
Appearing in 
HOUSE BEAUTIFUL 





Nia Makes It Available Again... 
THE STERLING SILVER DEMITASSE 
with FINE IMPORTED LINER! 


For the first time since the beginning of the war, FISHER offers 


this exceptionally beautiful demitasse cup and saucer of luxuri- 


ous sterling silver and fine imported china. 
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Rate per page per thousand is a standard. useful way of figuring advertising budgets. But don’t let it fool you! Lots 
and lots of circulation at bargain basement rates can be the most costly investment you can make. Sales resistance 


is mounting—in some cases “soaring —on all types of consumer merchandise. From now on, you must select 
audiences for your advertising with utmost care. And that doesn’t only mean consumers who have demonstrated an 
interest in your particular type of merchandise by buying a magazine specializing in their interests. That’s impor- 
tant, but just as important is a demonstration of their desire and ability to get out in the aisles of retail stores where 


they ll do you some good. You can't deny the fact that... 


The pay-off’s at the point-of-sale. You make money when the potential purchasers your advertising reaches step 
up to a retail counter and say, “I Want Branc X!” So, we figured recently the most accurate place to measure a 
magazine's ability to produce these purchasers is at the point-of-sale. We went to Fact Finders, Inc., asked them to 
send investigators into retail stores, and find out the answer from shoppers to the question: “Why is a shopper?” 


The study was conducted in twelve cities employing the best-known methods to insure accuracy and impartiality. 


oes an advertisement cost? 


What we found out in this investigation can be very We have specific traffic and cost figures from this study 
important to you in your future marketing and mer- on almost all home furnishing and home appliance 
chandising activities. For instance, we discovered that merchandise. When you see these figures you will 
$8.41 spent in House BEAUTIFUL produces the same learn a lot about how the media you use are delivering 
impact on major appliance sales in retail stores as purchasers at the point-of-sale, and at what cost to you. 


$11.68 spent in the second magazine. Here’s how the 
first ten magazines tabulated stack up: 





Comparative Costs 


without § h 


an advertising medium is NG 





House BEAUTIFUL . . ...... . $ 8Al 
Home Service Magazine “B”. : . . . . 11.68 








Women’s Service Magazine “A”. . . 13.06 We asked 3,500 shoppers at the point-of-sale in 12 lead- 
iH Servicw Micmunten “C" 17.74 ing department stores in as many cities from coast to 
ae a Ve a 2 ew A ‘es coast what magazine influenced them most in the pur- 
Home Service Magazine“D”. . . . . .. a) chases they were making. It’s a new measure of maga- 
Women’s Service Magazine “By 52.95 | zine advertising effectiveness ...the S A factor. It can 
W. a eT hs 103.22 | show you how to direct your advertising dollars to the 
j s . YY > ‘ ¥9° > - | . . . 
vOMEN S OETVICe Naas aZNe Ue 2 se + raed _ magazine markets that are going to be most productive 
Women’s Service Magazine “D”. . . . . 165.56 for you. Ask a House BEAUTIFUL representative to show 
General Weekly 66 A? oe tté«< A.B you what S A can mean to you. 
General Weekly “B” 2. 2. 2 ww SSCS 1.11 
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EEPING an eye open for the “dos and don'ts” in 

retail jewelry store sales management during years 

on the road as a sales representative has “paid off” for 

Julian Newbauer, proprietor of the brand-new Kirk Jewel- 
ers, Inc., store at 2 N. E. First Ave., Miami, Florida. 

Mr. Newbauer is one jewelry salesman who has real- 
ized a life-long dream—to operate a retail store of his 
own. For many years with a famous New York manu- 
facturing and distributing jewelry house, he has made 
it a routine policy during calls on retailers to jot down 
comments on what he did and didn’t like about the 
stores’ operation. Through the latter years of the war, 
he began looking for an ideal location for a retail store 
of his own, to be built entirely on the reams of helpful 
information gleaned from sales contacts with more than 
a thousand jewelry stores. 

“As a wholesale salesman, I got to see many retailers 
‘with their hair down’,” Mr. Newbauer says. “By that, 
I mean, I was constantly in friendly conversation with 
them, which almost invariably turned to what policies 
were showing profits for the store, and what ones were 
losing. I saw examples of good management and bad 
management at both ends of the scale in making my 
calls, and when I set up my own store, I attempted to 
build it entirely around the long list of good points which 
had accumulated.” 

The new Kirk store, a half block away from Miami’s 
famous Flagler Street, is a completely modern, stream- 
lined organization which, surprisingly in these days of 
limited franchise, opened up with a huge line of nation- 
ally-advertised jewelry on January 1 of this year. Such 
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*Road*° Provides Tips 


On Store Operation 


Travelling for a wholesaler, Julian 
Newhauer stored away many bits of 
advice, gleaned from retailers, which 
helped him avoid many a pitiall when 


he set up his own jewelry business. 



































Cardinal principle at Kirk's is always 
to show illustrations of actual merchan- 
dise. Customer is always disappointed 
if item shown is not actually in store. 


modernistic touches as miniature plastic display cases 
atop the glass countercases, changeable-lighting wall 
cases, comfortable furnishings for customers, etc., art 
included. 

New customers entering the store are immediately 
struck by the heavy emphasis on _ nationally-advertised 
lines which the store plays to the hilt. They are equally 
impressed with the friendly “cracker barrel” courtesy 
and atmosphere which exists throughout. Numerous cus 
tomers have commented “You’ve been so nice to me i 
here”—all of which is music to Mr. Newbauer’s ears. 

“It all boils down to planning the store around the 
above experience,” he says. “Here are some of the point 
which I took into consideration: 

“1. Courtesy: In my wholesaler travels, I have noticed 
many occasions in which jewelers spent a thousand dol 
lars or more for a full-page newspaper ad, only to have 
its effect fall flat by a chilly atmosphere in which cus 
tomers were partly ignored when they entered the store. 
Therefore, we’re stressing courtesy above all things 
When a customer comes, we shake his hand, introduc 
him around the store, make sure he’s seated, and oflét 
him a cigarette before we begin talking sales at all. Ther 
is no cold, precise formality. Instead, we like the firs 
name type of dealings, and are not hesitant to let the 
customer know that we are glad to have him. 

“2. Improper advertising: On literally hundreds @ 


(Please turn to page 258) 
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GRUEN GIVES EXTRA SALES SUPPORT 
10 JEWELERS THIS CHRISTMAS 


Dramatic Color Ads in THIS WEEK 
chosen to do the job because 
of local selling power 































Gruen again leads the way this Christ- 
mas with dramatic full-page adver- 
tisements in many national magazines. 
Such advertising means extra sales 
support to every Gruen jeweler. But 
it will be doubly effective for the 
jeweler who ties in with Gruen’s color _ 
pages in THIS WEEK... for thisna- = | 4 
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tional magazine, which is part of your, Rte SC 
- local newspa per, works side by side ee 3 ‘es f > ao : ot Shee Senesay Se 3 Ri sg Oe | a.” JI 
all with your local ads. “ ; : 
are 


Watch for the first big Gruen ad in 1 8 2 ate Be i —* 
ely THIS WEEK November 21st. Put Gruen a ae os 
ed watches on display, and feature them 
in your own newspaper advertise- 
us ments—in the same newspaper that 


’ carries THIS WEEK. 
he (Signed) The Gruen Watch Company / * leita : 


Remember these important Tie-In Dates 
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|. Flowing lines embody the grace of rosewood carving in 
this new "Melrose" sterling pattern, inspired by the ma- 
jestic beauty of Melrose plantation at historic Natchez, 
Miss. Creators: Gorham Company, Providence, Rhode Island. 


2. The "Threesome" lighter has three different covers to 
fit the occasion: red cobra for sportswear; ebony enamel 
with monogram plate for general informal wear, and a jewel- 
like design for evening wear. Retails for $15. Made by 
American Safety Razor Corp., 315 Jay St., Brooklyn, N. Y. 


3. New "WhiskER" electric shaver, now ready for mass dis- 
tribution, delivers 14,000 cutting strokes per minute. Re- 
tails for $12.95. Electro Tool Corp., Racine, Wisconsin. 


4. Extremely thin travel alarm clock, one-half the thick- 
ness of regular alarm movements, with handsome streamlined 
design, retails for $7.95, plus tax. It is manufactured by the 
New Haven Clock & Watch Company, New Haven, Conn. 


5. The mounting mode for matching accessories of metal- 
lic hues is being extensively promoted by Enger-Kress, Inc., 
West Bend, Wisconsin, with this new line of ladies’ bill- 
folds and key rings in "Bronze Tone" leathers. 


6. New gold filled ‘'Penciliter'’ combines famous Ronson 
action lighter with perfectly balanced pencil. The clip 
activates lighter. Priced to retail at $15. Made by the 
Ronson Art Metal Works, Inc., Newark, New Jersey. 
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Coro glorifies jewelry items retailing as low 
as $1.00 with re-usable plastic gift boxes of the 
finest simulated jade and rose quartz ever manufactured. 


Coro purchased its own molds which are so designed 
that boxes can be molded hinged for one line‘and 
unhinged for another. The boxes are molded by Plastic 
Molded Arts, Inc., which cooperated closely with 
Coro to produce the most glamorous packaging 

» ever developed for popular priced jewelry. 


, Put Y OUR packaging problem up to. P. M.A. 








|. Palladium encases a new lighter which Alfred Dunhill 
of London claims is "the most perfect lighting mechanism 
ever devised.’ Retails for $365, plus Federal excise tax. 






















2. "Bold Look" billfold made of California saddle leather 
features secret currency pocket, sliding card pocket for 
photos and cards, two spare key pockets. By Rolfs, a divi- 
sion of Amity Leather Products Co., West Bend, Wisconsin. 


3. Latest addition to the popular “Keystoneware"™ line is 
this insulated ice tub with vacuum lining, featuring the 
practical self-opening lid. Available in chrome plate or 
silver plate. Keystone Silver, Inc., 509 W. 34th St., N. Y. 


4. Simply turning the dial on the handy new Enger-Kress 
“Dial-A-Key" case releases only the key that's wanted, the 
rest remain securely locked in and cannot spill. Available 
from the Enger-Kress Company, of West Bend, Wisconsin. 


5. New Seth Thomas Preston" is available with self-start- 
ing electric movement or 8-day pendulum strike movement, 
both striking on hour and half hour. Retails for $37.50, a i 
plus tax. Seth Thomas Clock Company, Thomaston, Conn. ie 


Sat 





6. "Triumph," a new gold filled pencil containing pre- 
cision-made_ propel-repel-expel mechanism comes attrac- 
tively packaged and retails for $7.50 plus tax. It is 
made by the W. A. Sheaffer Pen Co., Madison, lowa. 
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This advertisement iS appearing 
currently in Brides’ Magazine... 
reaching the girls Who are most in. 
terested at the time when they are 
most interested. Be sure they see 
these Bouquet and Fiddle Back 
Patterns on display in your store. 
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|. Newest innovation of Speidel Corp., Providence, R. l., 
is their "Fashion-Change Ends," which is incorporated in 
their "Golden Chord" and "Fiesta" bands, permits a quick 
changeover of bands. Ensemble, $23.45 retail, with tax. 


2. This twin pen set with gold name plate on white onyx 
base is one of five new models from L. E. Waterman Co., 
N. Y. Prices range from $12.50 for single set to $35 for 
set shown. Bases in white or green onyx or black marble. 


3. Simplicity of styling keynotes this ring watch in gold 
plate with 17-jewel movement. Patent applied for. From 
Ring Watch Co. of America, Inc., 220 Fifth Ave., N. Y. 


4. Princess model cigarette case from Felmore Jewelry Co., 
Providence, R. |., is available in choice of six patterns, 
engine turned on both sides, either regular or king-size. 





5. This Statue of Liberty table lighter works from self- 
contained battery circuit. Five inches in height, it ‘s 
of bronze with a base of molded black styrene plastic. 


6. Pace-setter for a new line of sweep-second watches by 
Hamilton Watch Co., Lancaster, Pa., is this "Secometer C'' oo 
in 14K natural gold, |18-jewel movement. $132, with tax. ue 






THE JEWELERS’ CIRCULAR-KEYSTONE 





PRECIOUS METALS REFINERS 
1900 WEST KINZIE ST., 





FOR NOVEMBER, 1948 








You hit “pay-dirt’” when you send 
your purchases of old gold, silver 
and platinum to Handy & Harman. 
For Handy & Harman — precious 
metal fabricator and refiner for over 
80 years —has the technical know- 
how and facilities to recover every 
last fraction of value in old precious 
metal pieces. This means prompt 
and consistently high returns — the 
big reason why thousands of Jewelers 
use Handy & Harman old gold, sil- 
ver and platinum service regularly. 
“Score with your next lot.” Send it 


to Handy & Harman—and compare. 








AND MANUFACTURERS 
CHICAGO 22, ILL. 
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MADONNA EPERGNE> 


Reproduction Silverplated English Epergne, circa 
1810. May be used with glass holders or candle- 
holders. Buttons fill apertures if used as centerpiec: 
without arms. 





Georgian Mirror Plateau* 
15" across, 2" high. 


*Pat. Pending 
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lie Siluer Classics 


"The House of Epergnes" 


62 West 56th Street New York 19, N. Y. 


REPRESENTATIVES 
West Coast South 
Robert L. Coslette & Asso. E. W. Rainwater & Co. 
710 W. 7th St., Los Angeles Mayfair Hotel, Dallas, Tex. 


For Finer Shops with a Discriminating 
Clientele Requiring the Unusual 



























Store Within a Store 


(From page 234) 


scribes to the “Welcome Wagon Service” which makes a 
policy of contacting brides-to-be as soon as their engage- 
ments are announced, with information on where to buy 
everything needed for starting out in wedded life. The 
Welcome Wagon distributes booklets on making a choice 
of sterling flatware and hollowware long in advance of 
the time the bride begins to do her actual purchasing, 
which Mr. Bentz feels significantly important. 

“The average engaged girl of today has only a smat- 
tering of knowledge about the importance of sterling 
silver in her home, how to choose a pattern, the number 
of place settings she will need, etc.,” Mr. Bentz indicated, 
“whereas her mother learned these things from teen-age 
on up. By getting our booklets on sterling silver into the 
engaged girl’s hands early, she usually comes into the 
store forearmed with the proper knowledge.” 

While the store could operate its own direct-mail pro- 
gram to contact engaged girls, Mr. Bentz feels that it is 
more efficient to leave the research and contacting up to 
the Welcome Wagon Service with its personal representa- 
tives, etc., guaranteeing a more satisfactory number of 
‘sales per prospect. 


Among the services which are available to potential 
brides are a complete education on sterling silver from 
veteran salespeople of the store, the usual Bride’s Book 





gift, timed delivery service, and such goodwill-buildins 
developments as sending out a beautiful rosewood table 
on which gifts may be displayed at the wedding. The 
store also gives a polished wooden chest for flatware 
where the customer selects eight place settings or more, 
or sells chests at cost where this is smaller. Dealing with 
many fine old southern families, Jensen & Jeck also 
present the bride with a handsome gift from the store as 
well, which may be a bon-bon dish, fruit bowl, or some 
other piece of sterling hollowware which usually is not 
included by the bride in making up her selection. With 
a complete file card made up on the bride’s gift selection, 
Jensen & Jeck is always down-to-the-minute on what the 
bride needs, and its own wedding gift is much appre. 
ciated. 


GIFT FILE HELPS CUSTOMERS 


Another service which prospective brides are quick to 
appreciate is the fact that once the customer has made her 
selection, and. all of the listings are made on the file card 
which rules on later gift-buying, Jensen & Jeck assembles 
every wanted piece of sterling, and tucks this neatly away 
in a heavy cardboard box, labeled with the bride’s name, 

“Everything which the bride wants is there in the 
box,” Mr. Bentz said, “which lets her see at a glance 
what type of table service she will eventually own. Then, 
when the wedding guests, friends, relatives, etc., come in 
to buy gifts, there is no need to shuffle through the stock 
drawers or display cases; we merely pull out the box 
labeled with the bride’s name, and show the customer the 
remaining pieces which are still to be purchased for her. 
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This naturally saves a lot of time and the prospective 
bride will usually see to it that her friends are aware of 
the service.” 

With plenty of stock space, there are always row upon 
row of boxes stocked away, identified with the engaged 
girls’ names. Bringing out the box, presenting it to a 

ift-giver, and pointing out that it contains every piece 
which the bride needs, has stimulatd wedding guests to 
buy larger individual amounts, the store has found. 


PERMANENT RECORD ALSO KEPT 


After the first sale is made, a permanent record card is 
made out in addition to the bridal selection card, which 
will be kept on file forever. Naturally, there are many 
‘nstances in which brides-to-be select more sterling than 
is actually purchased for them by friends. To keep that 
customer-account alive, the store keeps after them by 
telephoning parents, relatives, etc., and suggesting that 
the latter fill in the few pieces which are remaining to 
complete the bride’s sterling silver service. Two extra 
girls have recently been added to the store’s payroll, who 
will handle this followup work. 

All of the brides’ registry cards are kept in an active 
file for one year, and then removed to another file, where 
they are checked at periodic intervals until everything 
listed on them is sold. 

Hollowware sales keep pace with flatware sales in the 
Jensen & Jeck store because of a simple policy of never 
displaying flatware without showing the hollowware to 
accompany it. With an equally large choice of hollow- 
ware available on the shelving which makes up the upper 
section of the room walls, customers purchasing sterling 
for themselves, prospective brides, etc., are taught to 
recognize the uses of various pieces of hollowware, and 
most important, what they mean to an impressive table 
setting. 

The store has only recently begun to separate its ster- 
ling silver advertising from diamonds, watches, and other 
basic lines. However, the two main display windows at 
the front of the store are always devoted to sterling silver, 
from flatware to candelabra, with 20 or 30 pieces always 
on display. 





Good-Will for Repair Department 


A standing policy which has won many friends for the 
watch repair department of Rogers Jewelry Company, 
Reno, Nev., is the fact that every woman customer is 
given a new silk watch band without charge. 

The store does not limit the offer to those who pay for 
watch repairs. When a watch is merely adjusted, checked 
over, etc., a new watch band is always offered the cus- 
tomer, with the courteous suggestion “Let me slip this 
new band on for you.” 

Consistent good-will built in this way has had a lot to 
do with the steady increase in watch department repair 
volume over the past two-and-a-half years, according to 
the management. The practice was temporarily discon- 
tinued during the war when buckles and metal trim on 
the black silk watch bands were difficult to obtain. 

Many watch, diamond and sterling silver sales have 
been traced directly to good-will built in this way and 
the investment of a few cents in a free watch band has 
paid excellent dividends. 
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it grows the ever-rising popularity of Keys? 1 
quality line. Each piece is pridefully crafted, superb 
: styled to give years of lasting beauty, service and custo. 
mer satisfaction. Take full advantage of today's insistence = 
on quality. Sell. the best. .« sell Keystoneware. 
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“Timed” Repairs 
(From page 238) 


ing on their products. These often include pamphlets. 
booklets, and printed matter sent through the mail or 
distributed by local representatives. In some instances 
repairmen are sent straight to the factory to learn how 
certain products are assembled and to work under the 
supervision of a manufacturer in solving the eccentricities 
of some unusual product. In the two years of this store’s 
existence, a watch has never been sent back to the factory 
for repairs. 


RECORD FACILITATES GUARANTEES 


All repairs are guaranteed for one year from the date 
of repair, excluding breakage. To facilitate handling, pos- 
sible misunderstanding and complaints, Martin Sussman 
keeps a double record of each repair. The original esti- 
mate card to which he has added the customer’s name. 
address and telephone number is filed under the number 
of the inquiry immediately after the customer picks up 
the watch. Then, on a smaller, white card he copies the 
name, address and phone number of the customer and 
the serial number of the repair card. These smaller cards 
are filed under the name of the customer, alphabetically, 
and are kept in the rear of the store where it is easy to 
reach them quickly when needed. 





























Several advertising media are used to convey Time's 
message. The windows of the store bear a framed notice 
telling of “Our own watch and clock repair service,” 
Newspaper ads appear in the local newspapers at least 
five days a week. Sometimes they consist of only copy 
with a heading such as “Big Reward if you find this 
address,” and a paragraph or two of newsprint copy tell. 
ing of the rapid, inexpensive repair service. Sometimes 
the story of a customer who sought in vain to find such 
service other places is used to hold reader interest. Some. 
times there’s a picture of a hand repairing a watch, 
Usually the whole ad is only a single column wide and 
314 inches long. 


RADIO AND TELEVISION USED 


Last winter Time was on the air with a 15 minute 
weekly program, featuring popular music, and a con. 
tinual contest for selecting the composer whose work was 
featured each week. This winter those programs will be 
continued if and when another favorable spot becomes 
available. During the summer television programs tak- 
ing an average of 10 minutes were presented by Time 
everv Sunday before the baseball games were broadcast. 
These will also be continued if the spot immediately pre- 
ceding football telecasts is available. Both radio and 
television programs emphasize repairing done by spe- 
cialists and mention the skill, equipment, physical facili- 
ties, speed and guarantee—all other incentives which 
bring customers in to the small Time shop with the big 
record in watch repairs. 
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Double Exposure 


(From page 240) 


movie cameras and projectors and supplies. There is 
also a complete case of accessories, including exposure 


meters, I 


pods and so forth. 


“We cater to two definite buying groups,” explains | 
Arthur S. Colitz, president. “There are the amateurs | 
and those who have advanced to a more serious stage. | 


The former, made up of snapshooters, buy less expensive 


ange finders, portrait and copying lenses, sun- — 
shades, flash synchronizers, exposure suides, cases, tri- | 


equipment; they are more price conscious: they require | 
a more informative type of salesmanship. They are _ 


steady customers and are faithful to a store that helps 
them with their problems. They often ask a great many 
questions to try to learn something more about the hobby 
they have chosen. 

“The more serious photographers want the expensive 
cameras, they know terminology of the profession, they 















































spend their money with less resistance. These fellows | 
realize that they'll probably trade in the camera some- | 
time and they are willing to buy it and try it out. They | 


like to talk about the different cameras they have owned. 
There are liable to be more cynical about some of the 
accessories but their purchases run into real money. 
Many of these fellows are in the store two or three times 
a week and their sales are surprisingly large. 


CONTINUAL UPGRADING 


“The grouping is constantly undergoing change, be- 


cause the snapshooters are gradually becoming more | 


expert, while new beginners are constantly coming into 
the scene to keep the ranks of the amateurs well filled. 
We try to induce amateurs to do their own developing 
because they can generally produce better results and 
also derive a great deal of enjoyment from their hobby. 
Once we get an amateur to doing his own processing, he 
generally buys a better camera and adds regularly to his 
dark room equipment. 

“As they become more interested, they not only trade 
in their cameras for better ones, but they trade in print- 
ers, enlargers, exposure meters, flash synchronizers and 
other equipment. They become more quality conscious.” 


The department is advertised once a week in newspaper 
advertising throughout the fall season and again in the 
spring, when the good weather sets in. A portion of one 
of the front windows is devoted all the time to this mer- 
chandise. Tie-ins with activities of local camera clubs 
are made by using club posters and notices. 


Last November the store was enlarged and modern- 
ized, and this brought a sales increase of some 20 per 
cent to the photographic lines. When the modernization 
was completed, the management held open house one 
evening from six o’clock to closing, when the general 
public was invited to inspect the new store. The invi- 
tation was extended in newspaper advertising and win- 
dow posters, and 350 persons attended. Considering 
the size of the city, this attendance was very good. It 
gave people a chance to see the various departments and 
to get acquainted with its services and its personnel. 
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authentic Sheffield patterns 
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design and workmanship. 
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This year Mr. Colitz started an amateur photographic 
contest, offering a first prize of $25 in merchandise, a 
second of $10 in merchandise and a third of five dollars 
in merchandise, for the best snapshots submitted each 
month. The merchandise slips are good at any time in 
any department of the store. 

Rules specify that subjects must be of local interest 
and many have been of well known buildings and scenic 
places with some good shots of babies and youngsters. 
Snapshots are judged for their civic and historical value 
as well as photographic excellence and this has en- 
couraged amateurs to snap some of the popular land- 
marks and historic places. Rules also specify that entries 
must be marked “Colitz Snapshot of the Month Contest” 
and that no prints or negatives will be returned unless 
accompanied by a self-addressed, stamped envelope. En- 
tries may be left at the store or mailed. 

All entries are judged by Arthur S. Colitz, president, 
and Harold Boren, a prominent salon exhibitor. The 
contest is limited to black and white snapshots, unre- 
touched and unmounted. While amateurs and _ profes- 
sionals are eligible, most of the entries have come from 
the former group. 

Winners are notified by mail and the three winners 
of the month are announced in newspaper advertising. 
The three winning photos are enlarged and mounted and 
placed on exhibition in the front window display which 
is devoted permanently to photographic merchandise. 
This has given the window display a timely and definite 
appeal and has upped the value of this display. 


According to Mr. Colitz, the contest has brought jp 
many new customers and has increased photographic 
sales. The department is now running on a sales leye} 
20 per cent above that of a year ago. It has stimulated 
interest in better cameras and use of accessories. 





Timely Advertising Stunt 


The people of Decatur, Ill., and vicinity are keenly 
interested in a contest being conducted by Carson Jewel. 
ers, and which is being advertised, as a “game of skill 
open to everyone of voting age within 100 miles of 
Decatur.” 

Readers of the message are invited to guess the winner 
of the forthcoming presidential election and the number 
of popular votes he will receive. Interested parties are 
consulting records of popular votes given presidential 
candidates in the past, and are using the newspaper polls 
to get a better idea of whether it will be Truman or 
Dewey, and in this way hope to hit upon the magic 
number or numbers that will win one of the prizes offered 
by Carson Jewelers. 

Says the jewelry firm in a five-column, page-high ad. 
vertisement, “Win a $150 Carson ‘Registered Diamond’ 
absolutely free. No purchase necessary. To the first six 
persons guessing the nearest correct number of popular 
votes of the next President of the United States, we will 
award $400 in valuable Carson Jewelry gifts. 

“Contest closes midnight, Monday, Nov. 1, 1948. Here 
are the prizes to be awarded Wednesday, Nov. 24, 1948. 
First prize, $150 Carson Registered Diamond; second 
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rize. $65 3-diamond dial, man’s watch; third prize, 
¢50 ladies’ watch; fourth prize, $50 ladies’ birthstone 
ring; fifth prize, $50 man’s tiger-eye ring; sixth prize, 
$35 50-piece chest silverware. 

“All you have to do is stop in our store and fill out 

one of the contest blanks or tear out the coupon in the 
newspaper. Write or print your estimate opposite the 
ame of the winner, and mail the coupon to us. 
“The names of the six winners will be posted in our 
store Wednesday, Nov. 24, 1948, and all winners must 
claim their prizes within 30 days of that date. No other 
announcement of the list of winners wil! be made either 
in the newspapers or over the radio.” 

The management states that the idea of the contest is 
to swell store traffic prior to the closing of contest, and 
also to bring folks to the store to learn of the winners 
after closing. The election is the absorbing topic of the 
day so the Carson firm reasons that by getting in step 
with the situation, and putting on a contest as to the 
outcome of it, is a public relation idea that can mean 
much to the sponsors of the contest as well as to those 


who enter it. 


n 





Keep a Photo File on Christmas Displays 


A simple operation which will pay dividends year after 
year in Christmas profits for the jeweler is a “picture 
file” of outstanding window and store interior displays 
which got results during the holiday season. 

Almost every jeweler has gone through the experience 
of creating a particularly effective display which delighted 
him with sales results—only to forget how it was laid out, 
what merchandise was included, etc. After much head- 
scratching and searching his memory, he may or may not 
come up with the details. 

All of this trouble can be saved simply by keeping a 
photographic file on all outstanding promotions, window 
displays, etc. This can be filed away, and referred to each 
season. A good, clear picture will answer all questions 
about a particular display, since the arrangement, mer- 
chandise contained, signs, etc., will all appear in sharp 
detail. 

A pictorial record of seasonal displays is best made 
around the 20th of December when the selling effective- 
ness of each has had ample opportunity to demonstrate 
itself. There are two ways in which the retail merchant 
can make such a record: either by sketching out the dis- 
play in pen or pencil with every item identified, with 
prices, signs, etc.; or by taking a simple time exposure 
photograph. The latter is far better since the negative 
remains as a permanent record, easily duplicated. 

Pictures can be used to guide new personnel in build- 
ing satisfactory window or interior displays, when the 
jeweler himself is too busy with buying plans or other 
problems. They can be used in newspaper advertising 
and publicity, to send to manufacturers who are always 
glad to use such pictures in house organs and advertising 
literature, and, of course, they can be sent in to THE 
JEWELERS’ CiRCULAR-KEYSTONE for pre-Christmas plan- 
ning issues. 

At the end of several year’s time, a file of such pictures 
can constitute a ready source of ideas for Christmas pro- 
motion, when the jeweler is stumped for effective selling 
displays. 
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Krome-Kraft 


smart table accessories 
in chrome and fine glass — 
nationally advertised 





When gift-seekers shop for something really 
different, they naturally turn to Krome-Kraft. 
Why? Because Krome-Kraft does not dupli- 
cate anything in your store! Quality chrome 
and fine hand-made glass are ingeniously 
combined in modern table accessories of 
sparkling beauty and utmost utility. Patented 
holders protect the glass, snap off-on for easy 
cleaning. Get descriptions and prices of com- 
plete line, including beverage sets, today. 


FARBER BROTHERS 


15 Crosby St., New York City 


Krome Kraft 
F£ ele 


FARBER BROTHERS 





“Distinguished for Quality” 
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‘Road’ Provides Tips 


(From page 244) 


occasions, I have seen customers disappointed in jewelry 
stores when they came in in response to a particular ad 
to purchase a particular item. If the jeweler uses stock 
cuts or mats, which show a design of sterling, rings, 
watches, etc., which he does not actually have in stock, 
he is risking the loss of potential customers. Quite often, 
it is the filigree work on a piece of jewelry, or merely its 
lines, when reproduced in an ad, which bring the cus- 
tomer in. If the store can’t back up the ad, there are 
bound to be serious disappointments and ill-will. There- 
fore, in all of our advertising, we are using only cuts 
drawn actually from merchandise in stock, and sticking 
to showing nothing which we cannot deliver over the 
counter as soon as the customer enters. This may seem 
like a small point, but it has been a noticeable drawback 
in the retail industry everywhere I visited in the past. 
“3. More emphasis on names: It has always been 
astonishing to me how many jewelry stores are referred 
to by their customers as ‘the jeweler on the corner,’ etc., 
rather than by name. Many long-established stores, of 
course, are referred to by name, but there are many 
other jewelers whom the customer remembers by loca- 
tion, rather than the actual store name. Our answer to 
this is to use the name of the store once with every item 
which we show in every newspaper ad. For example, 
each bit of copy referring to a cut is always headed ‘Kirk 


Jewelers feature,’ with the copy following. In a typical 
ad, with five items shown, we mention the store name 
nine times, unobtrusively, but so that the customer 
couples up the merchandise and the store name simul. 
taneously in their minds. 

“5. First impressions: While it is well and good for 
the jewelry store to give an impression of quiet, mag. 
nificent opulence when the customer enters, this has the 
effect of ‘scaring off’ limited-income customers who de. 
cide that perhaps the store is too expensive for them, 
This, in my mind, is a very serious consideration at the 
present moment, when the ‘loose money’ of the past sey. 
eral years has almost vanished. Our solution has been to 
carefully arrange our lines so that inexpensive items, 
such as traffic appliances, costume jewelry, gift sugges. 
tions, etc., are liberally intermingled with diamonds, 
watches, sterling hollowware, etc. Also, we play up our 
leading nationally-advertised lines 100 per cent, with 
signs, manufacturer’s folders, etc., or anything which 
reproduces a famous name in all of the cases or on the 
countertops. Most customers know by now that the aver. 
age jewelry store item is fair-traded, and that they will 
pay no penalty from buying at one place or another. 
Still, the first impression counts. 

“6. Names: My experience in making wholesale calls 
is that I always enjoyed calling upon retail jewelers who 
remembered me by name, and greeted me with a cheery 
smile. The same idea holds true in retail selling. If a cus- 
tomer comes in, he is immediately greeted by his first or 
last name, he feels ‘at home,’ and that he is in the right 








Cash In Now— 


Highest prices for all kinds of sterling silverware — flatware and 


hollowware — active and obsolete patterns — sample lines — odds 


and ends — new and used. 


Cash in your leftover stocks of silverware now regardless of manu- 


facture or quantity. These are frozen assets which you can readily 


and quickly convert into cash. 


We will pay the expressage, and if our offer is not acceptable, the 


merchandise will be returned promptly, express paid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 
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TENNESSEE 
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place. Therefore, | am training all of my personnel to 
remember customers names by one way or another. The 
easiest method, we have found, is to ask the employee to 
associate some outstanding physical or dress feature 
about the customer, and repeat it mentally to himself 
along with the name. For example, if the customer has 
an unusual type of glasses, and his name is Williams, we 
discuss it among ourselves until the name is firmly fixed. 
The chances are that the customer will be back for repair 
work or for more purchases within weeks after his orig- 
‘nal call (unless he is a tourist) and we enjoy the friendly, 
convivial atmosphere which the use of his name brings 
about. 

“7 Better service: The retail jewelry industry as a 
whole has rankled the public by inability to turn out 
watch repairs, jewelry remodeling, or even the simplest 
repairs fast enough to keep up with the market, particu- 
larly during the war years. While, of course, this could not 
be helped. it has still left a certain hesitancy among cus- 
tomers in bringing their personal possessions in for 
repair. Therefore, we are bending over backwards to 
make sure that service of any kind is carried out rapidly, 
the customer given an exact time at which to pick it up, 
and dead-lines met. This does not involve only repair 
work. We never tell a customer that we do not have an 
item they request, but tell them that we will be glad to 
send it around the following day or day after. Then, if 
it takes scouring the city, we locate the item, and make 
sure that it gets to the customer immediately. At least 
half a dozen of our customers have frankly told us that 
they had searched through many retail jewelry stores in 
the quest of such items as a hard-to-find lighter, a par- 
ticular variety of watch, etc., but that none of the jewelers 
had offered to ‘go out and get it.’ We do. 


REPUTATION FOR ONE LINE 


“8. Store personality: My wholesale-selling experience 
has led me to believe that the jewelry store which is 
‘known for a particular item’ is best off. If the jeweler 
has a fine reputation for diamonds or for watches, for 
instance, the average customer will figure that they must 
be equally well qualified in other lines, and thus the 
store wins preference over a ‘too general’ jewelry store 
which carries all lines. In our own case, we have effected 
this personality with watches, devoting two full-size wall- 
cases, and two full countercases to thirteen nationally- 
advertised lines of watches. We change our watch dis- 
plays daily, talk watches to everyone who enters, and 
advertise them continuously. Already, in a few weeks of 
operation, we have people coming in who explain that 
they heard that we carried an unusually large watch 
stock. Thus, this idea is working out. 

“9. Giving something to create a pleasant memory: All 
new visitors to our store, whether we sell them or not, 
are considered our friends, and from a large stock box 
for the purpose, we constantly give away Florida souvenir 
compacts, lipsticks, wallets for men, etc., so that each will 
remember the first visit to the store. Naturally, there is 
plenty of expense connected with this, but we feel that to 
give away a $1 novelty compact is more than repaid if 
the customer six months later buys a $75 watch. 

“10. Psychology in selling diamonds: Though it may 
not be apparent to many jewelers, the actual atmosphere 
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COCKTAIL BRACELET 
(half actual size) 
One of many beauti- 
fully designed bangle 
bracelets in various 
finishes, sizes and 

colors. 





... A wide selection of Barrettes, 
Bobby Pins, Book Lockets, Bracelets, 
Cuff-links, Chain Bracelets, Chokers, 
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Bon Bon, Stock #73-ET, I'/"' high, 6'/2"' diameter. Mirror 
finish front and back; bottom, emery finish. Heavy silver 
plate on copper. Individually hand engine turned—barley 
corn design. An exclusive and different item. Packaged 
in tarnish-resisting gift boxes. Suggested retail price $3.95. 
Also available without engine turning. 


From the heart of the 
NEW ENGLAND SILVER INDUSTRY 


Here is another item from the extensive Gregg line 
which includes coffee and tea sets, water pitchers, flower 
vases, waiters, trays and bowls. Tra- 
ditional craftsmanship in design and 
finish is expressed in every piece. 
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7 TAUNTON, MASSACHUSETTS 


in which a diamond is sold often means success or fai]. 
ure. By that I mean that there are many customers who 
do not like to discuss financial terms or time payments 
at the counter where other people may overhear them, 
while at the same time, there are many more people who 
fear to be shut up in a small enclosed space to examine 
diamonds and discuss the same terms. Despite the best 
of intentions, many people feel that they are being ‘led 


into a trap’ more or less when they are closeted with the 





jeweler in a small diamond room. Therefore, we have 
arranged the store to sell diamonds in both ways, with 
a quiet, sound-proof bay for the customer who wants 
privacy, and the open counter for those who fear en. 
closed spaces. We have also worked out a time-payment 
chart, which tells the customer exactly how much per 


| month it will be necessary to pay for a watch, diamond, 


etc., without it being necessary to discuss it out loud at 
all. There are always bound to be many customers who 
are sensitive about their incomes, how much they are 
spending for gifts, etc., who are quite grateful for this 
service. | , 


STICK TO BRAND NAMES 

“11. Switching of brands: In almost all instances 
where I saw retail jewelers losing sales, the attempt to 
switch from one brand not in stock to another was at 
fault. If the customer comes in and asks for a watch or 
something else by its brand, he has already made up his 
mind to purchase that brand, and trying to get him to 
take something else is a complete waste of time. We stick 
to brands requested, and if we do not have them, we tell 
the customer that we will be happy to get it, as described 
above, and make delivery to him. If the customer is 
willing to accept another brand, we want him to tell us 
about it, rather than trying to effect the changeover 
ourselves. 

“12. Refunds: I have noted in past experience that 
many customers are hesitant about actually purchasing 
an expensive item such as a diamond or dress jewelry 
through the fear that once they have made the purchase, 
they have no recourse. We make it a point at Kirk 
Jewelers to recognize the fact that through some com- 
binations of luck, it may be necessary for a customer to 
ask for his money back. Therefore, we intend to always 
make refunds, with the proverbial ‘cheerful smile’ and do 
it in a friendly way which will invite the customer to 
make the purchase again when circumstances are right. 

“13. Finally, there is the matter of ‘lazy sales’: Rather 
than rushing the customer into a sale and feverishly 
attempting to grade him up to making a larger purchase, 
we believe in taking our time, talking over all angles, 
and letting the customer ‘sell himself.’ A typical example 
recently occurred when a customer came in to buy a $39 
Elgin 15-jewel watch. We sold him the watch, but the 
salesman at the same time pointed out a 17-jewel model 
at $50, and merely made an explanation of what the 
difference in jewels amounted to. The customer began 


_making his own comparison, checked his wallet, and 


wound up purchasing the $50 watch, rather than the $39 
model. There was no ‘high pressure’ whatsoever involved, 
but we know that in the Jong run it was our huge watch 
department, the friendly, courteous service in the store, 


' and complete relaxation of the customer which made this 


sale.” 
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Handy Rack Displays Sterling Trays 


Displays of beautiful sterling silver trays will sell far 

better if kept out on the sales floor where the customer 

re - 79 . 66 
may “handle the merchandise,” rather than being “re- 
mote” behind glass in wall cases, according to Myron E. 
Freeman & Bro., Atlanta, Ga. 

With a long-established reputation for fine sterling 
hollowware, backed up by one of the largest mass dis- 
plays in the country, Beaumont Davison, manager of 
the store. has had a lot of opportunity to study the 
nuances of sterling merchandising. A long time ago, he 
discovered that there were many advantages in racking 
sterling silver trays out on the sales floor, rather than 
keeping them in wall cases. First, there was the natural 
disinclination of the customer to ask to see a heavy tray 
which is closed away under glass, and which usually 
requires moving several other items in order to get it 
out. Second, scattering the trays through several levels 


; 
»* = 
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Handy rack for displaying silver trays at Myron E. Freeman 
& Bro., Atlanta, Ga., is made in step-ladder-like fashion. 


g, usually some of them high, made it difficult 
to get several selections out for the customer’s examina- 
tion without spending a half hour of laborious work in 
the process. 

The resultant way by which the Freeman store shows 
trays is the light-weight mahogany rack, specially-built 
and finished to match the store’s beautiful mahogany 
wall and floor cases. As shown, this resembles a set of 
steps, leaned back slightly, and supported by a strong 
brace behind. In the front are seven deep notches, in 
which seven sterling silver trays up to the largest size 
may be readily accommodated. The bottom of each 
notch is lined with a soft leather pad which prevents 
bending or denting the rim of hand-finished trays. 

Several of these are used to show leading sterling silver 
trays as gift suggestions, for tea services, etc., around 
the store. To display the entire selection, is merely a 
matter of escorting the customer to the point, and pick- 
ing up one after another and laying it flat on the nearest 
counter, according to Mr. Davison. There was an imme- 
diate and noticeable increase in tray sales when this 
policy went into effect. “Little things like this simple 
idea count a lot in doing a worth-while merchandising 
job,” the management pointed out. 


of shelving 
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FROM STOCK TO FILL YOUR 
CHRISTMAS NEEDS! 


Here's a list of 


Benstock Men’s Quality Rings — 


Benstock Bellringers —- that we can ship to you 
today! Wire or phone us for a memorandum. 


selection —you'll have 
your rings tomorrow! 


@ Tiger Eyes 

@ 2 & 3-Color Cameos 

M@ Genuine & Synthetic 
Birthstones 

M Masonic Ruby and 
Onyx 

B initial Onyx 

@ Zircons 

® Diamond or Plain 
Onyx 

@ Genuine Hematites 


Cea eie 


NOTE TO RETAILERS... 
Contact your wholesaler 
now --be ready for you. 
Christmas rush tomorrow! 


=. the initial of a profitable friend 





73 W. CHIPPEWA ST. 


BENSTOCK 
RING MFG. CO. 


INCORPORATED 
WA 7700 BUFFALO 2, N. Y. 
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ANOTHER BEAUTIFUL 


MM pworth 


POWDER CASE 





(Creren by leading fashion and heauty editors 


from the new powder case collection. 


WADSWORTH WATCH CASE CO., DAYTON, KY. 


Sell Locking Ring Sets 
by Using 
C.&G. Dual Ring Clasps 


You can apply the C.&G. 
Dual Ring Clasp to any 
wedding and engagement 
rings, locking them 
together. 


Easily Applied 
Just Clamps On 
No Soldering 


@ Holds Engagement 
end Wedding Rings 
Side by Side in Up- 
right Position 

© Comfortable — No 
Rough Edges 
Prevents Rings from 
Turning on Finger 

© Prevents Wear Be- 
tween Rings 


Guaranteed against 
Patent No. 2281231 Breaking or Cracking 


RETAIL PRICE $2.75 
(Attractive Dealer 














Newspaper mat of the C. & G. Discounts) 
Dual Ring Clasp (as shown) 
finished free. Order Through Your 


Material House 
lienufactured by 


CAMPANA & GOETZ 


704 Market Street San Francisco 2, Calif. 
Wholesale Distributor 
M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
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“Extra Service Builds Volume 


Offering a simple repair job on watches while the cys. 
tomers wait is increasing the store traffic at Lynlee’s 
Jewelry store at 512 West Wisconsin Avenue in dowp. 
town Milwaukee. 

Myron Gottfried and Joseph Blatt, the partner-owners 
of this small, smart store, opened it back in April of 1946. 
and because there were many other fine jewelry firms 
located in the same neighborhood, they realized tha 
they would have to offer something special to people 
which the other stores did not, in order to interest them 
enough as to bring them inside the store. Once inside. 
the men knew they could depend on their fine displays 
to build impulse sales. | 

They hit on replacing watch crystals since they knew 
this would be an obvious need of many passersby. Myron 
and Joe knew that many people are so used to the feel 
of a watch on their wrists that they feel lost without one. 
Consequently, any store that could replace the crvstal jm. 
mediately would get more business! 





Customers flock to Lynlee's for emergency watch repairs. 


This, then, was to be their bit of “extra” service on 
which to build a steady stream of store traffic. To an- 
nounce this service to the public, Myron put a large 
black and white sign high up on the outside window, 
stating “Watch Crystals Fitted While You Wait.” 

An announcement in the Milwaukee Journal on 
Wednesdays and Fridays repeated this theme. A simple, 
one column, one inch deep ad used the same wording as 
the window ad. 

Resulis were obvious at once. People going by 
dropped in to have their watch crystals replaced when 
they saw the sign; and others coming from further away 
told the partners they had come because of seeing the 
ad in the papers. 

As the store traffic grew. Myron and Joe made use of 
their modernistic blonde wood and glass show cases to 
display four distinct kinds of merchandise. The first 
section nearest the door showed watches, for that is what 
brings most buyers into a jewelry store. The second sec- 
tion holds semi-precious je » iry such as birthstone rings 
and bracelets. The thir:: shows compacts and tie pin 
sets and similar gift items; and the fourth section of this 
thirty-foot long case is devoted to attractive costume 
jewelry since those are good items for impulse selling. 
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"Public Relations Program" Builds Sales 


A continuous “public relations program” which has 
constantly built sales volume for Perel & Lowenstein, 
Memphis, Tenn., consists of sending local housewives 
clippings about themselves which appear in any of several 
newspapers. 

Under the program, which was developed more than 
10 years ago, the store has built up one of the most novel 
direct mail ideas utilized by any jeweler. 

“We reasoned a long time ago that almost everybody 
likes to see his or her name in the newspaper so long as 
it is a complimentary reference,” Philip Perel of the 
management, said, “and at the same time, we recognize 
the fact that many people, busy with running a home, a 
business, etc., do not notice items about themselves which 
appear in newspapers. Therefore, in order to build good- 
will, and incidentally encourage the customer to come in 
and shop, we simply developed a plan whereby we mail 
such clippings to the people they are written about——and 
in such a way that they cannot fail to appreciate it.” 

The public relations program is operated by one full- 
time office employee of the store. Each morning, the 
girl in charge goes through all newspapers of the evening 
before and the morning at hand, clipping out any and 
all news items, announcements, write-ups, etc... which 
refer to local citizens. It doesn’t matter whether the an- 
nouncement simply states that Mrs. A. B. Blankenship 
has been elected to the presidency of a North Memphis 
flower club, or that Miss Eileen Rogers has announced 
her engagement to Harry Clark, etc. So long as the clip- 
ping contains the name and the Perel & Lowenstein store 
can locate the address, it will be used. In this way, any- 
where from 20 to 100 of them may be mailed daily. the 
store's only insistence being that the clippings must be 
of a congratulatory or complimentary nature. 

“There is no limit to the number of clippings which 
may be used in this purpose,” Mr. Perel said. “Our local 
newspapers are constantly running small filler items 
which are ideal for the purpose. Many of them are 
printed in obscure corners of the newspapers, where the 
person referred to might never notice it. We feel that 
by scanning the papers and collecting these, we are doing 
the customer a real service.” 

Each clipping, after being snipped out of the paper. 
is pasted in the center of a novel French fold folder 








Strasburg's In the Movies 





When a motion picture company wanted a setting for 











in beauty 
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From the day it was announced the Marsh Duo-Temp 
stole the show in the big, growing indoor-outdoor ther- 
mometer field. Now it has been completely restyled as 
one glance at the illustration will tell you. But no camera 
could do it justice: The dial is rich dubonnet with gold 
letters and pointers; the case a contrasting beige gray in 
modern styling and gleaming plastics that will grace 
any interior. 

Yes, in its new dress all the features that have distin- 
guished the Marsh Duo-Temp take on added sales appeal. 
It is the only fully mechanical indoor-outdoor thermome- 
ter. It has no hard-to-read, easily broken glass tubes. 
Instead it shows outdoor temperature on the top scale and 
indoor temperature on the bottom scale as clearly as a 
clock tells time. 


¥% Supported by national advertising! 


The story of Duo-Temp is being told in House & Garden, 
House Beautiful, Field & Stream, Science Illustrated and 
similar magazines. Larger advertising is under way this 
year. Duo-Temp has a quality package to match the instru- 
ment and excellent point-of-sale circulars are available. 


% Value far beyond its price! 


No one who looks at Duo-Temp guesses its remarkably 
low price made possible only by large-scale production 
through mass-precision methods developed in the new, 
ultra modern Marsh plant. 


Duo-Temp measures 358” square. Retail price 
complete with outside bulb and _ tubing. 












a forthcoming picture “An Orchid to Mr. Jordan,” they 
chose the front of Max Strasburg’s Hollywood store as 
that of an outstanding example of a jewelry store front. 
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Don't Miss the Big, New, 


Supplement . ae 


of Our 25th 


Anniversary 
Catalog 


It’s packed with 
ideas and values on: 
@ Jewelry © Watches © Boxes ® Displays 


© Watch Materials © Watch Cases ® Move- 
ments @ Jewelers Supplies and Findings, etc. 





WHOLESALE JEWELERS 





5 SOUTH WABASH AVENUE, CHICAGO 3, ILL. 
220 WEST FIFTH ST., LOS ANGELES 13, CALIF. 








WATCH SALESMEN 


WANTED 


1949 





Established substantial importer of na- 
tionally known line of quality Swiss watches 
has openings for experienced men with 
proven background in selling good jewelry 
stores in Southwest — Mountain States — 


New England. 


Write giving full background and 
experience. 


All inquiries held in strictest confidence. 


BOX D. 1863 


JEWELERS’ CIRCULAR-KEYSTONE, 100 E. 42nd St., N. Y. 














which the store has developed specifically for the purpose, 
Printed in deep blue and pink, the folder consists of 
three sections, with the clipping pasted on the inner rear, 
behind two diagonal flaps. The folder itself folds neatly 
double, to form a mailing piece, requiring only a 114,¢ 
stamp. Thus folded, the front reads “Here is the lateg 
newspaper clipping about you’—which is, of course, 
a sure-fire method of awakening the recipient curiosity, 
The same message is duplicated on the back in blue type. 
reading this time “Inside is a newspaper clipping about 
you, from Perel & Lowenstein’s, Jewelers, Memphis. 
Tenn.” | 

Results have been excellent ever since the idea was 
first put into progress, according to Mr. Perel. For one 
thing, scarcely a day goes by without grateful telephone 
calls from people who have received clippings about 
themselves in this way, wishing to thank whoever took 
pains to send it to her. “More important,” Mr. Perel 
said, “we have women brought in by the program, who 
want to thank us in person. This gives us an opportutnity 
to introduce the person to our store and to get her name 
on the permanent mailing list.” 





"Glamorized" Appliances Make Sales 


Sales of more than one hundred small electric “traffic 
appliances” per month, at a time when electrical dealers, 
department stores, etc., consider them a “drug on the 
market” have been achieved by Kirk Jewelers, Inc., 26 
N. E. First Avenue, Miami, Florida, through a clever 
means of small appliance presentation. 

“Of course small appliances have a place in the jewelry 
store,’ Julian Newbauer, president of the store and a 
veteran of many years on the road as a wholesale jewelry 
salesman, pointed out. “As long as they are concentrated 
in the better price lines, from famous nationally-advertis- 
ing manufacturers, and presented in the right way. If the 





Acetate packages "glamorize" appliances at Kirk Jewelers, 
Inc., Miami, Florida. 


jeweler isn’t careful, stacks of small appliances around 
the store can give the whole operation a bad appearance— 
particularly where loose cords, price tags, etc., resembling 


the housewares department of a hardware store, are visible. 


Correctly handled, however, small appliances show 4 
larger markup than do many jewelry items, and have the 
added appeal of being useful to most customers for their 
own lives, or ideal for gifts.” 
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Mr. Newbauer’s method of “glamorizing” his small 
appliances has been to show them spaced around the 
counters of his brand-new Miami store in clear acetate 
plastic boxes. Only one of each item is shown at a time, 
for example, a percolator in one, waffle-iron in another, 
toaster in a third, and so forth. Mr. Newbauer decidedly 
does not believe in mass display when it comes to small 
appliance merchandising. Therefore, there is always a 
wide separation between duplicate items. 

The clear plastic boxes, which Mr. Newbauer had spe- 
cially made up for the purpose, protect the small appli- 
ances from dust, and give them a “deluxe gift atmosphere” 
which appeals particularly to women. “Actually, a lot of 
women want to buy the clear plastic box along with the 
appliance itself,” he smiled, “which we would like to do, 
but cannot, because of the difficulty of having them fabri- 
cated. However, the plastic case does give the effect of 
individualizing the appliance, and shows the world that 
we recognize it as a jewel among trafhc appliances.” 


Salespeople follow up on this atmosphere by pointing 
out deluxe features of the small appliance, the fact that 
it makes a useful gift for an entire family, which will 
“keep on giving’ for many years. Thus, potent suggestion 
selling, plus this clever display makes small appliances 
extraordinarily profitable for the Florida store. 





Platinum Jewelry "Made While You Wait" 


Custom-manufacturing of platinum jewelry, 90 per 
cent of which is designed in the store and fabricated 
“while the customer watches,” is an unusual specializa- 
tion which has produced many advantages for Ginsberg 
Jewelry Co., Reno, Nevada. 


Perhaps the most unusual feature in the custom manu- 
facturing of platinum jewelry by the store is the fact 
that it is located in the heart of Reno’s famous “silver 
district” where many gift shops, jewelry stores, etc., 
feature hand-hammered silver jewelry, Indian silverwork, 
etc. “However, we have specialized in platinum jewelrv 
manufacturing for the entire 35 years of our existence,” 
Harry Ginsberg, head of the store, reports. “We chose 
the metal at first because it was at that time a comparative 
rarity, and have found that a sufficiently large market 
for platinum work has existed ever since. Naturally, we 
can fabricate silver custom jewelry if desired, but the 
majority of our requests are for platinum.” 


In the rear of the store is a handsome, well-equipped 
shop, which has employed two expert manufacturing 
jewelers for many years. Air conditioned and well 
illuminated, the shop includes every type of small-scale 
metal working equipment available, including grinders, 
polishers. drill presses, miniature forges, etc. It is not 
unusual for one of Ginsberg’s master craftsmen to spend 
as much as 16 days on the production of a single piece 
of jewelry—so intricately worked-out are many of the 
designs for brooches, rings, clips, etc. As might be 
expected, the store specializes for the most part in the 
production of platinum wedding rings. 

Raw platinum stock for the shop is brought in blanks 
from the Ural Mountains of Russia, approximately 
$15,000 worth at a time, to be transformed into custom- 


styled jewelry approved by the customer before manu- 
facturing. 
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EUREKA 
Silverware Containers 


EUREKA ROLLS AND BAGS 
not only are a protection to fine 
silverware but also a lasting ad- 
vertisement of your store. They 
are made in attractive colors, 
smartly styled... sizes to hold 
all flat and holloware items. 


We can supply these also in the 
widely advertised Pacific Silver 
Cloth (brown color only) which 
is guaranteed to prevent tarnish. 

Eureka Rolls and Bags have 
long been used and recom- 
mended by leading silversmiths. 


EUREKA SILVER 
CHEST .. . Big, roomy, 
designed to hold more 


No. 81] 


pieces, with special rack 
for carving or steak set. 
Made entirely of heavy se- 
lected wood finished in 
walnut or mahogany, solid 
bronze cover lift. 

Outstanding value . . . to 
retail for $10.00 





New Eureka catalog now available 
Send for yours 





Patera tap: 





EUREKA MANUFACTURING COMPANY 
MAKERS OF SILVERWARE PROTECTION 
TAUNTON, MASSACHUSETTS 











Bookkeeping Simplified 


A practical system of record-keeping is an important requisite 


to the profitable operation of a business. This is the third in 


a series of articles on simple bookkeeping for the retail jeweler. 


OQ you know how much merchandise you purchased 
during last month? Where you purchased it? For 
exactly how much? 

Do you know how much was bought for each section 
of your store? How much you now owe to each whole- 
saler and how much you have paid? Did you pay in time 
to take the cash discounts? Do you know the due dates 
of invoices still unpaid so that they can be paid in time 
to earn the percentage discount? 

Accurate books that are simple to keep can tell this 
vital information at a glance. This month, lets look at 
keeping records of merchandise and equipment pur- 
chases and the inventories on which accurate purchasing 
and evaluation of sales policies depend. 

Merchandise invoices received from wholesalers should 
be filed in a “tickler,” which is a file set up by date. Since 
cash discounts are important—l per cent in ten days, 
while appearing to be a small figure, mounts into 361% 
per cent yearly—bills should be paid promptly. Orderly 
procedure calls for their being paid when due, but not 
necessarily before. That’s where the tickler file comes in. 
A riffle through the day’s date reveals each invoice that 
is due so it can be paid promptly. 

A tickler file can be anything from a cardboard box 
to an elaborate card file box or even a filing cabinet. A 
good procedure is to insert thirty-one folders. As an in- 
voice is received, it can be placed in the folder cor- 
responding to the due date. A quick examination of the 
folder of the day, done at the beginning of the day’s 
business, reveals invoices that must be paid. 

When stock is received, it should be checked carefully 
against the invoice. Order clerks being human, mis- 
takes happen occasionally in wholesalers’ shipping rooms. 

When an invoice has been paid (but not before), the 
sum should be entered on the master control sheet of the 
one-book system. 

If the invoices are kept only the usual ten days before 
being paid—and good business practice dictates prompt 
payment—a quick check of only ten file folders gives the 
complete amount due wholesalers at any time. 

Equipment payments. however, are different, as expen- 
sive jewelry store fixtures are often purchased on long 
term credit. The Department of Commerce. in an advice 
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book. points out that “You should know what your costs 
are on your present equipment. These costs should be 
stated as so much a year, and should include annual 
repairs and maintenance (for example, the electricity re- 
quired if any), and each year’s proportionate share of 
the original cost. An estimate should-also be made of 
these elements of expense for new equipment. 

“The difference between the total annual cost of the 
present equipment and the estimated total annual cost 
of the new equipment, plus any savings in other store 
operating expenses, will show you whether you can expect 
to reduce total store operating expenses by buying new 
equipment. A comparison of the annual reduction in total 
store operating expenses with the cost of the new equip- 
ment will show you whether the purchase of the new 
equipment will be profitable. If the annual savings in 
store operating expenses will “pay for” the new equip- 
ment within a few years, then the savings in operating 
expenses in the remaining years of the life of the equip- 
ment will be a clear profit. 

“The new equipment may not result in any savings in 
total expenses, but may even cause an increase in annual 
operating expenses. However, if the equipment is ex- 
pected to bring more customers into the store, and thus 
to increase the sales volume, the purchase of the new 
equipment may still be profitable. If the expected annual 
increase in dollar gross margin (resulting from the w- 
creased sales) is sufficiently greater than the expected 
annual increase in dollar operating expenses, then the 
purchase of the new equipment may be profitable.” 

Depreciating these store fixtures is simple. Take. for 
example. a counter that cost, let us say, $1,000, and which 
is expected to last for five years. At the end of that time, 
it is estimated that the counter will have a trade-in value 
of $100. Dividing $900 by five years, the expected life 
of the fixture, we get $180. That is the annual deprecia- 
tion. At the end of one year, your investment in the coun- 
ter is $720. At the end of two years, it is $540. At the 
end of five years, it is zero. 


(Please turn to page 276) 
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Srerine FLATWARE 
PATTERN INDEX 





ee | dail 
Here Are All the be decane 
All Books are sold ANS: WERS eae 


Remittance With Order 


An absolute necessity in tracing patterns to be matched. An excellent means of 


suggesting pattern names to customers. 














The illustrations are printed exact size on fine coated paper. The pattern names. | 0 tf d es 
printed on ledger paper, are arranged alphabetically under one combined index— y ours 
and again according to companies using them. It is arranged im loose leaf form T d | 
with a durable cowhide leather ring binder. 0 ay 
THE JEWELERS’ CIRCULAR-KEYSTONE ——~" 
100 East 42nd St., New York 17, N.Y. BN a. sca ucanexassecnandpochwnsevenes 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
: Send THE STERLING FLATWARE PATTERN INDEX. Remittance $..000000000.0.0.0.0.00.0ccccccsscone is enclosed. 
| We want the complete set with binder O 
We want the complete set without binder [] 
| Without binder, $15.00 PII sans sss ca ansiesigasiclgicadscptnnnets el SnslSebah Reambebaicdadisaiaatiela: sa haa 
| ithout binder, ° 
| PRICE With binder, $20.00 Te iisississisicinannsaisataiihbecestse Aids ceceica tal Cali 
Binder only, $6.00 II incack shina sheiensessictenncsbgengniatanendainapamnintebeithitaia ibteamaaiin 
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1. Among new pieces in the "American" pressed glass line 
are this 6!/2"" wedding bowl with cover; footed mayonnaise, 
ladle; 3-pc. jam set. Fostoria Glass Co., Moundsville, W. Va. 


2. Two large ash trays in Bethwood Royal China decorated 
with flowers on rose or turquoise background touched with 
coin gold; mounted in gold-plated hand-made filigree frame. 
From Beth Weissman, Inc., 49 West 23rd St., New York. 


3. Sterling silver vegetable tongs fastened together with sil- 
ver rivets, handles of genuine ebony; |1!/2" long. Made by 
Relda Sterling Products Co., 43 E. Palm Ave., Burbank, Cal. 


4. Jumbo cups in translucent eggshell Bonzi Porcelain, avail- 
able at $30 a dozen, and egg cups at $12 a dozen. Distri- 
buted by Robert Coslette, 710 West 7th St., Los Angeles. 


5. Designed by the head of Venetian School of Glass Art is 
this bowl with birds in heavy Murano glass; 5!/2" x 7"; retail 
$23.50. A. J. Van Dugteren & Sons, 5 West 57th St., N. Y. 


6. "Rice Cultivator" figurine in chartreuse or shadow gray 
734" tall; $15 a dozen. Tray 15'/4," long, in various colors, 
$30 a doz. By Roselane Pottery, 249 Mary St., Pasadena, Cal. 
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mong the latest and most interesting designs 


offered in crystal tableware is the “TIFFIN ROSE”, 


from the laboratories of a pioneer glass manufacturer. 


An intricately graceful pattern that suggests refine- 
ment and poise, “T/FFIN ROSE” comes in a complete 
line of stemware with matching tableware pieces. 

You are cordially invited to write for further 


details and prices. Or, simply cut out this ‘ad 
and mail it with your name on your letterhead. 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of TIFFIN and GLASSPORT Fine Glassware 
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|. George Il reproduction in silverplate on copper, with 
hard metal mounts and borders; tray is 954'' x 65%"; cov- 
ered sugar bowl, 5!/2"" high; creamer 4"' high. Lifetime ser- 
vice guarantee. From Knight Silversmiths, 385 5th Ave., N. Y. 


2. Swedish hand-blown stemware in the “Nordic” design ($18 
a dozen) and Danish silverware in the "Hannah" pattern 


($64 for 6-pc. setting). R. F. Brodegaard, 225 5th Ave., N. Y. 


3. "Fuchsia" pattern in translucent china dinnerware, with 
5-piece place setting at $13.50 Keystone; open stock. From 
Flintridge China Co., 380 S. Raymond Ave., Pasadena, Cal. 


4. Safety grooming set for baby, by Joy. Done in pink and 
blue, it contains scissors with safety points and clipette 
with tiny, rounded head. Items also available individually 
in separate cases. From Rex Cutlery Co., Irvington, N. J. 


5. "Toddletime" electric novelty wall clock for nursery or 
playroom; 10'' washable wood face with Mother Goose fig- 
ures in full color; retail $7.95. By Haydon Mfg. Co., Torring- 
ton, Conn., a subsidiary of General Time Instruments Corp. 


6. Commemorating California gold rush, new collector's 
bells cast in bell metal, burnished to resemble native gold. 


From California Bell Co., 708 S. Marengo, Alhambra, Cal. 
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1567 Merchandise Mart. . . Chicago, Illinois 
Designed by Harper Richards 






PLATE GLASS 





In the new Chicago Service Showroom, you will see 


a variety of backgrounds which may help in selecting 





colors and textures most effective for your department. 


TEXTURE (—4 ¢ For instance, here are some interesting treatments: 


e Plate glass, the back surface of which is painted in deep 


tones, is an excellent and easily cleaned background. 


e Rough texture fabrics, in the deep shades, effect a rich 
contrast for the occasional dramatic displays. 

e Painted backgrounds, which are easily and inexpensively 
changed from time to time, help brighten up your 


depart ment. 


e However, since colors appear different under varied 


lighting conditions, it is best to select your final colors 





after your lights have been placed. 


Tk PAINTED WOOD 


e Your entire department provides the background for 





elassware displaved in the open, see-through cases. 


FOR MORE DETAILS COVERING THIS AND OTHER 
DISPLAY SUGGESTIONS, WRITE TO DEPT. C... 





ae 


‘Ostorla 


FOSTORIA GLASS COMPANY 
MOUNDSVILLE, WEST VIRGINIA 


Chicago Office .. . 1567 Merchandise Mart 
New York Office ... 200 Fifth Avenue 





OPEN CASE 
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1. Hand-blown and etched bud vases in Tiffin glass, 6", 8", 
and 10" sizes; in the "Cherokee Rose,” ‘Fuchsia,’ and 


"Cherry Laurel" designs. From U.S. Glass Co., Tiffin, Ohio. 


2. Richly hand-painted fruit plates, designs reproductions 
of Early American prints dated 1832, on embossed shape with 
gold bands, retail $90 a dozen. Teas and after-dinners to 
match. From Castleton China, Inc., 212 Fifth Ave., New York. 


3. A Maggi Lewis design—silverplate and glass shrimp server 
and centerpiece in Georgian style for formal settings. 
7" high overall, with 10" and 5!/2"" bowls, $65 retail, includ- 
ing tax. From Olde Silver Classics, 62 West 56th St., N. Y. 


4. Horse model from Tru-Art line in new bronze-glow finish 
gold-color in appearance. Ash trays and book-ends in same 
finish. From Trophy Craft Co., 249 N. Reno St., Los Angeles. 


5. Heavy Lucite snack tray hand-etched in wheat or lily-of- 
the-valley design, 12" x 8", retail about $6. 6" canape tray 
with indented ring; retail about $2.25 each. Without ring, 
about $1.65 each. From Clarice Unger, 225 5th Ave., N. Y. 


6. Hand-painted in pink, yellow, blue and celadon enamels, 
this "Chinese Tree" pattern, with its Oriental styling, is 
done on the Majestic shape in Booth's dinnerware from Eng- 
land. From Midhurst Importing Corp., 15 E. 26th St., N. Y. 
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HANDSOME GIFTS 
IN LEATHER BY 
BARBARA BATES 


Millions of customers and thousands of jewelers know Barbara 





Bates for beautiful Manicure Gift Kits. 


NOW—in addition—a line of fine gifts in leather, made by 


Barbara Bates’ own skilled craftsmen. 


ADVERTISED NATIONALLY—in Good Housekeeping, Esquire and 
other important magazines, always with the Barbara Bates 


slogan.. 










<e Ot, Miuag oe 
Graraeed by > 
Good Housekeeping 


“Midas Mesh” is 
back again! 





Thousands of jewelers welcome 
this tremendous pre-war seller 
—now more beautiful than 
ever. Manicure Kit in golden 
mesh covering with fine gold- 
plated implements. Retail 


$17.50* 
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Billfolds and Pocket Secretaries. 
Retail $7.50* to $17.50* 





Writing Case for the letter writer. 


Retail $9* 





Passport Case, stamped in gold. Retail $9* 





Traveling Flasks with case, gold-plated 
jigger top. Retail $4* and $4.75* 


ego a 


Utility Kits, gold-plated manicure 





implements. Retail $7* to $10* 





“Treasure Trove” Jewel Box. Retail $10 eam Gifts for Men. Retail $1* to $10* Tie Cases keep ties smooth. 


Retail $6* and $7* 


*Plus 20% Fed. Tax 


C. J. BATES & SON 


366 Fifth Ave., New York 1, N.Y. 


Factory at Chester, Conn. 
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Hand-decorvalid Demi Tasse Sole uv 






















































Wnitz io comp lal descriptive 
Catalog and Price List today. 


Bath Wi eissmam, Inc, 49 West 23nd S tree How York 
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by MADELINE LOVE _ 


_ pattern for the early 1949 gift shows is beginning 

to take form, with dates for many of them announced 
this month. Leading off are three shows in the same 
week-—January 10 to 14—two china and glass shows in 
Pittsburgh and the lamp show in New York. The lamp 
show will be at the New Yorker, as usual, and the ap. 
nounced dates are the final word in a lengthy debate over 
a proposed change, due to conflict with the Pittsburgh 
shows. But other commitments at the New Yorker made 
the change impossible. 

Following the Glass and Pottery Exhibit at the William 
Penn Hotel and the Keystone China and Glass Show at 
the Fort Pitt Hotel, in Pittsburgh, there will be the South. 
eastern China, Glass and Gift Show set for January 18 to 
21 in the Municipal Auditorium in Atlanta, Ga. The 
California Gift Show is to be held January 23 to 28 at the 
Brack Shops, the Merchandise Mart, the Alexandria Hotel 
and in individual showrooms in Los Angeles. 

Chicago will have its gift show at the Palmer House 
from January 31 to February 11, and on the same dates 
the Merchandise Mart there will stage its china, glass and 
gift market. Another West Coast show is set for Febru- 
ary 6 to 10 at the San Francisco Civic Auditorium and the 
Western Merchandise Mart. when the Western Merchan- 
dise Exhibitors conduct their gift, toy and housewares 
display. 

The New York Gift Show is scheduled for February 21 
to 25 at the New Yorker and the Pennsylvania Hotels, and 
on the same dates the 225 Fifth Avenue Association will 
hold its market week at the giftware building.. Following 
these is the Boston Gift Show at the Statler Hotel, from 
March 7 to 11, with the Parker House Gift Show set for 
the same time. The Philadelphia Gift Show will be held 
March 21 to 25 at the Benjamin Franklin Hotel, while 
the New York Stationery Show is scheduled for May 15 to 
20 at the New Yorker Hotel. 


AKING his first visit to the United States is Spencer 
+ Copeland, son of Ronald Copeland, chairman of the 
Spode Works in England. Mr. Copeland is a director of 
the company, and his primary interest is in technical 
research and product development. He is the first member 
of his family to come to this country since 1938. Before 
that, his father had been a frequent visitor here and was 
well acquainted with many leading retailers. 


NCREASES in the price of hand-made glassware, 

prophesied here last August, are a certainty now, 4s 
you probably have found out by this time. Glass workers 
were eventually given a 10-cent-an-hour pay rise, after 
weeks of negotiation, and the amount of the increase 
made it impossible for the factories to absorb it. The 
situation is not a happy one for manufacturer, retailer, or 
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Cards and they're sold.” There are good reasons for Guild 
selling on sight . . . the lovely crystal-clear plastic case, and 
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prefer Guild Plastic Coated Playing Cards. Write us for our complete line catalog. 


MESTERN PLAYING CARD CO. ° RACINE, WIS. 


DIVISION OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, WORLD'S LARGEST 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 


SPODE) Fine English Earthenware 
| eneay| 
ENGLAND 


(COPETARCS Crue English Bone China 


Lowestoft Stone Ching 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


@ 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y 


























Smportant Holiday ass 


Despite the fact that this has been Silver 
City’s busiest year, with gross sales almost 
double those of the preceding twelve months, 
we still have available for prompt shipment 
to you virtually all items in our regular lines. 


Silver City’s Sterling-on-Crystal in the beauti- 
ful ‘‘Blossomtime”’ and “Vintage’”’ patterns sell 
on sight to discriminating gift buyers wherever 
they are shown. Don't miss this high-quality, 
high-profit business this Christmas. We can 
make shipment of your order in time for your 


holiday business. 


If you have not received a copy of our 


new general catalog send for one today. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 




















consumer, but most manufacturers are trying to keep the 
increase down to the lowest possible level. 


; hws collection of Wedgwood ceramics which was 

brought over from the factory’s museum in England 
and has been on exhibit at the Brooklyn Museum since 
last April, is now on a tour of leading museums in this 
country and Canada. For the tour, the group of items 
has been divided into two sections, one section going first 
to Cleveland and then on to Dallas, St. Louis, San Frap. 
cisco, Omaha, and Boston; and the other beginning with 
Montreal and going from there to Toronto, Memphis, and 
Des Moines. The tour of the first section will not be cop. 


cluded until December 5, 1949. 


RS. BERTHA KNIGHT, of the Hudson Commercial 

Co., New York importers of Knight glass and 
ceramics and Royal Vienna Augarten china, is in Europe 
visiting the various factories represented by her firm. 
She expects to spend about two months in Holland, 
Austria, Belgium, England, and the U. S. Zone of Ger- 
many, arranging for new items for early in the coming 
vear. 





Bookkeeping Simplified 
(From page 266) 


It is necessary to know how to depreciate fixtures in 
order to figure up the year-end profit and loss statement 
upon which income tax payments, among other things, 
are based. 

To arrive at an accurate profit and loss statemen', it is 
necessary to have beginning and ending inventories for 
the period. A simple inventory form can be made by 
ruling a large sheet of paper vertically and horizontally, 
and assigning merchandise item names to the vertical 
columns. Then the periods at which inventories are taken 
—weekly, monthly or whatever is the store practice-—are 
marked on the horizontal lines. At a glance, this form 
shows what the inventory was at any given pericd. It 
indicates when stocks are getting low, when there is too 
much of an item on hand. 


GROSS WAGES ENTERED 


There is one last item which must be entered before 
figuring the profit and loss statement. This is wages. 
The record should show the gross wage paid; the amount 
deducted for Federal old age benefits; the sum (if any) 
taken out for state social security; the income tax with- 
held from wages; the net salary. 

The amount which is entered on the final profit and 
loss statement is the gross wage paid. However, the other 
information is necessary in filing quarterly social security 
and withholding tax returns for the Collector of Internal 
Revenue. 

Next month’s issue will detail how to make a profit 
and loss statement and how to use this in filing income 
tax returns, as well as pointers om what deductions may 
legally be taken off the gross income for tax purposes. 

(To be continued) 
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Here’s the deal ver 08" 
in a nutshell—the sre Fre 
53 piece set costs pes* 
$20.75 packed— a 
they retail at $39.95 cote yen 
—with an opening ” 
order of 12 sets we orem 
supply you a display Sa ot ? 
rack gratis. Delivery at nots 

ence. Terms, net FOB | 

__New York. get"g 2¢ 









Fine Translucent Dinner Sets BY VITRIFIED Promotional 
| } “HINA 
Tray Sets—Tea Sets de Dinnerware 


Promotional Merchandise 
Dinner Seis—Tea Ware—Cake Sets 
Service Plates 
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This engraved shield available in complete line 


Retail $18.00 per doz. (Keystone) 
BROCHURE ON REQUEST 





—Hope Glass Works 


ESTABLISHED 1872 
Fine Cut and Engraved Crystal 
East Providence e Rhode Island 








CHRISTY 
Sliding Slade 


@ “Give a mana knife 
he can ase!’’ And here 
it is...a gift item that 
sells itself instantly. 
The gift purchaser 
knows the Christy 
Knife and Christy 
quality ... both have 
been NATIONALLY 
ADVERTISED for 
years. 


NOW IN SMART 
NEW BOXES 


... for even greater 
sales appeal. Small, 
neat black and gold 
tabs display name and 
nationally advertised 
price. Gift cards and 
other sales aids 
available. (Approx. 


24 actual size) 


rolled gold plate 
‘“ DELUXE 





® Thin, trim and amaz- 
ingly useful . .. fine In handsome 

enough for any chain, gift box. $3.00, as 
or to carry loose. $2.50, $1.50, plus tax os, 


(Handy for ladies’ (Also in Stainless Steel STANDARD Model, 
purse, too.) It SELLS! 


attractively boxed, retail $1. 


Make sure you have ample stocks of the 
Christy Sliding Blade Knife for added profit. 
Order from salesman or jobber. 


THE CHRISTY CO. 








Fremont, Ohio 











Now Available —The New Chandler 


STAND FOR MOTOR & LATHE 


Greatest Space Saver 
Biggest Labor Aid 
For the Working Jeweler 





Adjustable 
Motor Stand 








6 Easy 
Adjustments. 
Moves to any 

Position. 

Fits Every 
Working Need. 
Makes Every 






Y e Job Easier. 
yD Shipped 
_ $9.7 5 Soamahd 
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10 DAYS 
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in Attractive Crinkle Black or Neutral Gray 


Fitted to every requirement of the modern, efficient, work- 
ing jeweler. Designed, perfected and manufactured as 
the result of exhaustive experiments on the actual jewel- 
er’s bench. Try the Chandler Stand on your own jobs for 
10 days free trial — let it prove its value! 


SALES DIVISION 
CHULA VISTA MFG. CO., Inc. 


BOX 181 CHULA VISTA, CALIF. 














FREE TRIAL 











USEFUL AND HANDY 
FOR THE WATCHMAKER 


Keystone Watch Repair 


$2.75 
Postpaid 


Record Book 


THE JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 


Check or money orders must accompany all 
orders. Do not send cash. 
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43rd Edition .. . 


comprising 50 years of directory 
experience in the jewelry trade... . 
entirely revised and brought up-to- 
date .. . in one handy, pocket-sized 
volume. 

The original, authentic directory 
of jewelry items, related products, 
and services entering into the jewelry 
. completely catalogued 


industry . . 


and indexed for your convenience. 


PUBLISHED BY 


The J ewelers” 
Circular- 
Keystone 


100 East 42nd Street, New York 17, N.Y. 
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ORDER YOURS NOW! 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd S? 
New York 17, N.Y. 


Attached is my $2.00. Please send me my copy of the new, 
revised Jewelers Buyers Directory. 


NAME _____ ainimeatiin 





STREET 
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CITY ZONE STATE 
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NATION'S RETAIL JE 
MARCH WITH ‘WATCH 





Preliminary Spot-Check Indicates Nation-Wide 
Retailer Cooperation in Second Large Scale 
Promotion Organized by Jewelry Industry Council 


Early reports on “The 1948 Watch Parade,” received just as this issue of 
JC-K was going to press, indicated widespread and enthusiastic participation 
by retailers and gave every evidence of the success of this first nation-wide 
promotion of watches and watch attachments. 

These first reports were based largely on flash surveys made in New England. 
Philadelphia, Cincinnati and New York, and newspaper advertisements and | 
other information sent in by retailers to the Jewelry Industry Council, organizer 


of the Watch Parade. 


Albert E. Haase, Executive Director of the Council. said 


that a canvass of retailers was in progress and a subsequent full report would 


be issued at a later date. 


According to Mr. Haase, the observa- 
tions made in New England showed that 
only a very small percentage of stores did 
not have at least some window display tie- 
in with the Watch Parade. This partici- 
pation ranged from small window cards 
supplied by the Jewelry Industry Council, 
to elaborate displays making lavish use 
of special material provided by various 
watch manufacturers. One prominent 
Boston store (Thomas Long & Co.) 
had an extremely attractive and impressive 
display in which the orderly, forward mo- 
tion of a parade was indicated by arrang- 


® 











ing the merchandise on terraced piattorms, 
against a background decorated with clus- 
ters of small silk American flags. 
During the Parade there was marked in- 
crease in the number of newspaper adver- 
tisements featuring watches and watch 
attachments, and the great majority were 
tied-in with the promotion. In some in- 
stances retailers had banded together and 
run ads announcing the Watch Parade and 
containing the names and store addresses 
of those participating. One striking ex- 
ample of this type of activity occurred in 
Cincinnati where a group of 49 retailers 
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took a full-page ad in black and gold. 

The Cincinnati advertisement was the 
work of the Cincinnati Retail Jewelers’ 
Association which is sponsoring an ambi- 
tious year-round program of cooperative 
newspaper advertisements to promote retail 
jewelers as gift counsellors. Their initia] 
advertisement was an attention-compelling 
layout, featuring a half-page size watch 
with gold numerals, above which was 
circled the question in black: “ls Your 
Watch Behind the Times in Style.” The 
attractive ad suggests picking your Christ- 
mas watch gift during the “Watch Pa- 
rade,” and “Let Your Jeweler Be Your 
Guide,” with the members of the asocia- 
tion, together with their addresses, listed 
at the bottom of the page. 

A double-spread appearing in the High 
Point, North Carolina, Enterprise on Oc- 
tober 10th, announced that “every mer- 
chant and employee in the jewelry busi- 
ness in High Point is set for the kick-off 
tomorrow morning at 9:30 A. M.” The 
double page, aside from the general an- 
nouncement copy. contained display ads of 
ten retailers. 

Retailer participation in the 1948 Watch 
Parade was not. of course, limited to the 
cooperative advertisements cited above, or 





PHILADELPHIA JEWELERS USE NOVEL WINDOW DISPLAY AS TIE-IN 





Appropriate watches for all occasions was the theme of S. Kind & Sons’ dur ' 
each window illustrated different situations while the proper watch for each, with descriptions, were displayed 
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window display during the "Watch Parade”. 


Three sketches in 
in front of the sketches. 
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just those advertisements reproduced on : : . 
these pages. In nearly every city of the Krehbiel is Selected To Head Tax Committee 
U. S. one or more retail jewelers devoted 
extensive newspaper space to publicizing Edward Krehbiel was selected as chair- Kenneth I. Van Cott 
the Parade. man of the Jewelry Industry Tax Commit- Victor A. Lambert (Alternate) 
Here are some of the more outstanding tee at a meeting of that body held in New L. J. Rad (Alternate) 
‘nstances which came to the attention of = on October 26th. Mr. Krehbiel, who EDUCATIONAL Jury. Mrrs. Assn. 
the Jewelry Industry Council early in the _ — assume his duties, succeeds G. | A. H. Hicks (Alternate) 
Parade: umnenmanamente had been acting as NATIONAL — or Crepit JEWELERS 
In Philadelphia, Bailey, Banks & Biddle According to an announcement by the rere et 8 
Co, a typical “carriage trade” establish- Tax Committee, which is a standing com- leceeniie inicidiienen 
ment, devoted one of their splendidly- mittee of the Jewelers’ Vigilance Commit- I etc pareaninting 
executed conservative advertisements to the tee, “Under Mr. Krehbiel’s direction active , “OW - .~ eS 
1948 Watch Parade. Four watches were steps will be taken to secure every con- re sages seins wee? 
illustrated by means of line drawings sideration for the industry in obtaining a er . a aor 
against a stippled background. relief to the greatest degree, as soon as AMERICAN JEWELED WRICR Saree Anew. 
In Mitchell, South Dakota, Cotton’s possible, from the burden of the excise tax C. M. Kendig ai 
Jewelry tied-in with the Parade with an which is felt particularly by the retailers. JEWELERS VIGILANCE COMMITTEE 
ad headed: “Is Your Watch Behind the For the best interests of the industry, it is William B. Ogush 
Times in Style?” The pre-Christmas lay- stressed that unity of action is most im- STERLING SILVERSMITHS’ GUILD 
away approach was used, together with portant and the full cooperation of the William F. McChesney 
illustrations of a number of popular industry is asked in furthering the plans of Cuicaco JEWELERS’ ASSOCIATION 
watches. the committee.” Frank Milhening 
“Name” brands were featured in a Twenty-three members and three alter- DIAMONDS 
Watch Parade advertisement for Harry W. nates out of a total membership of 33 were Walter N. Kahn 
Yaseen, Jeweler, in Chicago Heights, III. present at the meeting, held in the room of ASSOCIATE JEWELERS 
A figure of a drum majorette dominated the 24 Karat Club of the City of New York. Henry Peterson ' 
the top half of the ad, with a headline G. H. Niemeyer, temporary chairman pre- AMERICAN STONE IMPORTERS’ ASSN. 
urging: “Join Now—The Watch Parade of sided. Those present were: Leopold Nathan 
48!” Watches by eight different manu- Ex-OF riaaeaeie JEWELRY CRaFts’ AssN. 
facturers were displayed below, in the G. H. Niemeyer — _W. Waters Schwab 
manner of the spokes of a wheel. Copy Maurice Adelsheim NATIONAL WHOLESALE Sirs. ASSN. 
stated: “The Watch You Want, the Names H. A. Goldberg Milton B. Freudenheim : 
You Trust, are at Harry W. Yaseen’s.” AMERICAN NATL. RETAIL JLRs. Assn. Also present were: Messrs. Charles T. 
a James B. Dickey Evans, of the ANRJA; Leo Kaplan and 
_ The Watch Parade, and its significance E. M. Bellman Louis Frankel, of the Diamond Mfrs. Assn. ; 
in connection with Christmas formed the Leo F. Henebry Byron L. Shinn and P. Irving Grinberg, of 
theme of an ad for the Holland Jewelry William Preston, Sr. the Jewelers Vigilance Committee, and 
Co, San Angelo, Texas. The circular, Arthur J. Sundlun Edward Krehbiel. 
script “Watch Parade” insignia dominated 
the center of this ad and, tied-in with it, During the course of the Watch Parade a survey of the use made of radio in pub- 
below, was an illustration of a gift-shop- there was also a noticeable increase in the licizing the Watch Parade. Two manufac- 
ping couple. Nine line drawings of watch number of watch advertisements and the turers, however, were heard peppering the 
combinations (one man’s and one lady’s), amount of space devoted to such merchan- air waves with spot announcements about 
together with identifying descriptions and dise in national magazines. the event urging listeners to visit their 
prices, were ranged around the top and When this issue of JC-K went to press local jeweler during the promotion. It is 
sides of this insertion. there had not been an opportunity to make believed, however, that various retailers 
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COOPERATIVE JEWELERS’ ADS FEATURE OF 'WATCH PARADE’ 
= HIGH POINT JEWELRY STORES PRESENT 
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appearing in gold, and the rest in black, 


Nearly all of the thirteen jewelers in High Point, North Carolina, collaborated in. making this ad, sponsored by the Cincinnati RJA 
Possible this double-page newspaper spread calling attention to the "1948 Watch Parade”. called attention to the "Watch Parade”. 
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Nation's Jewelers March In ‘Watch Parade’ 


IN NEW YORK ... 


utilized the radio in connection with their 
participation in the event. Suggested copy 
for radio use was supplied by the Jewelry 
Industry Council in the “Idea Book” fur- 
nished to the retailers. 

Several examples of letters and other 
direct-mail pieces which retailers had sent 
to their customer lists had been received 
by the Jewelry Industry Council at press 
time, and it is expected that the more 
complete survey now in progress will show 
a substantial use of this method of arous- 
ing customer interest and creating sales. 
The direct mail literature, like the news- 
paper local advertising, in many cases 
stressed “lay-away” purchases during the 
course of the Watch Parade for Christ- 
mas giving. The results of such advertis- 
ing will mean that the actual sales figures 
for the period of the coordinated promo- 
tion will not give a full picture of the sales 
effectiveness until after Christmas. 

Clippings of newspaper publicity notices 
on the Watch Parade were beginning to 
flow into the Jewelry Industry Council 
from various parts of the country indi- 
cating that the total harvest would be a 
large one One such clipping shows 
the Mayor of Houston, Texas, being pre- 
sented with a watch by the Jewelry Divi- 
sion of the Retail Merchants Association 
of Houston. The presentation had been 
made in connection with the Mayor’s ofh- 
cial proclamation of the period from Oc- 
tober 10th to 24th as the “1948 Watch 
Parade.” 

Another clipping announced that Perel 
& Lowenstein, Memphis, Tenn., would con- 
duct a competition with prizes to be 
awarded to the exhibitors of antique and 
unusual watches, the contest to be held in 
conjunction with the nation-wide Watch 
Parade. Prizes valued at more than $2,500 
were to be given and the entries were to 
be on exhibit in the store during the en- 
tire course of the parade. 

The entire industry is awaiting with in- 
terest the final report on the results~ of 
this first coordinated nation-wide promo- 
tion of watches and watch attachments. 

It is well-known that the watch manu- 
facturers were extremely active in support- 
ing the promotion, but the pay-off must 
come from the degree to which the retail- 
ers participated and took advantage of the 
material and other assistance supplied to 
them. As Mr. Haase so neatly phrased it in 
a memorandum to the retailers shortly be- 
fore the Parade got under way. the suc- 
cess of such a promotion lies in “simul- 
taneous action taken within a reasonable 
period of time . . . simultaneous promotion 
that makes the public think watches— 
watches—watches and which, then. accord- 
ing to the strength of the concerted, pro- 
motional campaign, makes a certain num- 
ber of the public buy watches during the 
drive or shortly thereafter.” 

Other major. nation-wide promotion 
scheduled bv the Jewelry Industry Coun- 
cil are the “1949 Diamond Jubilee.” from 
March 27th to April 9th, and the “1949 
Silver Parade.” from May 9th to May 25th. 
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Foster's Jewelers, displaying a variety of watches by a number of different makers, empho- 
sized the pre-Christmas nature of the "Watch Parade" with a small tinsel tree in the center 
of the window. Firm's "Watch Parade" ad was shown in right corner. 





Large map of the world dominated Tilden-Thurber's "Watch Parade" window which pro- 
claimed the fact: "All over the world you need the right time at the right time." A sma 
electric railway, complete with gateman, accented the "travel" theme. 
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UHAA and NAHS Amend Association Rules 
To Strengthen Official Program Operations 





Enthusiastically endorsing higher standards for watchmaking schools, the officers and execu- 
tive board members of the National Association of Horological Schools, at a recent meet- 
ing in Denver, recommended all member schools require successful passage of a proficiency 


examination as a pre-requisite for their student's graduation. 
adoption of a "Code of Ethics" for the schools. 


Other action included the 
Officials taking part are, left to right: 


Arthur T. Johnson, Philadelphia; Forrest Osborne, Memphis; A. F. McGhee, Jersey City; 
Paul Leeds, Chicago; Orville R. Hagans, Denver, and Tod New, Denver. 


Answering the call of Executive Secre- 
tary Orville R. Hagans for an increased 
energy and more productive activity in 
association work, national officers and of- 
ficials of the United Horological Associa- 
tion of America and the National Associa- 
tion of Horological Schools gathered in 
Denver, national headquarters of the two 
groups, early in October to revamp and 
improve their standard method of opera- 
tions. The conference was the most im- 
portant ever held by the 15 year old 
UHAA and the recently formed NAHS. 


Ranging through all association business 
technics, the watchmakers’ group supple- 
mented their streamlined new amendments 
and regulations with a rigorous penalty 
against any future deficiency in their own 
jurisdictional operations. Unanimous ap- 
proval was accorded a ruling which re- 
quires all UHAA officials to make monthly 
reports on activities and progress in their 
respective regions, with the failure of sub- 
mitting three consecutive constructive re- 
ports automatically terminating their tenure 
on the executive board. 

The first primary concentration in the 
conference was devoted to the subject of 
providing a faultless procedure in examin- 
Ing board practices and the currently high- 
lighted proficiency tests. Considerable re- 
cent research by board members resulted 
during the meeting in a program of fur- 
nishing state boards of examiners in watch- 
making with explicitly clear, detailed in- 
struction to aid in examination procedure 
and eliminate any possibility of delay ow- 
ing to misinterpreted regulations. 

While continually determined to stress 
the value and trade importance of the 
UHAA proficiency examination to watch- 
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makers and graduate students, the asso- 
ciation officials eased the pressure of the 
earlier examinations which harried the 
examinee. Future tests will allow more 
consideration for the on-the-job practicing 
watchmaker by splitting his examination 
time into free evening and weekend test- 
taking. Even though a greater recognition 
will be granted the examinee’s difficulties 
and disadvantages while under the pres- 
sure of the two-day examination, the new 
regulations make it clear that the principal 
purpose of the test is to determine the ex- 
aminee’s ability for watch repair service, 
with no relaxing of the previous rigid re- 
quirements. 

New amendments to the examination 
rules permit the acceptance of solid bal- 
ance wheels in examinations, and a five 
seconds greater tolerance of time rate in 
three positions. The new 20-seconds tol- 
erance standard is still more critical than 
state board examinations, and was allowed 
in compensation for short examination 
time, difficult watches and the possibility 
of rough handling in transit of the watches 
used in the tests. A 75 per cent average 
passing grade for both the written and 
practical examinations is maintained as a 
pre-requisite to earning the coveted pro- 
ficiency certificate. 


Further ruling endorsed the recommenda- 
tion of all examination monitors by the 
respective associations or schools conduct- 
ing the tests, and their approval by the 
examining board director. Present re- 
quirements for the paid monitors call for 
strict impartiality and a thorough knowl- 
edge of examination procedures. Greater 
detailed information on the procedures 
will be made available to the monitors 





tor future tests, and a fool-proof filing and 
grading system was instituted for all 
UHAA examinations. 

Additional progress in the meeting re- 
sulted with extensive revision of questions 
in the written examination to eliminate 
any possibility of repetition or ambiguity, 
and the decision to recall all outstanding 
certificates for re-numbering. 

A publicity set-up was formed whereby 
watchmakers successfully passing the pro- 
ficiency examination are to be accorded 
public recognition for their proven ability. 

NAHS officials adopted a code of ethics 
stressing training facilities and student re- 
lations for all member schools. A resolu- 
tion was passed urging all member schools 
to offer every incentive to their students to 
submit to the UHAA proficiency test. A 
number of schools have advised UHAA that 
they are now requiring their students to 
take the examination as a pre-requisite for 
graduation. 

The UHAA meeting resulted in a pro- 
gram of increased public relations and edu- 
cational efforts; availability of its techni- 
cal releases and bulletins to NAHS mem- 
ber schools three months after the original 
release to association members; and de- 
tailed plans for the annual joint conven- 
tion of UHAA-NAHS. 

An entirely new feature of the public 
interest-minded conventions sponsored by 
the two associations will be a horological 
exhibit, embracing the whole industry and 
the first feature of its kind to be presented. 
Affiliated with UHAA-NAHS, the exhibit 
has already received pledges of cooperation 
from the leading manufacturing and mate- 
rial firms for its inauguration. Outstand- 
ing speakers, clinics and technical forums 
will be features accorded high attention 
for the 1949 convention, to be held May 
19-22 at the Sherman Hotel, Chicago. An 
additional convention attraction will be a 
special clinic for students, plus the regular 
student workmanship competition. 

The Denver conference has drawn to- 
gether the outstanding association officials 
and watchmaking trade leaders on a na- 
tionwide_ scale. 


Opens New Store in Vancouver 


D. E. Hutchinson Ltd. have opened a 
new jewelry store at 683 Granville St... 
Vancouver, B. C. The firm will continue 
to operate its store at 574 Granville as 
successors to Tod & Manning, and also a 
store in Winnipeg. 

The new Hutchinson store has a large 
floor area. and is fitted with mahogany fix- 
tures and indirect fluorescent lighting. The 
floor is a soft gray tone. 

In addition to providing a luxurious set- 
ting for the usual stock of a quality 
jewelry store, the premises provide space 
for a “china court” that is in startling con- 
trast to the traditional atmosphere of the 
main store. 

Situated at the rear through an open 
partition the display fixtures are decorated 
in a number of pastel shades, illuminated 
by concealed fluorescent lights. Glass 
shelves and large mirrors complete a strik- 
ing ensemble. 
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Makes Plea to Take 


A plea that silver be taken out of politics 
was made in Cleveland recently before 
the National Association of Photographic 
Manufacturers by Rear Admiral D. J. Ram- 
sey (U.S.N., Ret.), treasurer of the Silver 
Users Association. 

“This is important to many and varied 
silver-using industries,” he said. He re- 
minded his audience that it had been 
only about two years since political agita- 
tion to raise the price of silver was harm- 
ing their own industry. 

“Silver then sold for 7l¢ per Troy 
ounce,” Ramsey said. “The political propa- 
ganda campaign was for a price of $1.29 



































Speaker Cites Latest Moves of Silver Bloc; 
Silver Out of Politics 


lative holders of silver would not sell and 
supplies available for photographic use 
dwindled to the danger point.” 

At that time, Ramsey recalled, scarcity 
of silver nitrate threatened to banish pic- 
tures from newspapers and photo-engravers 
obtained a ruling from the Treasury that 
it is not illegal to melt down silver dollars 
to obtain the metal for engraving purposes. 

“For almost a year now silver has been 
selling in the open market at around 75¢ 
an ounce and the supply has been adequate 
to meet the needs of the many silver using 
industries, which total about 100,000,000 
ounces a year. 
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political agitation for legislative manipula. 
tion of the price of silver, upward. Here 
are some examples: 

“In connection with discussion of the 
problem of stockpiling metals vital to pre- 
paredness, silver producing interests and 
their legislative representatives have urged 
tnat setting a $1.29 price on silver would 
help expand production of copper, lead 
and zinc, of which silver is a by-product. 

“During the last Congress, a bill was 
introduced proposing that this country 
send 600,000,000 ounces of the metal to 
China as the basis for a new currency sys. 
tem and to strengthen that nation’s “a 
omy. There was no explanation as to 
where all this silver was to be obtained. 
The Treasury now holds only about 174. 
000,000 ounces of free, unmonetized, silver. 
Presumably the intent behind this proposal 
is that Uncle Sam renew wholesale buying 
of foreign silver, reducing the supply avail. 
able for industrial use and raising the 
price. 

“Another measure, jointly proposed by 
Senator Zales N. Ecton, of Montana; and 
Representative John Sanborn, of Idaho, 
would peg the price of silver at $3.50 per 
Troy ounce—4.7 times its recent selling 
price; lift the price of gold to $56 an 
ounce and establish a bi-metallic monetary 
system. Eminent economists say passage 
of such a measure would mean economic 
chaos, at home and abroad. Probably the 
authors of this measure have no hope of 
lifting the price that high: but, here is 
another sortie in the crusade for the holy 
grail—_$1.29 silver. 


WOULD 'SAVE' CHINA WITH SILVER 


“Senator Pat McCarran also has a pro- 
posal for ‘saving’ China with silver. This 
includes sending to China nearly all the 
‘free’ silver in the Treasury—which is now 
available for domestic industrial use if 
needed; and a Mexican loan of 50,000,000 
ounces, which presumably would drain dry 
our chief source of the metal needed for 
many industrial uses. The Senator also 
wants this dubious ‘aid’ to China arranged 
on the basis of a fixed, $1.29 price. Most 
economists are of the opinion that sending 
huge amounts of silver to China under 
present chaotic conditions there would be- 
come ‘Operation Rat Hole.’” 

Then he pointed out that we have over 
two billion ounces of silver in the Treasury 
or out on loan and that each year we are 
increasing that supply at the rate of our 
new production of domestic silver, this 
vear probably by some 40,000,000 ounces. 
He also pointed out that, far worse, while 
we are trying to combat inflation, the 
Treasury is required by law to issue paper 
certificates against this new production 
whether it needs it or not. 

Ramsey urged that the photographic 
manufacturers, and all industries using 
silver, be more alert in watching—and op- 
posing—efforts at legislative manipulation 
of silver price and supply. 

“American industry’s need is for a free 
supply of silver, in a free market,” he 
said. 
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COMING EVENTS 


November 


5—Boston Jewelers Club, Annual Meet- 
ing and Annual Beefsteak Dinner, Parker 
House, Boston, Mass. 

7—New Jersey Retail Jewelers Associa- 
tion, Pre-Christmas Conference, Essex 
House, Newark, N. J. 

91—Watchmakers Association of New 
Jersey, Annual Convention, Olympic Ban- 
quet Hall, Irvington, N. J. 


January, 1949 


8—Chicago Jewelers Association, 75th 
Annual Banquet, Stevens Hotel, Chicago, 
Jil. 

10-14—Pittsburgh Glass & Pottery Ex- 
hibit, William Penn Hotel, Pittsburgh, Pa. 

10-14—Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh. 

10-14—New York. Lamp Show, New 
Yorker Hotel, New York City. 

18-21—Southeastern China, Glass & Gift 
Show, Municipal Auditorium, Atlanta, Ga. 

23-28—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria Ho- 
tel. Los Angeles, Calif. 


31—Febrnary 11—Chicago Gift Show, 


Palmer House, Chicago, III. 

31—February 11—Merchandise Mart 
Gift Show, Merchandise Mart, Chicago. 
Jil. 

February 

6-10—Western Merchandise Exhibitors 
Gift, Toy & Housewares Show, Civic Audi- 
torium and Western Merchandise Mart, 
San Francisco, Calif. 

21-25—New York Gift Show. New 
Yorker and Pennsylvania Hotels. New 
York City. 

21-25—225 Fifth Avenue Gift Show. New 
York City. 

March 

7-11—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

7-11—Parker House Gift Show, Parker 
House, Boston, Mass. 

21-25—Philadelphia Gift Show, Benja- 
min Franklin Hotel, Philadelphia, Pa. 


May 


15-20—New York Stationery Show. New 
Yorker Hotel, New York City. 


_—_—_—____—___— 


‘Manual of AGS" Published 


To answer the need for a concise, com- 
pact exposition of the entire activities and 
purposes of the American Gem Society, the 
“Manual of the American Gem Society” 
has been compiled under the direction of 
Carleton G. Broer, C.G., R.J.. Broer-Free- 
man, Toledo, Ohio. 


Numbering 74 pages, the “Manual,” 
which has been mailed to the entire So- 
ciety membership, contains the “Rulings” 
and “Recommendations” of the Society 
and also a statement of its standards, pur- 
poses, activities and its various require- 
ments. The “Manual” was printed in loose- 
leaf form to provide for additions and 
changes from time to time as they become 
necessary. 
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Only 
AIR EXPRESS 
gives you all 
these advantages 


a 


A combination you don’t get : 











with other air-shipping methods by 


Special pick-up and delivery at no extra cost. Your 
shipments are picked up promptly when you call; 
® fast delivery to consignee’s door. 


You get a receipt for every shipment, and delivery is 
proved by signature of consignee. One-carrier re- 
sponsibility. Complete security. 





Assured protection, too—valuation coverage up to 
$50 without extra charge; 10 cents for each additional 
$100 or fraction thereof. 





These advantages, plus 21 others, make Air Express the 
best and fastest way to ship. Your shipments go on every 
flight of the Scheduled Airlines — repair parts, equipment, 
finished items keep moving to where they’re needed. Reach 
any U.S. point in hours. Phone local Air Express Division, 
Railway Express Agency, for fast shipping action. Specify 
“‘Air Express”’ on orders for quickest delivery. 


FACTS on low Air Express rates 


22 lbs. machine parts goes 700 miles for $4.73. 

10 lbs. printed matter goes 1000 miles for $3.31. 
30-lb. carton of new fashions goes 500 miles for $4.61. 
Same day delivery in all these cases if you ship early. 


SPELUY 
ZSS 


GETS THERE FIRST — 

















Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE uU.s. 
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Swiss materials distribution. 


salers and retail watch repair craftsmen. 


Within the next month 30,000 copies of 
this new, uniqué catalogue will be in the 
hands of materials importers and whole- 


Many watchmakers, who will refer daily 
to this book, have asked for information 


Swiss Watchmakers Answer Jeweler’s Queries 
On Official Catalogue of Watch Repair Parts 


The newest and most important develop- 
ment in the watch repair field is the in- 
troduction of the Official Catalogue of 
Swiss Watch Repair Parts (Part I). The 
150-page, loose-leaf book now is being dis- 
tributed and put to use in all channels of 


outlet in the United States. 





on its most effective use. A series of ques- 
tions, which have been asked most fre- 
quently, are answered below. The answers 
are based on facts supplied by the Swiss 
Watch Repair Parts Information Bureau, 
Inc., 730 Fifth Avenue, New York 19, N. Y., 
which is supervising the distribution of the 
Official Catalogue to every watchmaking 


The Official Catalogue is the first step 
in a comprehensive program designed to 
aid the watchmaker in improving the ser- 
vice of Swiss watches. Additional steps will 
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ASSURE THEIR 


ring, hand him for her, with your 
wishes (and business card slipped 


ware or other wedding item, give it 
with your hearty compliments e Still 
another idea — send these Gibson 


and again, in years to come? 


These books cover the engagement period 
and plans for the wedding, as well as the 
marriage itself, the honeymoon, home 
coming, new home, anniversaries — and 
other matters dear to every prospective 
bride as she looks ahead. @ Bindings and 


(A) W-281—Bound in white vellum, 
stamped in gold. Pages record 
verses, parties, family trees, certifi- 
cate, guests, gifts, anniversaries, 
etc. 10Y4 x 7%4”. $9.00 Doz. Net 

(B) W-331—Cover of ivory leather- 
ette, gold stamped. Pages show 
floral decorations in pastel. Rec- 
ord includes parties, family trees, 
certificate, guests, gifts, Q%¥, 
ers $9.00 Doz. Net 


(C) W-1221—Cover of stiff white 
vellum, 32 pages decorated in 
color, cover engagement, fam- 
ily trees, photographs, hope 
chest, gifts, wedding party, 
certificate, honeymoon notes, 
new home, etc. BY, x 65/4". 

$7.50 Doz. Net. 


, Bulla Goodwill with x 
- Brides-to-be 


the pages) , one of these attractive Gibson 
Wedding Books e Or, when she comes in for 
her invitations or announcements, her silver- 


with your good wishes, to newly engaged girls, \_ 
whose names may be secured from the society news 
in your local newspaper e Can you think of any surer 
way to make her want to come back to your store again 






good 
into 


to her 


Books 


page treatments are in the traditionally 
luxurious Gibson styling —and each 
book comes in nice white gift box. 
Order a trial sample assortment, to total, 
say $50. 
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be taken during the remainder of this year 
and throughout 1949 to carry out the full 
program for the United States market. 


Here are some of the questions: 


1, Why have The Watchmakers of 
Switzerland distributed this catalogue? 

To simplify and standardize the idenyj. 
fication of movements and ordering of re. 
pair parts for all Swiss watches, 

Part | of the catalogue introduces the 
ofhcial system for identification and order. 
ing purposes. 

2. What movements are referred to jp 
this catalogue? 

This catalogue includes the entire pro. 
duction of movements by Ebauches, S.A, 
of Neuchatel, Switzerland. These make up 
the large majority of all Swiss movements 
used in the United States. These move. 
ments, in most instances, can be identified 
by the Ebauches symbol (roughly resem. 
bling a cloverleaf) engraved on the dial. 
side of the plate. This symbol differs from 
the brand name under which the watch 
is sold. 

3. What is Ebauches, S.A.? 

Ebauches, S.A., refers to 17 affiliated 
firms (listed in the catalogue) which sup. 
ply unassembled movements for certain 
Swiss watch factories. These movements are 
then assembled and completed by the 
factories, under specific brand names. This 
method of operation is one of the reasons 
the Swiss horological industry can main- 
tain flexibility in design and style leader. 
ship, while emphasizing craftsmanship. 

4. If Part I of the Official Catalogue 
includes Ebauches movements, what will 
Part II cover? 

Part II will include practically all other 
brands of Swiss watches not covered in 
the first catalogue. It will have the same 
standardized system for identifying move- 
ments and ordering parts. Its distribution 
is scheduled for early 1949. 


EXPLAIN "STANDARD SYSTEM' 


5. What is meant by a “standard sys- 
tem’? 

After years of testing and research, The 
Watchmakers of Switzerland, in coopera- 
tion with the American watchmaking trade, 
have developed a standard system for 
identifying movements and ordering parts. 
This system is intended to replace all sys- 
tems which the American watchmaker now 
uses for ordering Swiss watch repair parts. 
Basically, the system enables the watch- 
maker to identify each movement by its 
factory mark and model number. Every 
part (including screws) for this movement 
now has its own number group. Both the 
watchmaker and his regular supplier will 
be using this standardized system in order- 
ing parts from the Official Catalogue. 


6. How will the ten introductory pages 
be of help to the watchmaker? 

The Introduction gives full instructions, 
with model drawings explaining how to 
use the catalogue; the contents, abbrevi- 
ations used throughout the text, and the 
procedure for ordering materials according 
to the official, standard system, are listed. 
An explanation of the entire Swiss Watch 
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Repair Parts Program is included in these 
introductory pages, as well as a description 
of how to identify a movement according 
to its factory mark and model number. 

7, Are there Ebauches movemenis with- 
out an identitymg symbol? 

Yes. A small percentage of Swiss watches 
with Ebauches movements do not bear the 
official mark and numeral engraved on the 
dial-side of the plate. The catalogue can be 
used to identify these movements, even 
though the watchmaker does not have the 
mark and numeral as guides. The pro- 
cedure to be followed is carefully explained 
in the Introduction to the catalogue. Exact 
identification is provided by reproducing, 
in full detail, the dial-side of the plate for 
every ovement shown in the book. Under- 
neath this illustration the setting parts are 
shown in exact size. Also listed are the 
different heights in which a movement may 
be built. Sweep seconds, self-winding, 
calendar, alarm and various types of 
chronographs receive further specific identi- 
fication. 

8. How is the index arranged? 

A special index system has been de- 
veloped for this catalogue so the user can 
immediately locate the section in which the 
type and size of movement to be repaired 
is illustrated. The index control, located 
in the center of the book, classifies move- 
ments according to the following types: 
Lever movements (fancy) shaped; Lever 
movements round; Lever movements “Bas- 
cule” setting; Chronographs, Cylinder 
movements. The section for each type of 
movement is further indexed according to 
complete size classification, giving measure- 
ments in lignes, inches and millimetres for 
every movement. 

9. What method is used for the number- 
ing of parts? 

The parts for each movement type are 
grouped separately under the section deal- 
ing with that particular type. 





Visitors in Switzerland 





Emil Hermle (center), president and direc- 
tor of the Wyler Watch factory in Switzer- 
land, played host this summer to Alfred 
Wyler (right) and Paul Wyler (left) in the 
Swiss mountains, during conferences on 
the problem of stepping up production of 

yler Incaflex watches to meet world de- 
mand. The Wyler brothers, well known in 
jewelry circles here in the United States. 
are both back at their desks in Rockefeller 
Center, New York, preparing for the Christ- 

mas buying season. 
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A sample of each part is illustrated and 
given a number. This number is composed 
of three digits. 

For example, the numbers for all regulat- 
ing devices are grouped under the 300 
classification. All setting and winding parts 
are numbered in the 400 classitication. 
Similar groupings have been made for all 
other parts. 

Use of this numbering system permits 
the addition of newly developed parts sim- 
ply by giving them a number within the 
group classification to which they belong. 

10. How are the Dictionary sections of 
the Catalogue used? 

In addition to the standard numbering 
system presented in the Official Catalogue, 
a standard nomenclature has been de- 
veloped for all watch parts. 





This nomenclature is the result of a thor- 
ough examination of technical terms used 
by horologists throughout the world. The 
Catalogue’s dictionary sections include the 
names of parts which are in everyday de- 
mand, given in three languages, English, 
Spanish, French. 

It is therefore possible to refer to the 
dictionary sections for the professional 
names of watch and chronograph parts 
used by watchmakers of all nations. 

(For a complete listing of all parts for 
all types of watches, The Watchmakers of 
Switzerland have published a separate vol- 
ume, known as the “Official Dictionary of 
Watch Parts,” giving nomenclature in four 
languages: English, Spanish, French, Ger- 
man. This Official Dictionary will be placed 
on sale soon.) 








Here are four outstanding numbers in the 
Dennison line .. . luxurious Velvet metal 
form cases. Handsome in design and styling 
... sturdily built... they reach a new peak 
in quality and at prices that establish 
really attractive values. All the richness, 
dignity and eye appeal of Velvet are in- 
cluded in these outstanding cases. 


At the top, Number 4353X...a lovely 
setting for a man’s or lady’s watch, strap, 
or metal band. Gold-color metal frames 
outline the edges. Adjustable holder. In 
wine or blue Velvet. 


On the left, Number 4350TX ... a case 
to complement any fine ring. Ideal for one 


FOR RETAILERS 


Dennison makes a complete line of boxes and 
cases in paper, metal, fabric and plastic, find- 
ings, supplies. Sold by leading wholesalers 


throughout the country. 








or two rings. Gold-color metal edges. In 
wine, blue, or cerise Velvet. 


To the right, Number 5050TX...a dis- 


tinctive case of unusual design. Made for 
one or two rings. Available in wine, blue, 
cerise, or turquoise Velvet with extended 
gold-color metal base. 


Lower center, Number 4354X... a large, 


beautiful case. Holds as many as three 
rings. Narrow gold-color edge. In wine or 


blue Velvet. 


Matching Velvet pads, satin linings in 


appropriate colors, and spring-hinged 
covers distinguish all these cases. Each is 
packed in an individual cream packer, 
12 to a carton. 


> 


FOR MANUFACTURERS 


Dennison also makes a wide range of specially 

igned paper jewelry boxes and cases for 
manufacturing Jewelers. Consult Dennison 
about your packaging problems. 





JEWELERS DIVISION 


FRAMINGHAM, MASSACHUSETTS 








Report From South Africa 


A proposal has been made to close down 
the entire diamond cutting industry in the 
Union for a month and possibly longer. If 
this is not done—and the present poor de- 
mand for diamonds continues—at least 300 
of the 400 diamond cutters in the country 
will in any case lose their employment. 
Already 25 cutters are unemployed; 50 
more are working half-days, but on full 
pay. Dave Marais, chairman of the South 
African Master Diamond Cutters’ Asso- 
ciation, said that South African cut dia- 
monds are too expensive, and that unless 
the wages of cutters are lowered to reduce 
production costs, large-scale unemployment 
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Quantity 
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for Quantity Buyers 


will ensue. He pointed out that in Holland, 
Belgium, Britain and elsewhere the aver- 
age weekly wage is £10 or £12, but in 
South Africa it is £30. 


The demand for South African diamonds 
is usually keen, but the price is too high. 
He said that the only solution was to cut 
wages. This view is not well received by the 
cutters. Denying that reduced wages would 
solve the problem, L. Moscou, vice-chair- 
man of the South African Diamond Work- 
ers’ Union, said that the diamond industry 
experiences periodic slumps when there is 
little demand for the gems. He insisted that 
South African diamonds are not too ex- 


pensive. The demand is poor at present, 
and nothing can be done to improve the po- 
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Complete line of 14 kt. Ladies’ and Men’s Watch Cases—Watch Attachments 
Chokers—Signet Rings, etc. ASK FOR OUR LATEST FOLDER 


L. FRANKFURT CO. > 
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sition. Generally the periods of weak buy. 
ing do not last more than a month or six 
weeks. Different conditions prevail in Eu. 
rope. By the time master diamond cutter. 
obtain diamonds there they have passed 
through two or three different hands, and 
therefore they are not able to pay their 
workers more than £10 or £12 a week. 

Attempts are still being made to induce 
the South African Government to reduce the 
taxation on diamond mining, especially as 
the discriminatory nature of the present tay. 
ation is definitely to the disadvantage of 
the diamond mines. When the Excess 
Profits Duty was removed entirely, there 
was only a one-third reduction in the dia. 
mond mines special contribution. Surely the 
diamond industry was entitled to more gen. 
erous treatment. At present it was a too 
convenient source of revenue. 

The expense of re-equipping the diamond 
mines is high. It is anticipated that before 
the Jagersfontein and Premier mines re. 
sume active production some £3,000,000 
would have been invested in machinery and 
essential works. If production costs are al- 
lowed to mount too high it is obvious that 
the industry cannot remain on an economic 
basis. 


LATEST NECKLACES FROM AMERICA 


The latest collar necklaces made in Amer- 
ican and European factories are claimed by 
some observers in South Africa to derive 
their inspiration from the traditional jew- 
elry of Zululand. While this theory is prob- 
ably questionable. it must be admitted that 
there is a remarkable similarity to such 
African styles. It is said locally that while 
the new low necklines will encourage the 
use of such jewelry, the supposed African 
background will not recommend it to the 
quality market in the Union. There may be 
some sales among those who believe in keep- 
ing up with oversea fashions, but it also 
seems that the bulk of the prospective pur- 
chasers will prefer to choose something 
smacking rather less of native Africa, and 
thus business will not be really encouraging. 

The Director of the South African Bureau 
of Standards has said that in the applica- 
tion of the standardization marks for gold 
and silver articles, local jewelers were in- 
vited to regard the bureau as a friend and 
not as an organization out to look for mal- 
practices. Such an attitude would be to 
their mutual advantage. The South African 
Mint in Pretoria has produced master 
punches of the lion’s head and springbok’s 
head for marking gold and silver articles 
under the new scheme. These are now avail- 
able to local jewelers. Gothic lettering 1s 
being used to indicate the date, the letter 
“A” being used for 1948. 


Since the Budget speech over a month 
ago there have been expectations of better 
business in some of the luxury lines handled 
by jewelers, but in the main these expecta- 
tions do not seem to have been realized. A 
large amount of loose talk about a recession 
is still current in the Union and business 
generally does not seem to be taking ef- 
fective steps to counter these unwelcome 
rumors. Eyes are cast continually in the di- 
rection of the United States, for it is real- 
ized only too well that if business recedes 
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there South Africa must inevitably suffer at 
the same time. 

While local jewelers have not enjoyed the 
rather more spectacular spurt of business 
come expected to follow the favourable Bud- 
get, the general level of trading in the in- 
dustry has been satisfactory for several 
months and has every sign of continuing on 
this level for many months to come. Com- 
pared with the same period of last year the 
turnover is a little lower for the average 
trader, although there are some who report 
that business has been rather better this 
year. Taking into consideration these un- 
settled times, and particularly the low ebb 
to which many share quotations have sunk 
on the Johannesburg Stock Exchange, local 
jewelers have every reason to be satisfied 
with the trade they are getting. 

Typists would be happier as watchmak- 
ers, according to Miss T. van Eeden, Port 
Elizabeth’s only woman watchmaker, who 
has been in the craft for three years. She 
declares that this sort of work is far more 
interesting than sitting in an office copying 
down words dictated by someone else. A 
Port Elizabeth watchmaker, a master crafts- 
man, said that a trained woman is likely to 
be more skilful in some operations than a 
man. There are only four women watchmak- 
ers in the Union—two in Johannesburg. 
one in Port Elizabeth and one in Durban. 
In Switzerland, it is said locally, seven out 
of every 10 workers employed in watch fac- 
tories are women. 

Experienced jewelers who have recently 
visited South Africa agree that the art of 
window dressing in the trade in this country 











Earrings in various patterns in 14 KT 
Green and Red Gold. 
St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes. Ear- 

rings, Cuff Links and Studs to match. 
Our comprehensive line of 
Gold, Platinum and 
el Novelties, tincluding 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 
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64 West 48th Street 
New York 
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does not reach any high level of skill. This 
is believed to be due in part to over anxiety 
to display more than a competitor, who re- 
taliates in the same way, so that this com- 
petitive crowding is carried on to a ridicu- 
lous degree. All this rather ignores the per- 
son who really matters — the customer. 
Better business would result from abandon- 
ing such devices. 


CELEBRATE 100th ANNIVERSARY 





Honored guests and host at the "100th 
Birthday Party" of Bayer, Pretzfelder & 
Mills, Inc., makers of Imperial Watches, 
were, left to right: Hugo Rogers, Man- 
hattan Borough president; Sidney Kramer, 
president of Bayer, Pretzfelder & Mills: 
Maggi McNellis and Lanny Ross, famed 
radio and television personalities. 


The 100th birthday of the founding of 
Bayer, Pretzfelder and Mills, Inc., makers 
of the noted Imperial Watches, was cele- 
brated Friday, October 15th, from 12:30 
p. m. to 2:10 p. m. at L’Aiglon restaurant. 
New York, in a 100-minute program of 
distinguished speakers and noted theatri- 
cal performers. 

Sidney Kramer, president of the com- 
pany, who presided, presented the first 
Imperial Certificates of Merit to Maggi 
MecNellis and to Lanny Ross, famed radio 
and television stars, for “Perfect Timing” 
in their professional work. Ross sang a 
few numbers which were warmly received. 
Along with the certificates, a beautiful Im- 
perial Watch encased in the new Imperial 
crown-shaped, transparent-window package 
was presented to both Miss McNellis and 
Lanny Ross. 

The affair was attended by more than 
90 persons, among them some of the out- 
standing public officials of the city and 
state governments. 


Peoples Credit Jewellers Ltd. 
Acquire Premises in Windsor 

An important change in the downtown 
Windsor (Canada) retail business picture 
is revealed with the announcement that 
on September 7th, Peoples Credit Jewel- 
lers, Ltd., acquired the premises at 307 
Oulette Ave., formerly occupied by Sans- 
burn-Pashley, Ltd., Jewellers. There has 
been no interruption in the conduct of 
business in the store, as Howard Kerr. 
manager of Sansburn-Pashley, Ltd., and 
his staff have been retained by the new 
proprietors, who now operate retail stores 
in the principal cities of Canada from 
coast to coast. Peoples Credit Jewellers 
are known as the largest credit jewelers in 
the British Commonwealth. 
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Jewelry producers in the Rhode Island- 
Attleboro area report a decided quickening 
of activity since the first of October. 


Business on the whole is about on a par 
with last year. It has been coasting along 
about 10 per cent under the level of a 
year ago, but when the experience of this 
year’s operations is fully known it is ex- 
pected that it will show a decided drop in 
cancellations, bringing the two seasons to 
about the same level. 


Careful buying by the trade during the 
late summer and early fall has been felt 
by the manufacturers. Orders were not 
what manufacturers had expected them to 
be. Factors behind the cautiousness of the 
wholesaler and retailer are said to be 
numerous with the 20 per cent excise tax 
serving as a prime obstacle to many jewelry 
sales. This is particularly being felt in 
the more expensive lines. 

Much of the excess money—a hangover 
from the lush war days when pays were 
high and overtime plenteous—has now dis- 
appeared. The former war worker who 
didn’t give the purchase of an expensive 
piece of jewelry a second thought during 
the past couple of years is now buying less 
expensive jewelry. He has also added a 
little caution to his spending. 


It is apparent at the manufacturer’s level 
that the wholesalers and retailers have been 
buying carefully in an effort to avoid an 
overstocked condition after Christmas such 
as was experienced two years ago. 


UPTURN OF BUSINESS 


But with the advent of October there 
has been a decided upturn of business. It 
is reported to the producers that the small 
orders shipped during recent months have 
been moving well through the retail chan- 
nels. The demand for jewelry, they hear, 
is above the rather dim view that had been 


entertained by the wholesaler and retailer 
alike. 


It appears that the manufacturers are 
due for a rush season. They are wonder- 
ing out loud whether they will be able to 
fill all orders or not. 

There is one thing definitely in their 
favor. Up to this time they have not been 
rushed. They could have gotten along in 
many cases without increasing their work- 
ing staffs by merely turning to a longer 
work week. Help has not been too plenti- 
ful. Thoughtful producers visualized a 
sparser labor market later on, so instead 
of going on a longer work week they have 
been hiring additional workers. 

With the current quickening of demand 
it is an easy matter for these plants to 
effect a 20 per cent jump in output by 
merely turning to a 48-hour week. This 
they are doing. Their new help has been 
trained and is ready to swing into the rush 
season without the amount of spoilage and 
breakdown of equipment that heretofore 
marked the mass hiring of people during 


Manufacturers Note Quickening Demand: 
Get Prepared to Handle Holiday Buying Spur} 









a rush period. Manufacturers report al. 
most joyfully that they will not have to be 
bothered with too much training this year 
during the busy season. 


Exceptions to the 48-hour week are most. 
ly in departments where skilled help jg 
essential, departments tied in with the pro. 
duction of the more expensive lines. There 
is an improvement in demand for this 
costlier jewelry but it is still considerably 
less than a year ago. 

This is where the rub may occur. Female 
help is getting progressively scarcer. Not. 
withstanding the fact that textile plants are 
going through a dull season, there doesn’t 
appear to be any sizeable supply of female 
labor. Those temporarily separated from 
their textile jobs are not turning to the 
lucrative jewelry field because they are 
able to collect compensation benefits. [t 
simmers down to a paid holiday for them, 


EXPECT FLOOD OF ORDERS 


They envisage a flood of orders result. 
ing from the buying spurt to which the 
retailers have at long last resorted because 
of the satisfactory demand of the public 
for the jewelry lines being offered this year. 

They see the possibility of not being able 
to fill the orders. Their factories can tum 
out only so much merchandise. There is 
a limit to the number of employes they can 
hire even if they are available in limit- 
less numbers. 

The producers were hoping that the or- 
ders would come in early and orderly this 
year, removing the necessity of working a 
work week with 8 hours of overtime at 
premium prices. 

Their first disappointment was that this 
hope failed of realization. Their second 
disappointment, they fear, is that the rush 
of late ordering will so bury them that 
cancellations will be necessary, and that 
as a result buyers will have to be disap- 
pointed and the buying public will be 
forced come the Christmas shopping sea- 
son to turn to something other than jewelry 
for their Christmas gifts. 

The current quickening of demand is 
gratifying to the producers because it 
proves that they were right when they 
placed such high hopes on this year's 
jewelry lines. 

The long view of the manufacturer is 
optimistic. It is quite generally felt that 
the new Congress will do something about 
the crippling excise tax and that next fall 
it will be a different story. They are quite 
sure that relief from the 20 per cent excise 
levy will allow demand for jewelry to show 
itself a little more promptly and permit the 
retailer, the wholesaler and the manufac 
turer to get together on their stocking proj 
ects early in the season when everyone will 
have a chance to have his entire needs filled 
on schedule and in plenty of time for the 
Christmas buyers. 
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4 The Evkob Watch Co., formerly located 
at 41-43 Maiden Lane, are now situated in 
new quarters at 9-11 Maiden Lane. 

4 The name of the Sunray Jewelry Shop 
operated by Sam Sunray at Harrison, 
N. Y., was recently changed to Harrison 
Jewelers. Mr. Sunray announced that the 
store was recently renovated and now pre- 
sents a most attractive appearance. 

4 The Executive Board of Retail Jewelers 
Association of Greater New York held 
their first meeting of the fall season on 
September 26th at the Hotel Commodore, 
New York. Charles T. Evans, executive 
secretary of the American National Retail 
Jewelers Association, and William Wagner, 
executive secretary of the National Asso- 
ciation of Credit Jewelers, both addressed 
the gathering on important topics of vital 
interest to the retail jeweler. The problem 
of PX and Ships Service Stores came in 
for considerable discussion at the meeting. 
Other issues of interest to jewelers that 
were discussed at the gathering included a 
debate on the Federal Excise Tax, Regula- 
tion W and trade diversion. A question 
and answer period followed the speaker’s 
addresses. 

q Paul O. Beckes of Orchard Park, N. Y., 
was elected president of the Buffalo Watch- 
makers Guild at a meeting in the Elks 
Club, Buffalo. George Petrocy, Lancaster, 
was elected vice-president; William Timby, 
Kenmore, treasurer, and Robert Herman. 
Jr., Woodlawn, secretary. 

q Jaffe has opened its newly remodeled 
jewelry store at 2106 Main St., Niagara 
Falls, N. Y. Albert H. Jaffe heads the firm. 
q Mills Jewelers has formally opened its 
remodeled store at 622 Main St., Buffalo. 
An ultra-modern front is a feature. Mar- 
vin Gingold is president of the firm. 

q Kay Jewelry Stores has opened a new 
unit at 215 Genesee St., Utica, N. Y.. 79th 
store in the chain. Harry Berns is the 
manager. 

q Arthur J. Block, president of T. C. 
Tanke, has been appointed to the domestic 
trade committee of the Buffalo Chamber of 
Commerce. 


Watchmakers of New York 
Attend First Fall Meeting 


Over 200 watchmakers attended the first 
fall meeting of the Horological Society of 
New York. Vice president Henry Morriss 
was chairman, taking the podium in place 
of president Andrew Park who was tour- 
ing Europe. 

Mr. Morriss stated that president Park 
had reported from Scotland and England 
where he was warmly received in horolog- 
ical circles. Mr. Morriss also thanked 
Barney Goldstein for the job he did as 
guest editor of the society’s bulletin. 

Henry B. Fried, executive secretary of 
the society, announced that he would at- 
tend the quarterly executive meeting of 
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the New York State Watchmakers’ Asso- 
ciation, where coming legislation would be 
discussed. He also mentioned the society’s 
ties with the Horological Institute of 
America and the benefits to be derived 
therefrom. 

Mr. Morriss introduced Max Epstein, 
senior instructor at the Joseph Bulova 
School of Watchmaking, who presented 
five sound training films from the school’s 
film library. It was noted that Mr. Epstein 
was the “manipulator” in these films 
although his face is seen for only a short 
flash on the screen. 


Art-Carved Rings Featured 
In New Broadway Comedy Hit 





Miss Dorothy Stickney, one of the stars of 
"Life With Mother" which opened last 
month on Broadway as a sequel to the fa- 
mous long-run "Life With Father" displays 
an Art-Carved diamond ring specially de- 
signed by J. R. Wood & Sons, for use in 
the play. With her is her stage and real. 
life husband, Howard Lindsay, actor and 
playwright, in one of the comedy-drama's 
amusing moments. 


When famed Broadway producer, Oscar 
Serlin, and his playwriting associates, 
Howard Lindsay and Russell Crouse, de- 
cided to follow up their spectacularly long- 
run success, “Life With Father,’ with a 
sequel, “Life With Mother,’ they dis- 
covered that the most important “prop” 
needed was a large diamond engagement 
ring. 

It seems the theme of the comedy-drama 
centers on two rings—the ring that mother 
didn’t get before her marriage and the ring 
that an old flame did get during father’s 
pre-marital courting days. Since the play 
has a “Turn of the Century” time back- 
ground, it was important that not only the 
diamond but the style of its mounting be 
authentic as well as impressive. It probably 
was only natural, therefore, that the pro- 
ducing firm should turn to the country’s 
oldest ring manufacturers, J. R. Wood & 
Sons, New York. As a result, the Wood 
firm designed and manufactured two two- 
carat Art-Carved diamond rings with an 
old-style Tiffany high-prong setting and 
loaned them to the producers. 
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DIAMONDS 
All sizes — All shapes 


Finest polishing from Palestine 
and Belgium, sized and graded. 
Please ask for our new price list. 


576 5th Ave. 

















“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lys Vhrtslie YC 


653 NASSAU STREET mew YOR 














SIMONS BROS. CO. 
THIMBLES 


269 So. 9th ST. PHILADELPHIA 




















WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau Sf. New York 7, N. Y. 
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TAG & STAMPING 


on FERC Rolie 


PARCHMENT, ETC. 
Send for Catalog 
27F TAALSEY Ot 


NEWARK 2, N. J. 





ENCRUSTERS 


Stone Engravers 











Ruby & Onyx (AY 
- Drilling ow 


Special Orders 


Braunfeld & Mehlman 
108 Fulton St., New York 7, N. Y. 




































@ receipt books, etc. 
| > FREE samples 












s.j. Surnamer co. 
3/70 7th Ave., N.Y. 1, N.Y. 








U. S. Patent 
D 109,626 


THE CAPITAL 
= INITIAL RING 


Fully protected by 
U.S. Patent D 109,626 


Write for illustrated price list. 


CAPITAL MFG. C0. '5.W. 47th st 


New York City 

















LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 

| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
+i tae coo oS _*y of 25% to 50%. 
uicker ce an ! 

“Send Me Your Next Package.”’ slice 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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July Tax Collections Up 10% Over ‘47 


Millions Of Dollars 


45 


JULY 


EXCISE TAX COLLECTIONS 


40 


30 


1941-46 


JANUARY FEBRUARY MARCH APRIL MAY JUNE 
According to the Bureau of Internal 

Revenue, collectors of the 20 per cent re- 

tailers’ excise tax on jewelry, July, 1948 


was a better sales month for jewelers than 


| July, 1947. 
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The tax collected on jewelry sales made 
in July, 1948, amounted to $16,079,823.53, 
while that for July, 1947, was only $14.,- 


359,267.05. Thus, July, 1948 tax collections 


(and, presumably, jewelry store sales as 
well) were approximately 12 per cent 
higher than the same month of the preced- 
ing year. 

Compared with the preceding month, 
July, 1948, excise tax collections do not 
appear so favorable—they dropped $481,- 
576.31. However, it must be borne in mind 
that June is always a boom month as a 
result of weddings, etc., and comparing 
one month’s tax collections with those of 
the preceding month is never a satisfac- 
tory method of determining trends. 

As can be seen from the chart above, 
specially prepared by THE JEWELERS’ Cir- 
CULAR-KEYSTONE, collections of the 20 per 
cent retail excise tax on jewelry for sales 








In Millions Of Dollars 


JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
made during the month of July, 1948, 
were not only above the figure for June, 
1947, but considerably higher than the 
average July collections for a five-year pe- 
riod. Collections for May and June, 1948, 
sales dipped below the level for these 
months in 1947, but July’s collections sur- 
passed the figure for the preceding year. 
Since jewelers have until the end of the 
month following a sale to submit their 
returns of the jewelers’ excise tax, and the 
figures published by the Bureau of Inter- 
nal Revenue represent collections of the 
tax during the month concerned, it has 
been necessary to make allowance for this 
discrepancy. Data on the chart above has 
been corrected. and the figures indicated 
actually represent the tax paid on sales 
made during July, although the tax was 
collected by the Government in August. 
The above graphic representation of ex- 
cise tax collections, showing the latest tax 
figures as supplied by the Bureau of In- 
ternal Revenue, will be a permanent fea- 
ture of THE JEWELERS’ CIRCULAR-KEYSTONE. 


a 





Washington Association 
Reviews Accomplishments 


On the occasion of its first birthday, the 
Greater Washington Retail Jewelers Asso- 
ciation sent all members a bulletin listing 
the organization’s achievements on_ the 
completion of its first year. 

Some of the association’s accomplish- 
ments, listed in the order in which they 
appeared, are as follows: 

1.) Washington and the metropolitan 
area has achieved, for the first time, a 
large, active, and unified jewelry trade 
organization. 

2.) The association now has a member- 
ship of 76 stores, and is still growing. 

3.) The organization was the lead horse 
and principal factor in the defeat of the 
Optometry Bill in Congress. 





4.) They protested articles derogatory to 
the industry in the daily press. 

5.) The Greater Washington RJA has 
promulgated and adopted a stringent code 
of ethics for the betterment of the industry. 

6.) The association is cooperating with 
the national associations to eliminate the 
evils of the Post Exchanges and Ship Ser- 
vice Stores. 

7.) They had their legal counsel investi- 
gate special group discount plans with 4 
view to action by the Federal Trade Com- 
mission. 

The bulletin concluded with a request to 
every jeweler in the Washington area 
become a member and support the efforts 
of the association. “Don’t ride free on the 
other fellow’s efforts,” the bulletin stated. 
“If you are not already a member, joil 
today.” 
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Arthur A. Everts Company 
Names Welch Vice President 

Election of W. Tim Welch as vice presi- 
dent of Everts Jewelers was announced 
recently by Arthur A. Everts, president. 
Mr. Welch is currently personnel and sales 
promotion manager. 


Ww. TIM WELCH 





A native Dallasite, Mr. Welch attended 
Dallas public schools and was graduated 
from the University of Texas. Before join- 
ing Everts in October, 1945, he was asso- 
ciated with New York and Dallas advertis- 
ing agencies and served in the Navy from 
April, 1942, until October, 1945. 

Currently president of the Dallas Jewel- 
ers Association, Mr. Welch is active in the 
Dallas Junior Chamber of Commerce, the 
Dallas Advertising League and the Dallas 
Big Brothers and is a member of the 
Northwood Club, Dallas Fellowship Club 
and the Dervish Club. 


Present Watch to Baker 


At the October meeting of the Board of 
Directors of the Jewelers Board of Trade, 
a Hamilton watch was presented to im- 
mediate Past President, Edgar E. Baker, 
in appreciation of valuable services ren- 
dered while President, and as a member 
of the Executive Committee. Edgar M. 
Docherty, a Past President of the Board, 
made the presentation speech. President 
Lester F. Morse presided. 


NAHS Code of Ethics 


(Adopted at recent meeting of horologi- 
cal officials in Denver.) 





I. Member schools should exercise proper 
care in the screening of the prospective 
student to insure the maintenance of high 
standards in training the watchmaker. 

II. Member schools should maintain 
proper records of the progress and the at- 
tendance so that students who do not have 
the necessary aptitude for the watchmak- 
ing field may be detected early in the 
course, 

III. Member schools should maintain 
such quality and quantities of equipment 
which will insure the best possible in- 
struction in keeping with the academic 
standard set-up by the National Associa- 
tion. 

IV. Member schools will provide or re- 
quire the trainee to furnish sufficient tools 
to enable the student to successfully pursue 
the course. 

V. Member schools will encourage stu- 
dents to be active in local horological as- 
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sociations and will further encourage the 
man to participate in recognized watch- 
makers proficiency examinations. 

VI. Instructors and other members of 
the school staff will endeavor to instill the 
student with the desire to pursue ethical 
practices after entering the watchmaking 
field. 

VII. Member schools will use only such 
advertising copy as will not be miscon- 
strued by the prospective student: 

1. Schools will not guarantee employ- 
ment, but will endeavor to maintain a 
placement service for graduates. 

2. Schools will not quote actual rates of 
pay which the student may earn upon 
graduation. 

3. Schools will not advertise in such a 


manner as to encourage “subsistence- 
chasers” to enroll when not otherwise 
qualified. 


VIII. Member schools will not enter into 
contracts with students which would re- 
quire the full payment of the tuition when 
the trainee interrupts prior to completion. 





Clark Employees Attend Picnic 


More than 50 employees enjoyed the 
annual picnic staged October 13th by the 
B. C. Clark Jewelry Organization at Will 
Rogers Park, Oklahoma City. This has 
been a traditional yearly affair which B. 
C. Clark, Oklahoma’s oldest jeweler, puts 
on each vear. 

Everyone who attended stated they had 
a good time and that the affair was one 
of the best and most enjoyable ever held. 




















MEMO SELECTION ON REQUEST 


DIAMONDS & PRECIOUS STONES 


Star 
Napphires 





GATS EYES 
DIAMONDS 


In All Sizes 
Mounted Jewelry 


N. ZAIDENS CO. 


Importers of 


62 WEST 47th STREET 


NEW YORK 19, N. Y. 

















FREE! 


Alexander Saunders & Co.'s 


NEW ILLUSTRATED CATALOG 


of Equipment and Supplies for Jewelry Casting, Assaying 


jewelry manufacturer 


needs Saunders’ new Catalog! 
This 72-page book is fully illus- 
trated—up to date—vsent free 


of charge on request! 


Special Chapter on 
Casting Technique 


Highlight is a discussion of 
jewelry casting by Alexander 


Includes 


| Every 


Saunders. 


do's 


and 


don'ts and helpful tips for every 


manufacturer. 


Address : 


and Refining, Precision Casting 
JUST PUBLISHED! 


Handy Reference Book 


Here's complete data on all 
Saunders jewelry casting equip- 
ment ... casting supplies. Re- 
finers’ and assayers needs— 
Tongs — other specialty melting 
accessories. Information at your 
fingertips. Durably bound in 
heavy cover—catalog slips con- 
veniently into any file drawer of 
letterhead size. Indispensable to 
buyers of casting supplies. Order 
your FREE copy today! 


ALEXANDER SAUNDERS & CO. 
75 Bedford Street — New York 14, N. Y. 


=== SEND FOR YOUR COPY TODAY! 
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Mr. MANUFACTURER 


We will prove it! 


We Can Eliminate Your 
Plating Problems and | 
Cut Your Costs! | 


POLISHING and 
PLATING | 


ALL METALS 
ALL FINISHES 


- RHODIUM - 
¢ 14KT and 24KT - 
HAMILTON YELLOW 
- PINK - 
- BRIGHT NICKEL - 


Speciahzing In 
COSTUME JEWELRY 
NOVELTIES and 
INDUSTRIAL WORK 
“Quantity with Quality | 

Plating” 


OUR SPECIALTY 
a9 -Wil icmme), 
ALUMINUM, SLUSH METAL 
and 


IDENTIFICATION BRACELETS 


DAILY DELIVERY 
ANY PART OF THE U. S. A. 


IN BUSINESS OVER 
28 YEARS 


INQUIRIES INVITED 


JOSEPH RUBIN 


ELECTROPLATING CORP. 
105 FULTON ST., NEW YORK 7, 0. Y. 
RM. 507-18 BArclay 7-3310 


| P.S. RETAIL JEWELERS: 


No single jobs accepted. 
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Direct Mail Advertising That Paid Off 





These novel and colorful direct mail folders are part of a series that J. R. Wood & Sons, 

Inc., manufacturers of Art-Carved Rings, used in this year's advertising campaign. The 

company was recently awarded a “Best of Industry'’ direct mail award from the Direct Mail 
Advertising Association for the intelligence and imagination in back of their creation. 


When employing direct mail advertis- 
ing as a media there is a tendency on the 
part of a good many advertisers to cram 
their brochures full of illustrations show- 
ing merchandise available and the cost of 
these items. This type of advertising, if 
it pays off, does so right away or never. 
It has no long range, lasting value that 
characterizes all successful national adver- 
tising campaigns. 

The advertising manager at J. R. Wood 
& Sons, Inc., manufacturers of Art-Carved 
Rings, was fully aware of this fact when 
he instituted that firm’s direct mail cam- 
paign the beginning of this year. Instead 
he employed the use of a novel and tricky 
sketch on each folder, printed in color and 
accompanied by an eye-catching headline. 
The idea was to get into the subconscious 
of the jeweler, the profit making value 
of nationally advertised merchandise. All 
the folders were executed in two colors 
with black the identifying tone. 

His departure from the ordinary in this 
campaign paid off in two ways. In the 
first place the campaign achieved the de- 
sired results, and secondly, it was the basis 
for the firm receiving a “Best of Industry” 
direct mail award from the Direct Mail 
Advertising Association. The award was 
made on September 29th at the Benjamin 
Franklin Hotel in Philadelphia and was 
the only award given to any advertiser in 
the entire jewelry industry. 

This direct mail campaign, designed to 
sell the idea of buying diamond rings by 
brand name, was a great undertaking from 
the outset. The direct mail folders were 
first mailed to the trade the beginning of 
this year. Every three weeks the firm sent 
out another one of the mailing pieces in 
the series. The firm tried, wherever pos- 
sible, to make the lead-in and the art a 
play on everyday diamond terminology 
which is familiar to the individual retailer. 
The folders were sent to the owners or 
buyers of retail outlets throughout the 
country in an engraved envelope free from 
advertising. 


Rose Opens Seventh Store 


The Rose Jewelry Co., Detroit’s largest 
jewelry chain, formally opened their sey. 
enth store on October 7th. The new down- 
town jewelry store is located at Grand 
River and Griswold. 

The company, now celebrating its silver 
anniversary, has its six other stores in 
neighborhood areas covering every section 
of Detroit. In this newest store, there are 
approximately 1,800 square feet on its two 
floors. 














ZiRCON 


Rings for Profit 


ENGAGEMENT RING 


*| carat zircon 


1Okt. gold $3.50 
l4kt. gold $4.25 





center and two 
side zircons 


lOkt. gold $4.7£ 
l4kt. gold $5.50 


THREE ZIRCON 
WEDDING BAND 
TO MATCH 
lOkt. gold $3.5 
l4kt. gold $3.8 


*Full | carat zircon. 








Copy of fine platinum mountings. 
First quality zircons only. 

Heavy gold, well made, well set. 
Rhodium finish. 

Full money back guarantee. 


Samples sent to rated concerns—others must 
send check with order. 


Specify yellow or white gold. 


Other designs and zircon sizes up to 1/5 carats. 
Samples and prices on request. 


ZIRCONART JEWELRY, Inc. 


545 FIFTH AVE. NEW YORK 19, N. Y. 


—~ 
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Direct Mail Advertising Ass'n 
Presents Plaque to N. B. Wentzel 





Edward N. Mayer, Jr., a former president 
of the Direct Mail Advertising Association, 
ts shown presenting Nelson B. Wentzel with 
a bronze plaque in recognition of his 42 
years association with the Post Office. 


Nelson B. Wentzel, Deputy Third As- 
sistant Postmaster General, was presented 
with a bronze plaque at the 3lst Annual 
Conference of the Direct Mail Advertising 
Association at the Hotel Benjamin Frank- 
lin, Philadelphia, on October Ist. 

The plaque was in recognition of Mr. 
Wentzel’s 42 years’ association with the 
Post Office. It reads “Direct Mail 
Advertising Association, Inc., presented 
to Nelson B. Wentzel, Deputy Third 
Assistant Postmaster General on_ the 
forty-second anniversary with the United 
States Post Office as a tribute of apprecia- 
tion for his long service in the best in- 
terests of American business and direct 
mail advertising.” 








REPAIRS and PLATING 
in GOLD and SILVER 


30 Years of Continuous 
Service to the Trade 








from 
Coast 
to 
: Coast 
(Before) 
(After ) 
Highest 
Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Mr. Wentzel, who was born in Herndon, 
Pa., has been with the Post Office the big- 
ger part of his business life, starting as a 
clerk in the Division of Classification in 
Washington in 1906. He had previously put 
in four years with the Navy Department in 
Philadelphia. 

He was educated at Teachers Normal 
School and Pennsylvania Business College. 

The presentation was made by Edward 
N. Mayer, Jr., President, James H. Gray, 
Inc., New York. 





Edward H. Hufnagel, 68, Dies; 


Was Prominent Figure in Trade 


Edward H. Hufnagel, 68, a founder and 
former president of the Horological Insti- 
tute of America and a former president 
of the American National Retail Jewelers 
Association, died at his home in Mount 
Vernon, N. Y. on October 2nd 

Serving ANRJA as president from 1921 
to 1924, Mr. Hufnagel’s administration 
was characterized by far-reaching reforms 
that brought added prestige not only to 
the Association, but to the retail jewelry 
business as a whole. 

Mr. Hufnagel was responsible for 
ANRJA’s Code of Ethics which he lived to 
see become the Golden Rule of the busi- 
ness, and the framed copies of this code, 
displayed in stores from coast to coast, 
are a lasting tribute to the principles by 
which he conducted his own business and 
which he encouraged his fellow-jewelers to 
adopt. He also had been president of the 
New York State Retail Jewelers Associa- 
tion. 

Recognizing the needs of higher stand- 
ards of workmanship in the watchmaking 
field, Mr. Hufnagel founded the Horologi- 
cal Institute of America, and obtained the 
cooperation of leaders in every branch of 
the time-keeping field. Securing the sup- 
port of the National Bureau of Standards 
in Washington, the HIA progressed stead- 
ily during the 11 years Mr. Hufnagel 
served as its president. 

Proprietor of a jewelry store in Mount 
Vernon for many years until his retire- 
ment in 1932, Mr. Hufnagel entered the 
real estate field and became a member of 
the Westchester Realty Board and _ presi- 
dent of the Bailey Park Co. In recent 
years he had operated the Norma Chemical 
Co., Inc., in Mount Vernon, that manu- 
factured a silver polish and anti-tarnish 
compound. Mr. Hufnagel also served as a 
member of the Mount Vernon City Plan- 
ning Commission and was a member of 
the American Institute of Real Estate Ap- 
praisers and the Chamber of Commerce of 
New York City. 

Surviving are his widow, two sons, a 
daughter, and a brother. 





Charige Date of Annual Convention 


Due to conditions beyond their control, 
the Watchmakers’ Association of New 
Jersey was compelled to change the time 
and place of their annual convention 
which was previously announced. 

The organization will hold its ninth 
annual convention at the Olympic Baaquet 
Hall, 865 Springfield Ave., Irvington, N. J., 
on Sunday, November 21st at 2:00 P. M. 










for a 


STERLING 
SILVER 


Christmas Sales Record 










K2507. Sugar 
and Creamer 
Set. Gold 
lined. 
Weighted 
base. 
Hgt. 3" 
Dia. 314," 


$7.00 pair 

























K2002. Mayon- 
naise Sef. 
Weighted base. 
Gadroon cdge. 
Hat. 3"', Dia. 5". 


$5.00 set 


K2506. Salt 
’ and 

“ee Peppers. Ka 
Weighted 
base. 

55,"". x 
Gadroon *& 
borders. 


$6.00 pair 





K3705. Console 
Stick. Weighted 
base. Gadroon 
border. Hat. 3" 
Dia. 314," 


$3.40 pair 


K3702 Cigarette Urn. Hollow base. Hof. 
254''. Gadroon border. 








$2.25 
each 


K3706. 


diameter. 
Gadroon 
border. 


$1.00 
each 








K3803. Compote. 
Weighted base. 
Hgt. 6". Dia. 6". 
Gadroor Borders. 








LOUIS REDLER 


54 West 21st Street New York 10, N. Y. 
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EYE Appeal - 
means 


BUY Appeal 











for REUTTER Displays are 
constructed with a view to- 
ward catching Your custom- 
ers EYE... bringing them 
into YOUR store and creat- 
ing more Sales for YOU! 


Shown bere: 


N-7 Velvet covered elevated 
necklace display. ..$27.00 Doz. 


N-10 Velvet covered tray style 
necklace display. ...36.00 Doz. 


B-Al All velvet expansion type 
watch display ..... 18.00 Doz. 


Reutter Displays 


147A SUMMER STREET 
MASS 


Dept. A-5 BOSTON 10, 














FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


\ \f 
a ry REPRODUCTIONS 
oe , DIMES CO. 


72 K STREET 
BOSTON, MASS. 




















Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 















NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








q Members of the New England Guild of 
the American Gem Society planned to hold 
their October meeting, as usual, on the 
fourth Wednesday. The September meet- 
ing, opening the fall season, was held at 
the Boston City Club on Sept. 29, with 33 
members and guests present. Election of 
officers followed the dinner, with Richard 
B. Chesley of the Thomas Long Co. being 
re-elected President. Fred Gurney of Gur- 
ney Brothers Co., Brocton, Mass., was 
named Vice-President; Darwin Neumeister 
of Bigelow-Kennard Co., Secretary; and 
Mrs. Ella J. Bird of Smith-Patterson Co., 
Treasurer. Members joined in a laboratory 
period with gem testing, using all instru- 
ments. Both Dr. Cornelius S. Hurlburt and 
Daniel Mayers, of Harvard University, ad- 
dressed the group, the latter reporting on 
a summer of gem collecting in Mexico. 
Plans were made for the winter sessions, 
and an invitation is extended to out-of- 
towners to attend these most interesting 
gatherings. 

q Several teams of Greater Boston jewel- 
ers have joined in support of the United 
Jewish Appeal drive which got under way 
with a kick-off dinner at the Hotel Somer- 
set on October 14 under the chairman- 
ship of Robert T. Markson of Markson 
Brothers, Inc. Mr. Markson headed one 
team, and others were captained by M. 
Morton Selig of the Benrus Watch Co., 
and Nathan Alberts of I. Alberts’ Sons, 
Inc. Others prominently identified with 
this charitable drive are: Irving Adler of 
333 Washington St.; Irving Broder of the 
Gruen Watch Co.; Al Dauber of Waltham 
Watch Co.; Hy Segal and Henry Segal of 
Washington Jewelry Co.; Theodore Tovin 
of Longines- Wittnauer Co.; and Fred Gug- 
genheim of Scott Jewelry Co. The Jewel- 
ers Division is fully confident of topping 
its quota this year. 

q Invitations were in the mails for the 
combined annual meeting and annual beef- 
steak dinner of the Boston Jewelers Club 
to be held at the Parker House on Nov. 5. 
Only members were invited and election 
of officers was to take place at that time. 
Plans are to be made for the February 
banquet and entertainment, along with 
other activities of the Club. 

q Members and officers of the Diamond 
Peacock Club were being rounded up for 
a fall get-together sometime in November 
at which time plans were to be laid for 
the winter's activities. 

q Each Tuesday night sees the members 
of the 10 teams comprising the Boston 
Jewelers Bowling League busily chalking 
up scores at the new Boylston Bowlder- 
drome Alleys. It is too early in the sea- 
son yet to predict anything in the way of 
winning teams, but each is striving to roll 
up some high scores early in the season. 
q John Lee, formerly with Mahar & 
Engstrom, and earlier with the Katherine 
A. Murphy Co., has now joined the Na- 
thaniel I. Goodman Co., and is being 












NEW ENGLAND 


groomed as a salesman for the New 
England territory. 

q With the Boston Braves and the Cleye. 
land Indians joining in the World’s Series 
baseball games, scores of Greater Boston 
jewelers attended local games, and not q 
few, including Henry Jj. McGrath of Mahar 
& Engstrom Co., were fortunate enough to 
get away for the Cleveland games. Among 
out-of-towners in Boston for at least one 
game was Arthur Cooley of Springfield, 
Mass. 

q Jorge Epstein of 605 Jewelers Building, 
with only limited showcases, has set the 
style for scores of better jewelers’ windows 
all over the country in his deft combining 
of a collection of minerals and bits of 
driftwood in a most beautiful display. 
Grouping a few odd pieces of jagged mica, 
felspar, and tinted and natural pieces of 
curious-shaped driftwood, Jorge has dis- 
played these on light-tan satin, with bits 
of fern to touch off the displays of old 
gold in one instance; white and pink gold 
jewelry in another; and silver in still an- 
other. One particularly effective bit of artis- 
try is the grouping of pearls and pear! set- 
tings around a half dozen sea shells and 
bits of pink coral in a nautical setting. The 
mineral specimens, none of them at all ex- 
pensive, form a most attractive background 
for the displays of jewelry—an idea which 
many a jeweler’s store window decorator 
could adapt with profit. Tiny cards call 
attention to some of the displays, one in 
particular showing a fan set “made by 
Shreve of San Francisco, Calif., during the 
days of the roaring "49ers, when life and 
love could be bought for a pan of gold, 
and the whole world listened for the cry 
of ‘pay dirt!’ ” 

q William Murray, Sr., of 901 Jewelers 
Building, went with Mrs. Murray on his 
annual fishing trip vacation to New Bruns- 
wick, but reported the fish not biting as 
usual. William Murray, Jr., struck off in 
another direction with Thomas Reilly of 
the Bella Glass Co., and reported most 
excellent fishing by contrast. The boys 
caught plenty of smallmouth bass, pickerel, 
and other varieties while they sojourned 
in Vermont, stopping a while with Myer 
Lippa of Burlington, and later visiting Irv- 
ing Carbino of Carbino’s Jewelry Store, 
Massena, N. Y. 

q Elliott M. Lansky, associated with his 
father, J. M. Lansky, 903 Jewelers Build- 
ing, is to be married on December 26. 
4 J. Joftes, rounding out 32 years in the 
jewelry business on Oct. 12, has enlarged 
his quarters in 907 Jewelers Building, 
taken over space formerly occupied by 
George Salisbury, and has installed new 
showcases and redecorated the double-siz 
quarters. 

4 Thomas Moody & Sons of 705 Jewelers 
Building, recently installed the latest elec: 
tronics device for use in gold and rhodium 
plating for the trade. 


q Louis F. Guiness, Inc., 711 Jewelers 
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mahogany predominating. 





died on August 21. The quarters 


shared with C. V. Keshishian, with dia- 


monds and jewelry on display. 


4 Margaret M. Quinlan, formerly with the 


Building, recently underwent a complete 
job of redecorating, with light-bue and 


q In line with other redecorating, Sidney 
Bloomfield, 601 Jewelers Building, has just 
installed four attractive shadow boxes on 
a dividing partition in his quarters, in 
which up-to-date displays are planned. 

q Lawrence H. Pearlstein, formerly _lo- 
cated on Stuart St., Boston, has moved 
into the quarters in 502 Jewelers Building, 
formerly occupied by Jude ® Lurie, who 
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DISPLAY 


FABRICS 


ATTRACT ATTENTION 
$2.00 per yard 


(40 inch width) 
In 20 yard lengths 





Finest quality — 100% rayon 
Less than 20 yds. @ $2.25 per yd. 


Special Savings on— 


CRYSTAL GLOW 


A pliable fabric with personality. 
50-in. width, per yd. . . . $1.55 


SATIN PATTERN BROCADES 


40-in. width, per yd. $1.85 
BENGLAINE 
48-in. width, per yd. $1.85 


All fabrics available in 
Christmas color range 














L005 S. Grand Ave. 
Los Angeles 15, Calif. 
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J. M. Kirby Co., and later with Reagan, 





IMMEDIATE DELIVERY Samples on request 


SUTTER DISPLAY MFG. 


Fabric Mill Agents 











A TIMELY WINLOW DISPLAY 


Bet 


Attractively combining interest in Boston in the World's Series baseball game with National 
Watch Parade Week, the Smith-Patterson jewelry store in Boston displayed pictures of the 
Boston Braves players along with various makes of watches. 


Kipp Co., Inc., Boston, has joined the 
Mahar & Engstrom firm, 401 Jewelers 
Building. 

q George Salisbury, who formerly occupied 
space with J. Joftes, and who has been 
spending the last six months in Birming- 
ham, England, has returned to Boston and 


is now sharing quarters with Frank DeVita 
in 1001 Jewelers Building. 


q Mr. and Mrs. Charles W. Alsterlund of 
the C. W. Alsterlund Co., 816 Washington 
Building, have gone to California for the 
winter along with their son George. Charles 
W. Alsterlund, Jr., who recently was mar- 
ried, is carrying on the business during the 
absence of the rest of the family. 


q Charles Bellatoni and his brother Frank. 
who have operated Belmont Jewelers, held 
a formal opening of their new store in the 
Chandler Block, Cushing Square, Belmont, 
Mass., recently. 


q Everett M. Smith, New England corre- 
spondent for THE JEWELERS’ CircuLAR-KeEy- 
STONE was married on Oct. 2 to Mrs. Char- 
lotte Cousins, known to many among the 
Greater Boston jewelry trade. 


q Frank G. Whitkens, 321 West Broadway, 
South Boston, opened up new quarters on 
October 1, with an open house—and a dis- 
play of his many swimming trophies. 

q Al Furst, sales manager of Swartchild & 
Co., Chicago, spent several days at the Bos- 
ton branch 502-5 Washington Building, 
recently. 

q Dividing walls are down, plasterers are at 
work, and carpenters’ hammers are pound- 
ing, with a smell of fresh paint in the air 
as “business goes on as usual” during en- 
largement and redecorating operations in 
the Barry & Epstein quarters, 400-2 Wash- 
ington Building. 

q Alton B. Fowler with Kettel, Blake & 
Read, 201 Washington Building, was re- 
cently named Master of Sagamore Lodge. 
q Fred Bird, for many years with E. B. 
Horn Co., Inc., 429 Washington St., Boston, 
is missed by hundreds of Bostonians from 
his usual place behind the counter. He is 
no longer with the firm. 

q Pounding of hammers goes on apace with 
building operations across the street in the 
Thomas Long Co. store, where office and 
store workers still carry on in spite of the 
din. New offices and air-conditioning units 
are being installed in the store. 
(Please Turn to Page 306) 




















GENUINE 


CZECHO 
Graduated & 
Necklaces 


Our special price for 
these fine, tin-cut 
Crystal Graduated 


Necklaces is only . 


$1 800 


PER DOZEN 


6-0 0D get ft Ft tpter EIJI BAD OO EG FAA 


Each well-strung, with 
a Sterling Silver 
Clasp ... Length: 18 
inches. Will accept 
sample order for '/, 
doz. 
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© PEARL 
RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 
Plus 15¢ For The In- 


sured Parcel Post 
Package 
EVERY JOB IS CLEANED 
A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 
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AN Extra SALESMAN 
JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 


offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. Your 


customers will thank you for sug- 

gesting JEWEL-RE-CLEAN . . . they 

will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 


AT NO 
EXTRA 
CHARGE | 
Counter Display | 
with Each Dozen 
Jars AND 500 
Circulars Printed 


with Your Name , 
with Each Gross. 


No. 18Z503 


Per Dozen 
Per Gross 


CLEANS IN TWO QUICK 
OPERATIONS 
IMMERSE AND WIPE DRY 


That's all there is to it. Dip and dry to a 
beautiful lasting glow. Use brush !f espe- 
cially dirty. 


C. & E. MARSHALL CO. 
Box 7737, Chicago 30 



























... THIS 
RACINE- 


UNIVERSAL MOTOR 
FOR JEWELERS’ LATHES 


For long, trouble-free, wholly dependable lathe 
power service, specify this newest model RACINE- 
Universal Fractional Horsepower Reversible Mo- 
tor. Designed with a dynamically balanced ar- 
mature, it develops 1/12 H.P. Housing has a 
sturdy, attractive crackle finish, and the base 
pedestal is substantially wide. Equipped with 
Allen-Bradley Foot Rheostat that provides speeds 
from zero, gradually increasing to maximum. 
Turns up 13,000 R.P.M. without load — 
R.P.M. with full load. 


Conadion Representative Chas. A. Branston, Ltd. 


RACINE UNIVERSAL MOTOR CO. 


Dept. J.C. Il 





1637 Goold St. 
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Racine, Wisconsin 
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q William Dube of the retail sales depart- 
ment of Thomas Long Co. was married on 
October 9. 

q The October Parade of Watches was 
marked by many Greater Boston jewelers, 
but it remained for window decorators at 
the Thomas Long Co. store to set up several 
divisions of upright “watch marchers” in 
the form of strap wrist watches set vertically 
on pins stuck into plush-covered platforms 
—all arranged in squads left and right, with 
appropriate flag markers to identify the 
various makes of watches. 

q An exhibit of modern and antique ster- 
ling silver from the famous Samuel Kirk 
Collection and the decoration of sterling by 
hand, marked a display at the Thomas Long 
Co. from Oct. 4 to 9. The company also an- 
nounced its appointment as representatives 
for the Kirk Silversmiths of Baltimore. 
Frank H. Jury, Jr., formerly associated with 
Ernest H. Butterworth’s jewelry store in 
Winchester, Mass., and prior to that with 
the Army Air Force as a pilot, has joined 
the Herbert W. Stranger Co., 305 Washing- 
ton Building, as a salesman. 

q Word has come from Wilton, Maine, that 
Mrs. E. E. Cram, jeweler, has changed the 
name of the firm to Cram’s Jewelry Store. 
q Clarence H. Dana of St. Johnsbury, Vt., 
who disassociated himself with the jewelry 
business for a while, is now back in busi- 
ness, Opening up a new store just across the 
street from his previous location. 

q R. B. Fisher of the Old Colony Trust Co.., 
and well known to many in Greater Boston 
jewelry circles. died on October 1. 

q Mrs. George Moses, wife of one of the 
senior partners in the firm of Thomas Long 
Co., died on Oct. 9. 





Attend Gift Show 


ss 











Se 


nan, 


In the Smith & Zaff sales and display room 
at the Boston Gift Show in the Parker House, 
September 13 to 16, Miss Margaret Denehy 
of the Smith-Keon Jewelry Store, Williman- 
tic, Conn. (left), examines a star sapphire 
ring, showing it to Mrs. Roy Beaulieu of 
Presque Isle, Maine, and to "Ed" Beaulieu 
of the George T. Springer Co., Portland, 
Maine. 





Observe 50th Anniversary 


Hanging in a prominent place in the 
I. Alberts’ Sons offices, today, is the fine 
bronze plaque presented to Nathan Alberts, 
representing the employers, by Jack Mar- 
golis, president of the I. Alberts’ Sons 
Associates, on behalf of the employees. 


| Presentation was made at a banquet and 

entertainment at the Hotel Somerset op 
' October 1. The plaque reads as follows: 
“Presented to I. Alberts’ Sons, Inc., i 
their 50th anniversary in appreciation of 
their loyalty and devotion to their em. 
ployees by I. Alberts’ Sons Associates 
1898-1948.” 





Young Canadian Students 
Given Chance to Learn Trade 


With the opening of the Ryerson Insti- 
tute of Technology at Toronto financia] as- 
sistance is offered by the Canadian Jewel. 
lers’ Institute to students from any part of 
Canada who want to attend classes jp 
watch repairing or jewelry manufacturing, 

The Institute is prepared to offer ten 
bursaries amounting to $125 each for two 





| years, since each course covers that period, 








In other words, young men who can qualify 
will receive a total of $250 each to take 
this training in the school which, until 
recently, was a war veterans training cep. 
ter, and which has now been converted into 
a school for young Canadian civilians, 

“The Board of Governors of the Cana. 
dian Jewellers’ Institute will have the as. 
sistance of the Ryerson teaching staff ip 
selecting those eligible for these financial 
srants,” said M. T. Ellis of Toronto, chair. 
man of the board, “and special considera- 
tion will be given those from distant points, 
who must face added costs in taking train- 
ing at Toronto. We offer this financial 
assistance because we want to extend the 
advantages of the school beyond the To- 
ronto area, and to encourage other young 
Canadian men to come into the training 
program.” 

The Canadian Jewellers’ Institute, which 





was incorporated by Act of Parliament in 
1945, is a national body associated with 
the Canadian Jewellers’ Association with 
the primary aim of lifting educational 
standards in the Canadian jewelry trade. 
Members of the trade have subscribed over 
$100,000 to an endowment fund, and it is 
from this fund that this financial aid is 
heing offered. 

The Institute is urging educators. in 
other parts of Canada to open regional 
schools in the West and in the Maritime 
Provinces. similar to those now operating 
in Toronto and Montreal, and states that 
its policy is to give similar support to any 
recocnized training center to be estab 


lished. 





Watchmakers Elect Officers 


Members of the Watchmakers Associa 
tion of Pennsylvania, at a recent meeting, 
elected the following officers to serve for 
the coming year: 

George Niesslein was elected president; 
August Schran, vice-president; Virgil Pet- 
rocelli, treasurer, and Miss Erna Schreiber, 
secretary. 

Elected to the board of trustees for three 
years were Joe Beimel and John Franz 
Joe Frye and Phil Cywinski were elected 
for a two year term and Vince Jaranowski 
and Steve Evanivich will serve on the bo 





for one year. 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















WatchMaster is Exhibited 
At Museum in Philadelphia 


Thousands of visitors have learned the 
story of the WatchMaster through its dis- 
play at the Franklin Institute in Philadel- 
phia. The Institute requested the loan of 
the machine from American Time Products, 
Inc., manufacturers of the Watch Master. 

Visitors to the Museum marveled at the 
machine’s performance. They had their 
watches tested free and carried away a 
record of its performance. An article 
which appeared in the “Institute News” 
said, in part: 

“Known as the WatchMaster, this instru- 
ment contains a constant frequency source 
that is accurate to ten parts in a million. 
When the ticks of a watch are checked 
against the beating of this source, a visible 
record give a diagnosis of the watch’s rate 
of running and major defects in its parts. 
In only 30 seconds, the amount of time the 
watch will gain or lose in 24 hours is 
determined.” 


NEMJ&SA Amends By-Laws 


The New England Manufacturing Jewel- 
ers and Silversmith’s Association is de- 
termined 10 make use of all of the know- 
how at its disposal. 

To this end the directors have recently 
amended the by-laws to make it possible 
for all past presidents of the association 
to be ex-officio directors as long as they 
are active in the jewelry producing busi- 
ness. 

The move accomplishes two objectives: 
(1) keeping available to the board the 
ability and experience of its past presi- 
dents, and (2) making available on the 
board directorships that can be filled by 
the young, outstanding jewelry producers 
in the area. 

The second objective is accomplished by 
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®Tell us your problems 
in packaging. Our ex- 
perts will design, cre- 
ate, and help you get 
your merchandise into 
Consumer hands when 
they see them at 
point of sale. Uni- 

versal cases are 

fabricated in 
plastics, wood, 

and most other 3 Mt ett 
materials. Drop | OP tages 
us a note — f ieee 

we'll make your 
packaging prob- 
em an easy 
one to solve. 


Universar Jeweiry Case Co 
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opening to election the directorships that 
up to now have been filled by certain past 
presidents. 

Under the new set-up all past presidents 
are directors in an ex-officio or automatic 
capacity. Past Presidents Benjamin Briar, 
Stephen H. Garner, Willard A. Ormstee 
and Fred A. Bullock have been serving as 
directors. They will now serve in that ca- 
pacity and at the same time vacate the 
elective directorships they have been oc- 
cupying. It will be possible to elect four 
new directors to their places. 

The move also adds as directors the fol- 
lowing past presidents: Edgar M. Docherty, 
Archibald Silverman, Sturgis C. Rice and 
Fred A. Ballou, Jr. 


AID THE HANDICAPPED 





Charles Philpot, 24 (above right), was one 
of four persons featured in a recent "Em- 
ploy the Handicapped Week'’ exhibit at 
Union Terminal, Cleveland, Ohio. Mr. Phil- 
pot is shown chatting with George W. 
Reichard, under whom he studied several 
years ago at Sears School of Trades, in 
Cleveland. Paralyzed from the hips down 
since birth, Mr. Philpot is an experienced 
watch repairman and engraver and is now 
employed by one of Cleveland's leading 
jewelers. 


oe 


Jewelers Board of Trade 
Issues Financial Report 


While the number of financial embarrass- 
ments in the jewelry industry during the 
first nine months of this year is one more 
than in the same period of last year, the 
amount of liabilities is considerably smal- 
ler. the Jewelers Board of Trade reports. 

The 113 failures so far in 1948 compare 
with 112 in the first nine months of last 
year, but the liabilities involved this year 
amount to $3,818,000 as compared to $4,- 
679,000 last year. 

The decrease in liabilities, it is pointed 
out, is accounted for mainly by the fact 
that in 1947 there were 34 wholesalers in 
difficulties, with liabilities totaling $2,536,- 
000, and in 1948 there were 15 with liabili- 
ties of $520,000. 

Offsetting the better record of whole- 


salers this year is a substantial increase in | 


the number and liabilities of retail out- 
lets and an increase in the liabilities of 
manufacturers. 























Swo CNew Rings 


created by 





Two new fast selling rings—a Ladies 
Faceted Synthetic Stone Ring, (in 
Birthstone colors) and a selected 
Hematite Intaglio Gents Ring. 


Ask for a memorandum selection, 
or have our representative show 
you these as well as the entire 


“GRAN” line. 


GIR AN 


AND COMPANY INCORPORATED 
Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. * Indianapolis 4, Ind. 























ENGRAVING 


on Precious and Semi-Precious 


STONES 


* FINE PORTRAITS - CAMEOS 

* INTAGLIOS - SEAL ENGRAVING 

* WARRIOR HEADS - REPAIR WORK 
° — - FITTING - COUNTER- 


¢ Original Designs Made to Order 
EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 

















PINS $ PINS $ 


PINS $ PINS $ 
Club and Emblem Jewelry 


with that new “Hollywood Look”— for that new 
“profit look.” Your club pin customers today are 
your diamond customers tomorrow! Don’t overlook 
this important market. Send for illustrated folders, 
price lists, discount information, esc. 


Write teday to Department J-C 
J. A. MEYERS & CO. INC. 


Since 1912 
1031 West 7th Street 
Los Angeles 14, Calif 








BELMAR CREATIONS 
Watches & Jewelry 





914 Walnut Street 
Philadelphia, Pa. 








WRITE FOR 


Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILLMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 








Jewelers 


Phila. 7, Pa. 


Wholesale 
134 So. 8th St. 














Prompt Mail Service 


GOLDBERG & POSSOFF 
124 S. 8th St., Phila. 7, Pa. Dept. K 
DISTRIBUTORS 


Genuine SWISS & AMERICAN 
Watchmaker’s Tools & Materials 
Jeweler’s Findings & Supplies 
Everything to fill the 
Jeweler’s & Watchmaker’s needs. 


Crystal Cutting to fit your Bezel 


Complete Line Dennison Goods 
Boxes & Tags 

















Philadelphia College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 


PHILADELPHIA, PA. 

















| 
BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 














BOWMAN 


Technical School 


‘“‘Help Yourself to a Better 
Future’’ 
Courses for Success for 


Watchmakers 


Engravers Jewelers 
Write for § free booklet, 
JOHN J. BOWMAN, Director 


Bowman Bidg., Lancaster, Pa. 
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60 Years’ Service 
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q H. Adlin, jeweler and diamond merchant 
at 529 W. Poplar St., was awakened when 
thieves hurled a brick through the show 
window of his shop, Monday October 4th, 
in the wee hours of the morning. He gave 
chase, and police, answering a burglar 
alarm automatically set off, joined in. But 
the burglar escaped with numerous articles, 
the value of which has not made 
public at this time. 

q Adam Zack reports he is bringing busi- 
ness into his shop at 23 S. 17th St. through 
personal letters hand written to those in the 
Main Line and other exclusive residential 
sections, whose names appear on his mail- 
ing list. He feels that the current increase 
in direct-mail advertising makes it even 
more difficult for this material to receive 
attention. Many customers have commented 
favorably on his handwritten letters, and 
have purchased enough to make the addi- 
tional time and effort profitable, he informs 
us. 

q The interior of the John Castaga shop 
at 1606 E. Passyunk Ave. is being redeco- 
rated beginning Nov. Ist. Mr. Castaga has 
begun to advertise in the new local news- 
paper “Passyunk News” the week of 
October 4th. He will use a full column in 
this newspaper from on, in each 
weekly issue. 

q The Retail Jewelers’ Association of 
Philadelphia and Eastern Pennsylvania, 
held the regular monthly meeting at the 
Broadwood Hotel Tuesday October 19th. 
Business of the evening included complet- 
ing plans for the annual dinner dance and 
show held at the Broadwood Hotel October 
26th. 

q John C. Dotter is in the midst of plans 
for redecorating his store at 1337 Rockland 
Ave. The new show cases and other new 
fixtures will be in place ready for the 
Christmas rush. 

q Lester A. Engle has completed redecora- 
ting his shop at 34 S. 17th St. 

q W. Ebert, manager of the Fox Chase 


been 


now 


Jewelers Store of 7990 Oxford Ave. is now 


delivering repaired watches. He _ believes 
now is the time to offer the customer the 
service for which he has been waiting 
since the beginning of the last war. 

q John Gagliardini of 1161 S. 12th St. is 
sending post card notices to those custo- 
mers who have slowed down on credit 
payments. “We haven't seen you for a 
while. We hope you have not been ill. 
Please stop in soon”, say these very polite 
hand-written notices. 


q Alterations on the Frank S. Johnston 
store at 1014 Chestnut St. were completed 
October 6th, and a new electrical display 
department is being added. 

q Lang & Lang of 5738 N. Sth. St. have 
found direct-mail more profitable adver- 
tising for them than newspapers. in the 
past year in which they have been doing 
business. This month they have substan- 
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lially increased their mailing folders tg 
their list of inhabitants of their neighbor. 
hood, explains Jacob Lang. 

q A recording machine playing semi-clas. 
sical music is adding atmosphere at 
McDonald’s, Frankford Ave. and Cottman 
St. 

q The Philadelphia Horological Guilg 
held their regular monthly meeting October 
12th at the Franklin Institute. Six students 
from each of four local watchmaker schools 
attended, invited by the members of this 
organization to a film about watch 
parts supplied through the courtesy of a 
well known watch manufacturer. The next 
regular meeting will be held November 9th 
at the same place. The program will feature 
a lecture and lantern slides on the subject 
“*Shock-Proofing Devices”. 

q.N. Tepper Co. of 705 W. Oxford St. is 
running a new merchandise club. 

q The following new officers were elected 
at the regular monthly meeting of the 
Eastern Pennsvlvania Guild of the Ameri- 
can Gem Society in the Franklin Institute, 
Tuesday Sept. 21st: C. Fred Muth of 
Jenkintown, president; Elwood A. Davis of 
Millard F. Davis, Inc., Wilmington, Dela- 
ware, vice president: William Diller of 
Reading, treasurer; Elaine Cooper of Fred 
J. Cooper, Inc.. secretary; Mrs. Muriel 
Poole, of Alfred Humbert & Son, assistant 
secretary. The subject of the lecture by 
Nicola D’Aszenzo was “Hardness” of gem 
stones. The October meeting took place on 
the 19th, also at Franklin Institute. Mr. 
D’Aszenzo spoke on “The Critical Angle”. 
q Charles Carney of Carney’s Jewelers, 
1734 W. Columbia Ave., has postponed 
his proposed trip to Detroit indefinitely. 
But he is looking forward to taking it 
in the not too distant future. 

q Emil J. Guarro, 1832 E. Passyunk Ave. 
reports that he is feeling much better now 
that he is back at his store after a recenl 
illness. but he is looking forward to selling 
the store and retiring. 

4 Celia Janis, to be proper Mrs. John W. 
Janis, is succeeding her husband in manag: 
ing the jewelery store adjacent to theif 
home at 3027 Mercer St. John Janis is now 
interested in the ornamental iron business. 
Celia Janis is a graduate of the Phila- 
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FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 
Watch Maker's & Jeweler's tools and materials 


© L&R Products ¢ K & D Tools 
e Levin Tools e Bestfit Assortments 
e Cases & Dials e American Perfit 
¢ Fulton & B.B. Glass Crystals 
° GS. & §.U.C. Unbreakable Crystals 
e J.B. Watch Attachments 
¢ NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 
DEPT. 2 
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delphia College of Horology in last year’s 
class, and has been assisting her husband 
for several years in his jewelry shop. 

q Robert J. Snyder, jeweler located at 12 
FE. Main St., Norristown, Pa., was a host to 
scores of friends and well-wishers in the 
trade who attended the re-opening of his 
completely rebuilt store on October 21st. 
Business was carried on as usual while 
alterations were underway. 

4 Sabins Jewelers of 67 McDade Blvd., 
Collingdale, are bringing in new business 
through the efforts of Mr. Sabin Jr. who 
now spends much of his time calling on 
old acquaintances and making new ones 
‘n the interest of business. 


New Watch Styles Shown 
At Exposition in Geneva 


Easy-to-read watch faces surrounded by 
rubies and emeralds were judged the most 
popular styles for the coming year at the 
world-famous exposition of watches and 
jewels held recently at the Hotel Metro- 
pole in Geneva, Switzerland. 

More than 15,000 stylists and visitors 
from all over the world viewed a $2,000,000 
collection of precious watches, gems and 
jewelry at the exposition, which each year 
features the creations of leading Swiss 
craftsmen. 

In the field of ladies’ jeweled wrist 
watches, the style-conscious visitors were 
attracted to the new open-faced movements 
which have beautifully worked, intricate 
settings of rubies and emeralds surround- 
ing the face. Diamonds and semi-precious 
stones were used mainly as supplementary 
decor. The designers’ interest in red gold 
was still strong, although a revived ten- 
dency toward delicately worked yellow-gold 
bracelets, fillagreed and rosetted in antique 
manner, was noticeable. 

Almost all watches utilizing Geneva 
craftsmen’s ancient art of fine enamel 
work found on women’s watches in former 
years were seen on men’s timepieces. Those 
on display had imaginative enameled de- 
signs in the lower part of the watch face 
and, to set it off, the straps came mostly in 
plain, simple white or fawn suede. 

The “serpent” bracelet for women’s 
watches was popular with designers, who 
showed novelties in single, double and 
triple strands. With the exception of one 
manufacturer who devoted an exhibit en- 
tirely to palladium watches, gold was the 





























predominant metal used in cases and 
bracelets. 

Also featured at the exposition were 
masterpieces of the highest standards of 
the Swiss watchmaker’s art—the world’s 
smallest watch, the most accurate, the most 
complicated and the thinnest watches ever 
made. The most accurate was the recent 
winner of the world “Concours. de 
Reglage,” or timing contest, held recently 
in Neuchatel. 

The most elaborate watch was a pocket 
model which tells time, day of the week, 
date and month; a stop-watch mechanism, 
gives the phases of the moon—to mention 
only a few of its uses! The thinnest was a 
man’s pocket watch which easily could be 
slipped between the teeth of a comb. The 
smallest watch would fit neatly into one 


end of an elbow macaroni! 





The old and the new are beautifully com- 

bined in the latest Swiss watch styles. This 

round, open-faced watch is done in the an- 

tique manner with rubies in the rosette case 

setting and in the segmented rosette brace- 
let. 





~— 


Diamond Dealers on West Coast 
Plan Formation of Trading Club 


Approximately 40 diamond dealers in 
the Los Angeles area are in the process 
of planning the formation of a Diamond 
Trading Club, which will include dealers 
in San Francisco, San Diego and Los 
Angeles. Headquarters of the Club will 
be in Los Angeles. 

It is planned to follow the by-laws of 
the New York Diamond Dealers Club, and 
to affiliate with the International Diamond 
Dealers Association. 














NEW RETAIL ENTERPRISES 








Lucey-W arford Jewelry Store, 238 West Broadway, Council Bluffs, Iowa. 
Tick-O-Time Jewelers, 404 South Church, Jonesboro, Ark. 

Schubach Jewelry Co., 161 West Center St., Provo, Utah. 

T he Patterson Jewelry, 318 N. Main St., Garden City, Kansas. 

Miller’s Leading Jewelers, 8 East Center St., Fayetteville, Ark. 

Hill's Jewelry Store, 117 W. Washington St., Athens, Ala. 

Macy’s Jewelry Store, 203 East Elm St., Union City, Ind. 


Salem Jewelry, Norton Ave., Salem, S. D. 


LebeP- s Jewelry Store, 260A Washington St., Salem, Mass. 
David L, Scher, Inc., 105 W. Capitol, Little Rock, Ark. 
Carter Jewelry Co., 1916 Skillman, Dallas, Texas. 

W hite’s Jewelry Store, 713 Second Ave., Decatur, Ala. 
Eaton-Turner Jewelry Store, 421 West Main, Lewiston, Mont. 


FOR NOVEMBER, 1948 














SIDNEY COHN 
AND 
EUGENE COHN 
Announce 


THE ESTABLISHMENT OF 


SECON 


METALS 
CORPORATION 


228 East 457TH STREET 
New Yor«K 17, N. Y. 


MUrray Hint 7-1594 
2 


FOR THE 


SALE anp PROCESSING or 


P 
L 
A 


N 
U 
M 


METALS AND ALLOYS 








309 











Your Good Will 
is Our Baby - - - 





That’s Why We Believe in 


PROMPT DELIVERIES! 


In November and December it's 
vitally important that you get 
the merchandise you want, when 
you want it! Our large stocks 
and rapid order handling is your 
answer to larger holiday sales. 


Always Ask Engel First! 





BALTIMORE |, MD. 
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And You'll Sell 


MORE MIXERS 
THIS XMAS! 
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q Kosch & Gray, jewelers, of Spartanburg, 
S. C., will award 50-piece sets of silverware, 
valued at $65 each, to outstanding partici- 
pants in each of the six counties taking 
part in a Soil Conservation Contest. 

q Bosse Jewelers, Inc., of Raleigh, N. C., 
has been granted a charter by the Secretary 
of State to engage in the jewelry business. 
Authorized capital stock is $100,000, with 
$300 stock subscribed by Julien Rattelade, 
Gladys Rogers and Ben Bosse, all of 
Raleigh. 

q R. Newman Lockwood, for the past 12 
years identified with the jewelry business 
in Asheville, N. C., has become associated 
with the jewelry firm of Hursey & Com- 
pany, 67 Haywood St., in that city. 

q Stanley’s Jewelry & Gift Shop has opened 
for business at 3922 Hendricks Ave., Jack- 
sonville, Fla. 

q W. J. Kuhlmann is the new manager of 
the Duval Jewelry Company’s store at 604 
Franklin St., Tampa, Fla. Mr. Kuhlmann 
has been in the jewelry business for the 
last 15 years, and came to Tampa from 
the Duval store at West Palm Beach. 

q The Maryville, Tenn., store of Royal 
Jewelers, enlarged and remodeled, reopened 
fot business September 30. Royal also op- 
erates stores in Knoxville and Oak Ridge, 
Tenn. 

q National Jewelers, Inc., of Greensboro, 
N. C., has been granted a charter by the 
Secretary of State to engage in the jewelry 
business. Authorized capital stock is $100,- 
000, with $300 stock subscribed by Benja- 
min Seine, Bessie Seine and Albert Rose, 
all of Greensboro. 

q The Merriman Diamond Shop, 105 West 
Capitol Ave., Little Rock Ark., has been 
purchased by David L. Scher, who will op- 
erate the business as David L. Scher, Inc., 
jewelry store. 

q DeLoach Jewelers, 104 West Broughton 
St., Savannah, Ga., is celebrating their 26th 
anniversary in business there. 

q Friedman Jewelers, Savannah, Ga., an- 
nounces the promotion of R. Tweed Painter 
from display director to the post of adver- 
tising and display manager. Mr. Painter 
joined Friedman’s two years ago, after 
having been connected with some of the 
largest retail stores in the South. 

q Liston Hager’s Jewelry Store, of Clarks- 
ville, Ark., will occupy larger quarters in 
the Bahner Building, on Front and Oak 
Sts., October 10. 

q David L. Scher has purchased the Merri- 
man Diamond Shop at Little Rock, Ark., 
and has changed the name to the David 
L. Scher, Inc., Jewelry Store. 

q J. W. Ray, who had operated a jewelry 
store at Waynesville, Mo., has moved the 
business to Rolla, Mo., where he _ has 
opened a new store. 

q George Green, who, from 1928 until 1941 
managed a large jewelry store in Hunting- 
ton, W. Va., has returned to West Virginia 











THE SOUTH 


after an absence of seven years to become 
manager of Parker’s Jewelers, in Charles. 
ton, W. Va. 

q The West Wood Jewelers, Inc., of Park. 
ersburg, W. Va., have been granted articles 
of incorporation by the Secretary of State 
at Charleston, W. Va. The firm has ap 
authorized capital of $10,000 and $8,099 
paid in. The incorporators are Creel Har. 
rah and George Carras, of Parkersburg, 
and Cecil Wright, of Vienna. 


q After being closed for two months fo, 
remodeling, the Ray P. Gardner Jewelry 
Store at Kirksville, Mo., was reopened Sep- 
tember 8. All of the window display cases, 
mahogany panels, display cases and 
mirrored shadow boxes were designed by 
Mr. Gardner. 

q A tax of one-half of one per cent on the 
gross receipts of every business in Texas, 
including the retail jewelry business, has 
been proposed by City Manager George 
Fairtraee, of Wichita Falls, as a means of 
securing for cities an increased and badly 
needed income. 

q The Carter Sewelry Co. has opened a 
branch jewelry store at 1916 Skillman St., 
Dallas, Texas, to serve the firm’s growing 
retail trade. The company has been in 
the Dallas jewelry business for many 
years and has a downtown store at 20] 
Praetorian Building. 

q Records in the Office of the Secretary 
of State in Austin, Texas, show the recent 
incorporation of two jewelry firms in Texas. 
The firms are the Gordon’s Jewelry Co, 
Inc., on Humble Road, in Houston, and 
the Gordon’s Jewelry Co. of Pasadena, Inc. 
in Pasadena. Both were chartered by M. M. 
Gordon, Harry B. Gordon and Aron §. 
Gordon with $20,000 capital stock for 
each branch. 

q The Stanley Jewelry Shop, of Camden, 
S. C., has opened for business. The store 
is owned by S. N. Edgeworth, of Myrtle 
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QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 














ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY °* 
5 HOPKINS PLACE, BALTIMORE, MP. 


a, 











THE JEWELERS’ CIRCULAR-KEYSTONE 














n, 
re 


le 


ZF al 








Beach, and is under the management of 
Herbert E. Garland. 

4 Records in the Office of the Secretary of 
State in Austin, Texas, show the recent 
incorporation of Sanford J ewelers, Inc. The 
jewelry firm was chartered in Dickinson 
by B. F. Sanford, Edith M. Sanford, and 
C. J. Palmer with $10,000 capital stock. 

q J. L. Kornegay, of Blacksburg, Va., has 
purchased the J. B. Echols Jewelry Store 
at Adel, Ga. Mr. Echols had operated the 
business there since 1932. 

q Croghan’s Jewel Box, Charleston, S. C., 
has moved from 298 to 308 King Street. 
W. J. Croghan, proprietor, said he was en- 
larging his business considerably. A lug- 
gage department has been added. 





Thomas Opens Another Store 
in Atlanta's East Point Area 


Walter R. Thomas, of Atlanta, one of 
the South’s largest jewelers, has expanded 
his business by opening a new jewelry 
store in the growing, teeming East Point 
area of metropolitan Atlanta. 

“It is a part of my company’s program 
of expansion and decentralization,” said 
Mr. Thomas, who heads three jewelry 
stores in downtown Atlanta that bear his 
name. He also is president of Myron E. 
Freeman & Bro. Co., Inc., owners of jewel- 
ry stores in Atlanta, Buckhead and other 
Georgia areas. 

As head of both concerns, he said in an 
interview that the opening of the East 
Point store is but a step in the decentraliza- 
tion program, with new Freeman stores 
planned for Marietta and Decatur, to give 
him units in suburban sections surrounding 
corporate Atlanta. 

“With increasing population and traffic 
congestion, the trend of merchandising 
among larger stores in large cities is to- 
ward decentralization,” Mr. Thomas said. 
“More big stores are opening suburban 
branches, so that people won’t have to 
come downtown to shop.” 

James P. Lovett is manager of the new 
East Point unit. 





Jenkins Opens New Quarters 


Jenkins & Sons, Inc., wholesale jewelers 
of Jacksonville, Fla., have announced the 
opening of their new offices and show 
rooms at 25 E. Adams St., that city. The 
most outstanding feature of the firm’s new 
quarters is the modern store front with 
its large windows which provide a clear 
view of the store’s interior. The store 
interior provides display space for a wide 
variety of jewelry items which are dis- 
played in a fashion similar to that used in 
a retail jewelry store. 





Gordon's Hold Sales Meeting 


Gordon’s Jewelers, 411 Travis St., Hous- 
ton, Texas, were hosts recently to some 30 
store managers and their assistants from 
other Gordon stores throughout Texas, 
Louisiana, and Mississippi. 

The meeting was held in the general 
offices of the Gordon firm in Houston, 
for the semi-annual sales and merchandis- 
ing clinic. Plans for the remainder of 1948 
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were discussed, after which M. M. Gordon, 
president and founder of the Gordon chain, 
entertained the company at a banquet. 





Examinations Board 


Established by AGS 


As a result of action taken by members 
at the annual Conclave in Washington, 
D. C., in May of this year, the American 
Gem Society announces establishment of 
the Examinations Board of the Society. 
The Board provides a highly qualified gov- 
erning body to administer and control 
its educational standards and _ qualifica- 
tions. 

Duties of the Board, as designated by 
recent membership vote, will be to insti- 
tute gemological examinations and offer 
them to Society members in order to pro- 
vide a direct manner of meeting the edu- 
cational requirements for its various titles 
and classifications of membership. These 
examinations may be taken by any mem- 
ber who, by virtue of experience and 
gemological knowledge, is deemed quali- 
fied. No formal study courses or gradu- 
ation from gemological schools, or univer- 
sities offering gemological degrees, is 
necessary under these provisions. Final 
decision as to educational qualifications 
of any candidate rests with the Board, 
which is also responsible for the annual 
examinations required of all titleholders. 

Members of the Examinations Board are 
appointed by the President of the Society 
and may include educators and authorities 
in the field of gemology who are not neces- 
sarily associated with the Society. Re- 
cently appointed by President James G. 
Donavan, Jr., to serve on the Board are 
Kenneth G. Mappin, F.G.A., C.G., R.J., of 
Mappin’s, Ltd., Montreal, Quebec, Canada; 
Samuel J. Tyack, C.G., R.J., of Shreve, 
Crump and Low Co., Boston, Mass., and 
John F. Vondey, C.G., R.J., of Vondey 
Jewelry and Gem Shop, San Bernardino. 
Calif. 





Souvenirs of Trial Run 





Henry Doherty (left), public relations execu- 
tive of the New York Central, looks at the 
"Travalert" traveling alarm clock, made by 
the Semca Clock Co., Inc., as S. Kaufman, 
vice president of the world-wide time-piece 
organization, looks on. Two hundred and 
twenty "Travalerts" were presented as sou- 
venirs by the N. Y. Central to all members 
of the newspaper, magazine, radio and tele- 
vision business who made the trial run of 
the new Twentieth Century train to Chicago 
recently. 





It's a Lot 
of Hooey... 


Beware when you hear the 
words QUADRUPLE or 
TRIPLE. There ain’t no such 
animal any more. 

These words when used to de- 
scribe the quality of silverplate 
are misleading. 

They are tabooed by reputable 
manufacturers and never used 
by respectable jewelers. 

The United States Bureau of 
Standards does not condone this 
type of branding. 

It all boils down to how de- 
pendable is the name behind 
the plating. 

We cherish the INTEGRITY 
associated with our name. It 
represents 56 years of honest 
effort and experience. 


Write for our price list on silver plating 
Serving the TRADE since 1892 


The House of Mastercraftsmen 


Louis J. Meyer Inc. 


Silversmiths & Platers 
205 So. 9 St. Philadelphia 7, Pa. 














For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 
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~*~ Prepare NOW! Our Master 
* Course covers everything 
needed for high-salaried 
positions in Jewelry Field. 
Latest equipment makes 
learning a pleasure. High 
percentage of graduates 
successfully placed. Hous- 
ing available. (Schools in 
Warren, O. and P’gh, Pa.). 
Catalog FREE. 
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Dept C + 423 Federal St. + Pittsburgh 12. Penne 


















WATCH DISTRIBUTORS 


We sell SWISS WATCHES & MOVE- 
MENTS of popular makes & sizes at 
very reasonable prices. 


HONIG WATCH CO. 


323 W. 5th St., Los Angeles 13, Cal. 
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Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EsT. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
































LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
‘Finger-Print’ System in 


WZ f selecting Swiss Watch 

SJ Material.” 

Don't let this happen to you! Ask 

your jobber today about the many 

benefits from the NEWALL-IZED 

“Finger-Print” System. 
THE.NEWALL MFG. CO. 


Chicago 2 Illinois 








WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 


CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 


MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE - CHICAGO 15 
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q The daily papers in Chicago recently 
gave L. G. Rogers Jewelers, 18 W. Van 
Buren St., considerable publicity because 
Mr. Rogers was the successful bidder on 
a lot of 6939 stones ranging in size from 
very small up to nine carats. These were a 
part of the 25,000 stones sold by the United 
Nations, diamonds purloined by the Nazis 
in invaded countries and whose original 
owners could not be identified. Proceeds 
from the UN sale will be turned over to 
the International Refugee Organization to 
be used for rehabilitation and resettlement 
of displaced persons in war-torn countries. 
The Rogers store was the only Chicago 
store to bid on these diamonds. 

q The Chicago Chapter of the American 
Gem Society held their first fall meeting 
on Sept. 16 and H. Paul Juergens, chair- 
man of the group, was well pleased with 
the attendance, there being a number of 
non-resident members in attendance. The 
group represents approximately 100 stores 
in Chicago and near-by states, including 
cities in Illinois, Indiana, Wisconsin, 
Michigan and Iowa. The October meeting 
on the 2lst was also an interesting meet- 
ing. The next meeting of the group is 
scheduled for Nov. 18. Dr. Garrels con- 
tinues his lectures on physical properties, 
followed by discussion. Members are sup- 
plied with stones for identification, giving 
them an opportunity for practical appli- 
cation of these properties, specific gravity, 
hardness, toughness, etc. 

q James J. O’Grady and his son, John F., 
Chicago representatives of the Electrie City 
Box Co., of Buffalo and Los Angeles, re- 
cently moved te larger quarters in Reom 
1611 in the Kestner Building at Madison 
St. and Wabash Ave., where they now 
have sufficient and well appointed space 
in which te make complete showing of the 
full line of boxes and display equipment. 
q Alfred S. Rowe, Indianapolis, president 
of the Horological Institute of America, 
was the guest of Paul Leeds, director of 
the Chicago Institute of Watchmaking, 7 S. 
Pulaski St., Chicago, on October 12th. Mr. 
Rowe, accompanied by Mrs. Rowe, was 
conducted through the school and ob- 
served students in classes. Mr. Rowe is 
currently making a tour of the accredited 
watchmaking schools of the country. 


Pen and Pencil Makers 
Attend Meeting in Chicago 


Norman L. Pearce, ex-president of the 
Fountain Pen and Mechanical Pencil 
Manufacturers Association, presided at the 
annual mid-western meeting of that organi- 
zation held at the Stevens Hotel, Chicago, 
on October lst. 

The Association’s president, James V. 
Carmichael, president of Scripto, Inc., was 
absent from the gathering due to illness. 
His message was read by Louis M. Brown, 
vice president of Eberhard Faber Pencil 
Co., who, in addition, briefly sketched the 
history and development of the association. 























An interesting talk was delivered by 
Grant F. Olson, vice president of the 
W. A. Sheaffer Pen Co., who gave ay 
account of his recent trip around the 
world, including his observations of mar. 
ket conditions abroad, particularly regard. 
ing writing instruments. Paul E. Burbank, 
general manager of the National Stationers 
Association, spoke of the far-reaching edy. 
cational program they are now embarking 
upon. Harry L. Moody, executive secretary 
of the Fountain Pen and Mechanical Pep. 
cil Manufacturers Association, gave ap 
interim report on association activities. 


JSA Pays $1,200 in Rewards 
For Aid in Crime Solutions 


The Jewelers’ Security Alliance has for. 
warded rewards of $100 to the following 
for the arrest and conviction of criminals 
in crimes listed below. 

ArTHUR’S JEWELERS, INnc., Huntington 
Park, Calif. Holdup, February 26, 194, 
Noel Bible sentenced to five years in San 
Quetin. Reward paid to Lt. George ¥. 
Cunningham. 

Bams, Richmond, Va. Attempted burg. 
lary, July, 1948. Alfred White and James 
Edward Lee were each sentenced to six 
months and fined five dollars. Reward paid 
to Police Officer C. P. Carter. 

BromsBerc & Co., Birmingham, Ala. 
Store burglary, February. 1948. Lillian Da- 
vis sentenced to serve 12 months in the 
County Jail. Reward paid to Detectives 
H. Carl Neill and C. E. Huey. 

ENKELES JEWELRY Store, Portland, 
Ore. Window smashing. March, 1948. Craig 
Foster Gates sentenced to serve five years 
in the State Penitentiary. Reward paid to 
Detective James H. Braly. 

FLINCHBAUGH’S JEWELRY Store, Nor 
wood, Pa. Window smashing, February, 
1948. George Anderson and Harold Mul. 
vaney were placed on probation. Reward 
paid to Pauline Oakes and William Fé 
wards. 

Cart Greve, Portland, Ore. Store burg: 
lary. Earl Taylor sentenced to 11 months 
in the U. S. Public Health Service Hos- 
pital at Lexington, Ky. Reward paid to 
Detective Ferdinand Gaunt. 

JeweEL Box. Winchester, Va. Burglary, 
April, 1948. Richard Nail and Joseph Place 
were each sentenced to one and a hall 
years in State Penitentiary. Reward paid 
to Sgt. Warren Rudolph. 

Krucer’s, Austin, Texas. Window smash 
ing, March, 1948. Harold Wayne Reynolds 
was sentenced to serve two years in the 
State Penitentiary. Reward paid to Detee 
tives Robert C. Wilkes and R. A. Miles. 

KvuENKEL’s JEWELRY, Ottumwa, Ia. Swit 
dle, March, 1947, Dennis Van Tassel set 
tenced to eight months in County Jail 
Reward paid to Patrolman C. C. Casady. 

Arnot N. Lanp, Chicago, IIL Holdup. 
Oliver Lain was sentenced to from five 
seven years in State Prison; Alvin Boubede 
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to from one to five years in State Prison; 
Robert O’Brien to from one to two years 
in State Prison, and John Speciale was 
placed on probation for three years. Re- 
ward paid to Police Officers John Glon 
and Edward Witry. 

Woure’s JeweLry Store, Martinsburg, 
W. Va. Store burglary. Ann Carter was 
fned $10 and costs. Reward paid to Con- 
stable H. I. Allen and Traffic Officer James 
W. McKeever. 

YreoMAN JEweLry Store, Waukegan, III. 
Window smashing, May, 1948. Hubert W. 
Marshall pleaded guilty and was placed 
on probation for three years. Reward paid 
to Chief of Police William A. MacDonald. 


The West Coast 


4 George Storaasli, jeweler, recently an- 
nounced the opening of his own jewelry 
store North 10 Post St., Spokane, Wash. 
Mr. Storaasli was formerly with George 
R. Dodson, Inc., jewelers, located at 517 
W. Riverside Ave., Spokane, for 20 years. 
4 William D. Meier has opened Randy’s 
Jewelry in Tacoma, Wash., and along with 
the usual lines is featuring luggage and 
radios. Bleached oak furnishings and mod- 
ern lighting enhance the new store. Meier 
is being assisted in the business by his 
son-in-law, Warden Barde. 

4 Leonard C. Butts was elected president 
of the Inland Empire Watchmakers’ Asso- 
ciation at its recent meeting in Spokane, 
Wash. Other officers elected are: Wilbur 
Moon, vice president; Matt M. Holmes, 
secretary; Harold March, treasurer; M. B. 
Fox, chairman of the board of directors, 
and Paul Redding, Charles Lawrenson, 
William Dollivar, and William Larsen, 
members of the board. 

4 Jim O’Toole, formerly with Davies Jew- 
elry Co. of Long Beach, Calif., is opening 
up his own retail jewelry store at 139 Main 
St., Seal Beach, Calif. 

4 Ernest R. Wilson, formerly with Meyer 
Jewelry Co. of Kansas City, Mo., has 
moved into his new store at 116 East Gar- 


vev Blvd., Monterey Park, Calif. His for- 








mer address for three years was 340 West 
Garvey Blvd. in the same city. 

q H. W. Savage has taken over Miller and 
Bullocks Jewelry Store at 175 E. Second 
St., Pomona, Calif. Mr. Savage was for- 
merly with Hudson Jewelry Co. of Los An- 
geles, Calif., for nine years. 

q Beuno Wolfer, formerly in the retail 
jewelry business at 3947 Broadway, New 
York, has opened up a retail store at 5063 
W. Pico Blvd., Los Angeles, Calif. 

q Alfred Wendt, who has been in the re- 
til jewelry business in Fresno, Calif., for 
the past 27 years, has just moved into his 
new modern store at 2020 Fresno St., 
where he has twice the space he had 
at his former address, 1055 Fulton St. 


4 The Jewelers 24 Karat Club of Southern 
California can be justly proud over the 
success of its program to aid in rehabili- 
tating veterans hospitalized all over the 
country, particularly at the Birmingham 
Hospital at Van Nuys, Calif. The com- 
mittee, of which Harry Prezant is chair- 
man, includes Dick Gallien and Harry 
Sherwood. They have distributed hundreds 
of watch movements which were collected 
through the efforts of Aaron Thorne and 
his sales crew. Hundreds of letters have 
been received from veterans of the last war 
who are now apprenticed watchmakers ex- 
pressing their thanks for the help received 
through the efforts of the club. 

q The Pasco Jewelry Co. at Pasco, Wash., 
was granted articles of incorporation by 
the secretary of state at Olympia, Wash., 
early in September, showing a capitaliza- 
tion of $10,000 with Jack W. Harkness, 
Hugh O’Donnell and others of Bremerton 
as the incorporators. 

q.S. Christian of Copenhagen, Inc., one of 
Denmark’s oldest merchant craftsman 
firms, has opened a new store on Union 
Square in San Francisco, Calif. The firm 
bears the full Danish name of S. Christian 
Fogh, dating back to the reign of King 
Christian IV, 1588-1648. Its Frisco store 
will have a full line of imported sterling, 
gold and silver jewelry and watches. 





WATCHMASTER CHARLIE’ ADDRESSES MEETING 





Members of the Los Angeles Guild of the Horological Association of California are shown 
at a recent meeting of that group. Two very fine technical motion pictures in sound and 
color were presented to the members. The pictures, "The Lathe" and "Plain Turning," were 
shown through the courtesy of the South Bend Lathe Works. A spirited discussion of the 
motion pictures and their merits followed and all present agreed that they were one of 
the finest of their kind presented to the guild. Following the pictures, “WatchMaster 


Charlie" Purdom and Jack Ivers of the WatchMaster Organization were introduced to the 


members, Mr. Purdom delivered one of the finest inspirational talks ever heard on the 
program titled "How to Get the Most Out of Your Guild." 
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FREDERICK J. ESSIG & COMPANY 


Importers G Cutters 

Precious & Semi-Precious Stones 
— Established 1869 — 

7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 

Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 














24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 




















“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 





























STOP SILVER TARNISH 


@ne simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 30, Chicago 47 

















Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 











PLASTIC BEADS . . . for Every Purpose! 


TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 
TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 

















We SPECIALIZE... 


in special order poe Sad us your 
specifications. W,. a submit a design 
withoat obligation. 





SCHUMER BROTHERS CO. 


4 ; ( [ 
Wanupacturing ewe ers 


5 EAST THIRD STREET - CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinrets. Qhic 












DISTINCTIVE 





JEWELRY 
WATCHES 





THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 














Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES and 8&8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these ‘ines 
to your customers with confidence 


{ Zones 














q E. A. Oberrecht, who operates the Betty 
Kay store at 2727 Erie Ave., has opened 
another retail jewelry store in the new 
million dollar Roselawn Center Building 
at Reading and Section Roads. In the new 
store, Mr. Oberrecht has complete radio 
and television displays and service in the 


basement, with a fine line of jewelry at- . 


tractively displayed on the main floor. 
q Gus Kulmkein, a salesman for the D. 
Jacobs Co., wholesaler at 811 Race St., is 
expected to resume his activities soon. He 
has been confined to his home with a 
broken leg, which he suffered last April. 
Also on the recovery list is Julius D. Ja- 
cobs, Jr., a salesman with the firm, who 
has been ill with tonsillitis. 

q Business was not interrupted at the man- 
ufacturing plant of the Kaufman-Kassel 
Co., 434 Elm St., by a fire on October 8. 
The blaze was confined to a partition and 
a workbench, and loss was estimated at 
$200. The fire was of undetermined origin. 
q More than 350 persons, including em- 
ployees and their families and many cus- 
tomers enjoyed the 10th annual picnic 
staged September 19 by salesmen of the 
Keilson Co., wholesaler at 321 East Sev- 
enth St. The picnic. held at the Hartwell 
Country Club, was featured by a softball 
game between the company’s Cincinnati 
and Dayton branches, with the former win- 
ning by a score of 14 to 12. William Mon- 
ahan, assistant sales manager, was the win- 
ning pitcher, and Jack Mark was the 
leading home run hitter. 

q Mayo Loeb, proprietor of the Loeb Dis- 
tributing Co., 528 Walnut St., who was 
injured in an automobile accident in Geor- 
gia on September 7, was brought from a 
Columbus, Ga., hospital to the Jewish Hos- 
pital here, where he underwent another 
operation as a result of his injuries. He 
is now recovering satisfactorily and expects 
to resume his interrupted road trip early 
in November. 

qD. M. Stewart, Sr., who with Mrs. 
Marcy Seghers, operated a retail jewelry 
store for many years at Sixth and Main 
Sts., Little Rock, Ark., has retired and 
his interest in the business has been pur- 
chased by Mrs. Seghers. D. M. Stewart. 
Jr., has been named manager of the store. 
Carroll Seghers, proprietor of retail stores 
here and in Coral Gables, Fla., spent a 
week in Little Rock completing details of 
the transaction. 

q George H. Brown of the Gerwe-Brown 
Co., wholesalers in the Temple Bar Build- 
ing, spent several days in New York City 
on business early in October. 

q Miss Fanny Hartman, formerly a sales- 
lady with the Frank Herschede Co., is now 
working in the same capacity with George 
H. Newstedt and Co., retailer at 100 West 
Fourth St. 

q Morris Pollock. retailer of Zanesville, 
Ohio, spent three weeks here while his 
wife was recovering from a serious oper- 
ation at Jewish Hospital. His stay here 
was interrupted for five days when he had 
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to return to Zanesville in connection with 
the annual Community Chest campaign jn 
that city, of which he is the chairman 
this year. 

q Miss Eileen Kapson, for six years head 
of the billing department of Litwin anq 
Sons, Inc., manufacturers of 114 Wey 
Sixth St., is happily displaying a diamond 
engagement ring presented to her by May 
Bundman of this city. The wedding yil] 
be an event of early spring. 

q Five members of the Gerwe-Brown or. 
ganization traveled to South Bend, Ind., 
on October 2 to witness the Notre Dame. 
Purdue football game. They were: George 
Brown, Maury Gerwe, Emmet Fitzpatrick, 
Jack Gerwe and Jack Schmidt. The lat. 
ter three are salesmen for the concern. 

q Anthony Warndorf, manager of William 
F. Grassmuck Sons, Inc., retailers at 34 
East Fourth St., has returned from a buy- 
ing trip to New York City. While there, 
he looked in on the Cerdan-Zale prize fight. 
q Frank Garrett, retailer of 504 Broadway, 
district inspector of the Veterans of For. 
eign Wars, attended the fourth district 
meeting in Lebanon, Ohio, on October 3. 
qT. H. Gibson of Cleveland, district man- 
ager for Westmorland Sterling Silver was 
guest of honor at a victory dinner meeting 
on September 25 in Hotel Gibson, when 30 
members of the Kentucky-Indiana-Qhio 
Southern Area staff celebrated their ex- 
ceeding the area quota in the company’s 
recent National Booster Week. 

4 Maury Gerwe of the Gerwe-Brown Co. 
and C. Groff Sites, retailer of Clarksville, 
Tenn., enjoyed the fishing at Lake of the 
Woods, Canada, early in October. 

q Damage of $100 resulted when a care- 
lessly-thrown cigarette ignited an awning 
at the American Jewelry Store, 33 East 
Sixth St. The stock was not affected by 
the fire. 

4 The Cincinniti Guild of the Ohio Watch- 
makers’ Association held an open meet: 
ing on October 7, to which all watch- 
makers and apprentices in the city were 
invited to discuss activities for the winter 
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season. President Leo Koelker presided. 
On October 17, Mr. Koelker, who is chair- 
man of the executive board of the state 
association, and Fred Foegler, treasurer 
of both the local guild and the state group, 
attended a meeting of state association 
oficers at the Neil House in Columbus. 

q Carl Martin, president, and Austin A. 
Cole, sales manager of the B. David Co., 
manufacturers at 229 East Sixth St., re- 
ported good business at the Gift Show 
held recently in the Deshler-Wallick Hotel 
in Columbus, Ohio. 

q Bernard J. Satzger, watchmaker in the 
Bell Block, was general chairman for the 
Discovery Week program sponsored by the 
Isaac Jacques General Assembly, Fourth 
Degree, Knights of Columbus, in which all 
Knights of Columbus councils in the city 
cooperated. The week was climaxed with 
a dinner dance in Hotel Alms on Octo- 
ber 16. 

q The Coral Gables, Florida, store of Car- 
roll Seghers has withstood the several 
early autumn hurricanes without any dam- 
age, according to information received by 
Mr. Seghers, whose main retail store is 
at Fifth and Main Sts. here. 

q Boris Litwin, a partner in Litwin and 
Sons, Inc., manufacturers at 114 West 
Sixth St., who was confined to his home 
for a week with influenza, has returned 
to his office. 

q Miss Judith Torf, daughter of E. Torf, 
retailer at 3439 Reading Road, who is 
working as a “Pioneer in Zion” in Pales- 
tine, has written her parents that she was 
being married on October 17 to Dexter 
Strauss of Tuscon, Ariz., at Kfar Ata, 
Palestine, and that their honeymoon 
was to be spent in Tel Aviv. The news 
came as a complete surprise to Mr. and 


Mrs. Torf. 

q The B. David Co., manufacturers at 
229 East Sixth St., is expanding its sales 
force, having added Leo F. Feder for Ohio 
territory and George Radeline to cover 
Kentucky and West Virginia areas. 


q Ben Reckers, a partner in Feltman Jew- 


— élers, retailers at 534 Vine St., saw all of 


the World Series baseball games in both 
Boston and Cleveland, and so did Edward 
Jacobs of Jacobs Jewelers, retailers at 44 


East Fifth St. 


q Paul Parker, a recent graduate of the 
University of Cincinnati, and now in the 
diamond department of Litwin and Sons, 
Inc., has returned from his honeymoon. He 
is a grandson of Akin Litwin, president 
of the jewelry manufacturing concern. 

q The Victor Corporation, wholesaler in 
the Enquirer Building, has set up a new 
shop on the premises for diamond setting, 
and has employed Miss Phylis Steward, an 
honor graduate of Ohio Wesleyan Univer- 
sity, as secretary-receptionist. Victor You- 
kilis, president, and Victor Kaufman, sales 
manager, of the concern, have returned 
from business trips in the south. 

qH. Jerome Bihl of Bihl Brothers, re- 
tailers at 123 East Eighth St., Newport, Ky., 
enjoyed two weeks of fishing at Key West, 
Fla., the middle of October. 

q The B. David Co., manufacturers at 229 
East Sixth St., are promoting a number 
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of their products by means of a postcard 
campaign among retailers in the south and 
midwest. 


q Clifford Bennett, salesman with the 
Frank Herschede Co., retailer at 8 West 
Fourth St., spent a September vacaiion 
in Atlantic City, N. J. 

q Irving Wiesen of Wiesen-Hart, 2211 May 
St., has returned from a business trip to 
Detroit and northern Ohio cities. 

q W. Shapiro of the Keilson Co., whole- 
salers at 321 East Seventh St., reports that 
the recent Gift Show in the Biltmore Ho- 
tel, Dayton, Ohio, was a success. John 
Mote and Gregg Wellinghoff represented 
the company at the show. 

q Miss Jane Kampf of the Kampf Jewelry 
Co., retailer at 617 Vine St., attended a 
meeting of the directors of the Ohio Re- 
tail Jewelers Association in Cleveland on 
October 10. 

q The Madison Place Jewelry Store at 
6758% Bramble Ave. is now sending fresh 
flowers in ornamental containers to the 
neighborhood mothers of newly-born babies. 
4 J. B. Goodman Manufacturing Co., 205 
West Fourth St., has returned from a suc- 
cessful business trip in the south and 
middle west. 

4 John Scira of Scira Brothers, manufac- 
turers of 530 Walnut St., made a business 
trip through the south the latter part of 
October. 

4 Miss Helen Fern Spitz, bookkeeper for 
Brooks Jewelers, retailers of 506 Vine St., 
was married to Leo Schiller on September 
12 in Hotel Alms. 

q Harry Waxman of Waxman, Inc., man- 
ufacturer at 561 Reading Road, has re- 
turned from a business trip to New York 
City. 

q Mrs. Edward H. Alich, whose husband 
operates a retail store at 3000 Harrison 
Ave., has returned to their home after 
receiving treatment from a specialist for 
a heart ailment. 

q Miss Beverly Silverman, formerly of the 
Victor Corporation, is now affiliated with 
Alvin’s Jewelry, retailer at 3049 Madison 
Road. 

q Mrs. E. J. Eckerly, whose husband 
operated a retail store at 6104 Vine St., 
Elmwood, visited in St. Louis the first 
week in October. 

q Carl Lesser proprietor of a retail store 
at 4144 Hamilton Ave., recently won first 
award for store lighting at the Interna- 
tional Lighting Exposition. 

q Alvin Youkilis, proprietor of Alvin's 
Jewelry at 3049 Madison Road, has moved 
into a fine new home. 

q Robert Wermes of the Klein Brothers 
Co., wholesalers in the Enquirer Building, 
is on a business trip in West Virginia and 
Virginia. 

q Dave Sharp, retailer at 3221 Madison 
Road, has opened a department for small 
appliances and has added the Gruen line 
of watches. 

q William L. Garrett, salesman for the 
Harry Greenwold Co., wholesalers at 18 
West 7th St., who is now on a southern 
trip, took a few days off late in October 
to do some deep sea fishing in the Gulf 
of Mexico off the Mississippi Coast. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 

















“New Look" 


For Your Customers Jewelry—after 
we have Repaired it. 
RINGS OUR SPECIALTY 
* NEW BEZELS & SHANKS 
* SIZINGS 


* STONES & DIAMONDS SET 
* RINGS POLISHED LIKE NEW 


Fine Repairs for Less—48 Hour Shop Service 


Co Aeisiad ewe = 


1947 BROADWAY, N. Y. 23, N. Y. ° 

















SPECIAL ORDER WORK 


Platinum cases to fit all sizes 
of ladies’ movements 


Rings, Bracelets & Watch Attachments 
Whitehall 3-8153 


MONTMARTE JEWELRY CO. 
35 MAIDEN LANE NEW YORK CITY 

















ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for - 


20 years 
6956 North Ashland Ave., Chicago 26 














TAKE TOPFLIGHT 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 
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PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOO 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 

















. importers of 
.7 ENGLISH CHINA 


and 


EARTHENWARE 





Stoek and Import 
FONDEVILLE & €O., INC. 
149 Fifth Ave New York 10, N. Y. 


AL. 4-0104 

















ROYAL DOULTON 


Engliak Bone China and Earthenware 


DOULTON and CO., Ine. 
we. &. San ll 
ei2 Fifth Ave. 


New VYerk, N. Y. 





316 








Sete Sareea * oh ta IE rs 


| 


{ 








L. H. Albert of Cincinnati, 
Well Known Wholesaler, Dies 


Louis H. Albert, vice president and 
treasurer of the Albert and Seifert Co., 
jewelry wholesalers at 18 West Seventh St., 
Cincinnati, Ohio, died October 7 in Hotel 
Alms. He would have been 89 years of age 
on November 13. 

Mr. Albert, a kindly and highly re- 
spected gentleman of the “old school,” was 
one of the most widely known and beloved 
jewelry wholesalers in this country. At the 
time of his death, he was the dean among 
the wholesalers in this city. 

A native of Cincinnati, Mr. Albert be- 
came a salesman for the former Duhme 
Jewelry Co., wholesalers and retailers at 
Fourth and Walnut Sts., in 1880. Later he 
became a salesman for the former whole- 
salers, Ludwig Nolting and Co., and con- 
tinued with the concern after its name 
was changed some years later to the pres- 
ent Oskamp Nolting Co. 


LOUIS H. ALBERT 


‘ a : 
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With his brother, Edward, Mr. Albert 
founded the wholesale firm of Albert 
Brothers in 1891 and, when Edward Albert 
died in 1923, the company assumed its 
present name. 

Mr. Albert was active in the business 
until a year ago, when he suffered a hip 
fracture, which confined him to his bed 
for several months. But even under this 
handicap, he continued his interest in the 
affairs of the company. 

He was one of the organizers and a life 
member of the Cincinnati Wholesale 
Jewelers’ and Manufacturers’ Association, 
a 50-year member of the United Commer- 
cial Travelers, and for many years was 
active in local civic affairs. 

His son, Richard Albert, who had been 
secretary-treasurer of the company for 
many years, died in 1944, and the only 
survivors are a nephew, Clifford E. Albert, 
of Napa, Calif., and his daughter-in-law, 
Mrs. Richard Albert, of this city. Mr. 
Albert’s wife died in 1939. 

Robert J. Seifert, who had been associ- 
ated with Mr. Albert since 1906 and who 
has been president of the firm since 1944, 
announced that the business is being con- 
tinued. with his son, Raymond G. Seifert, 
becoming secretary of the company. 








M. Schwab & Co., Wholesalers, 
Purchased by Three Partners 


The stock, fixtures and name of M. 
Schwab and Co., wholesaler, at 413 Race 
St., Cincinnati, Ohio, have been purchased 
bv Samuel Silverman, Doris Silverman and 
Melvin J. Hesse, who will continue the 


business as a partnership under the name 
of M. Schwab Jewelry Co. The concern 
was organized in 1907 and has been 
prominent in the wholesale jewelry bygj. 
ness for many years. 

Mr. Silverman is president of the S. 
Silverman Co., Inc., and Doris Silverman 
is vice president of the firm, which has 
been in the wholesale jewelry business in 
Cincinnati since 1933. The firm’s address 
is 113 West Fourth St. 

Mr. Hesse has been a jewelry salesman 
for 30 years, having been employed by 
the Wallenstein Mayer Co., wholesalers 
from 1919 to 1930, and by the Harry 
Greenwold Co., wholesalers, from 1930 to 
1947. 

Mr. Silverman said that the two cop. 
cerns which he now heads will continue 
to be conducted as separate units at their 
present addresses, and that the sales forces 
of both businesses will be expanded as 
rapidly as additional experienced salesmen 
can be secured. 


A RECENT IMPROVEMENT 





The new incastar roller stud construc: 
tion, adopted after years of exhaustive tests 
in the Angelus laboratory at Le Locle, 
Switzerland, is an important feature of 
the new Angelus chronograph. The new 
Angelus watch has done away with the 
old time regulator, regulating pins, and 
Breguet overcoil, yet it times better than 
most old Breguet watches without incastar. 

The new roller stud affects the hair- 
spring directly, it was stated, and one- 
quarter turn of the star changes the tim 
ing of the watch exactly ten seconds a 
day. This new construction now enables 
the watchmaker servicing the watch to 
time it to its original Angelus factory pre- 
cision in five positions on a timing machine 
in less time than he would spend adjust: 
ing an ordinary watch in one position. 

New watches fitted with incastar roller 
studs have already won over 2,000 awards 
for exceptionally good time-keeping results 
in the Official Swiss Time-Keeping Control. 





Opens New Jewelery Store 


Oscar Luginbuhl of Hoopeston, IIL, has 
opened a new jewelry store at Rossville, 
Ill. It will be managed by Dale Belt. 

















SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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ArrHurR J. Bissinc, 54, manager and SAMUEL KarFKa, one of the best known CORPORATION 
buyer of the jewelry department of Roshek diamond salesmen in the country, died Sep- 44-60 E. Ee ee sae 10, N. Y. 
Bros. Co., Inc., Dubuque, Ia., died in that tember 18th in his home in Queens, N. Y. CHINA e GLASS ¢ TABLEWARE 
city October Sth. He owned a jewelry store He was head of the sales staff of Baumgold EARTHENWARE e GIFT and ARTWARES 
in Des Moines for 20 years, before going Brothers, New York diamond cutters, and Domestic and Foreign 
to Dubuque in 1932. He is survived by his had been with the firm 25 years. - ; 
widow and two daughters. EpwarD Kupper, 62, who formerly op- , oe : 
E. Paut Bocte, of Bogle Brothers, whole- erated a jewelry store on North Teutonia THEODORE HAVILAND 5 
sale jewelers of White River Junction, Vt., Ave., Milwaukee, Wisc., died on September | ¢ H 4 N A ' 
died September 18th. 24th. He is survived by his widow and two ; 
Rosert H. Bootu, 74, formerly con- daughters. 3 ; 
nected with J. F. Sturdy’s Sons Co., Attle- Davin P. Pau, 80, founder of one of the | Theodore Raviland 
boro Falls, Mass., died September 21st. Mr. largest jewelry firms in Norfolk, Va., died Pirw Derk | 
Booth was a_ well-known figure in the October 13th. A native of Lone Pine, Pa., | MADE IN AMERICA 
Maiden Lane District of New York. He is Mr. Paul came to Norfolk from Washing- ) 
survived by his widow. ton, Pa., in 1892. He opened a jewelry i THEODORE HAVILAND. & CO. ) 
Grorce J. CHAPMAN, a Seattle jeweler store on Granby St., and, as the business INCORPORATED ; 
for 25 years and owner of the Seattle grew, moved into larger quarters. In 1905 26 West 23rd Street 
Watch Clinic, died October 2nd after a he went into partnership with F. H. Gale } New York 10, N. ¥. | 
; . : _ pron . . 4 Merchandise Mart Room 302 Brack Shops 
long illness. Born in Scotland, he came to and C. F. Greenwood, forming Paul-Gale- | § Chicago 54, Ill. los Angeles, Calif. § 
the United States and Tacoma, Wash., Greenwood, which eventually became one | ¢ecemoemcemcem —_ = on vem am! 
while a young man. He operated a jewelry of the largest retail jewelry concerns in 
store in Tacoma before moving to Seattle the South. In 1928, as the only survivor of 
in 1923. the partnership, Paul changed the com- SERVICE PLATES ’ DINNERWARE 
Patrick J. Girt, Boston silversmith for pany’s name to D. P. Paul Co. He remained Famous for all-over 


42 years, died on October 10th at Choate as head of the firm until a heart condition “SATIN GOLD’ CHINAWARE 


Memorial Hospital of a tropical disease forced his retirement. 


























of the ear, which he suffered while with W. Irnvinc Royce, 71, president of the ATLAS CHINA CO... Ine. 
the pilgrimage to Rome of 600 Bostonians David C. Dodd Co., manufacturing jewelers 27 West 20th St.(Since 1918) New York 11, N.Y. 
under the leadership of Archbishop Cusing at 51 Lawrence St., Newark, N. J., died 
in August. A native of Ireland, Mr. Gill September 28th. He had been president of 
lived most of his adult life in Woburn, the jewelry company for more than 30 | FINLAND CERAMICS and GLASS CORPORATION 
Mass., and was active head of the firm years. eS BI ; 
of P. J. Gill & Sons, Washington Building. W. P. RusseELtLt, owner of the Russell 
He designed and executed many of the Jewelry Co., Jacksonville, Fla., died in a rk 
silver vessels used by the clergy of Boston. local hospital October 12th following a ““su0mi 

CuHartes H. INGERSOLL, 82, co-founder of brief illness. Surviving are his widow, a — 
the dollar watch firm which turned out son and a daughter. 225 = We ANEW YORK 
70,000,000 timepieces, died from injuries Grorce W. ScHutze, of Greenwood, R. L, 
on September 2]st after he was hit by an died unexpectedly September 21st. He had 
automobile in West Orange, N. J. Mr. been employed for 30 years by the George LEVY BROS. CHINA CO., ine. 
Ingersoll and his brother, Robert, produced H. Cahoone Co., Providence jewelry firm, | EST. 1868 NEW YORK 
their first dollar watch in 1892. The watch retiring in 1943. Survivors include a daugh- Gifts . .. Dinnerware . .. Service Plates 
idea was gleaned from a broken alarm ter and a brother. ALL-OVER DESIGNS IN 22K GOLD 
clock which the brothers reassembled. The Epwarp J. SHADBOLT, a costume jewelry Otten cnt Geen Secon 
watch firm bore the name R. H. Ingersoll manufacturer in Providence for the past 79 Fifth Avenue 225 Fifth Avenue 
& Bro., with manufacturing plants in Tren- several years, died September 17th in a 








ton and in Waterbury, Conn. Unsuccessful | Providence hospital after a short illness. He 


investments forced the firm into involuntary | js survived by his widow and two daugh- DECORATIVE 
bankruptcy in 1921 and assets were sold | ters. AN 
the next year to the Waterbury Clock Co. ALBERT ULLMANN, 87, a leading author- ACCESSORIES 








for $1,150,000. In 1914 Mr. Ingersoll served ity on the history of New York City, died FURNITURE 
as president of the National Jewelers Board October 8th. In 1881, Mr. Ullmann went to GIFT AND ART 
of Trade. He is survived by four daughters. work for Albert Lorsch & Co., a Maiden piled omninctpapelbattage ES 

Junius Kapisu, 64, jeweler, of Tampa, Lane jewelry importing firm in New York. Merchandise Mart, Chicago NOVELT! 
Fla., died August 17th. Surviving are his In 1884 he founded The Manufacturing 





widow and a daughter. | 


Jeweler, a monthly trade publication, in 


Providence. One of the first articles he CASTLETON 
/Q wrote for the magazine was a three-part = , . 
Bou Rs Re O O T be S history of Maiden Lane. Shortly thereafter Distinguished 4 \. American China 
Ni iS 






























= / he sold the magazine and returned to New 
= Fine English Tableware} York where, with the late Alonzo Roths- 
child, he founded another trade publica- CASTLETON CHINA INCORPORATED 
MIDHURST IMPORTING CORP. tion, The Jewelers Weekly. He later aban- L. E. Hellmann, President 
15 EAST 26th STREET NEW YORK) doned the trade paper to join a stock brok- 212 FIFTH AVENUE NEW YORK 10 
aeitcentonenineeiennee= erage firm, where he became a senior part- 
ner. He retired in 1938, but kept a room 7 
in the firm’s office, which he visited almost ENRIGHT-LeCARBOULEC, ING. 
ENGLISH daily. Mr. Ullmann was the author of 
“Maiden Lane, the Story of a Single CRYSTAL from — ME 
Wis 0 BONE CHINA < » oH par df STEMWARE, BOWLS, VASES, PERFU 
treet. e was a founder and tor many BOTTLES and SMOKING ACCESSORIES 
FISHER BRUCE&Z CO. years the historian of the Maiden Lane 160 Fifth mae New York 10, NY 
’ * Society. A widower, he is survived by a — ang 
Phila.: 221 Market St. © New York: 1107 Broadway pone — i ne pstmt tire rvshston ction rhe 
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Vibrating A Hairspring 


Seventh in a series of articles explaining, in detail. 


the operation in whieh a hairspring is fitted to a balanee so 


that it oseillates a required number of times an hour. 


This installment considers use of vibrating head. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


ROFESSIONAL hairspring vibrators use a vibrat- 

ing head with adjustable tweezers. This is illustrated 

in Figure 41. The subject balance and hairspring are 

suspended from the tweezer until the lower balance pivot 
rests on the vibrator platform. 

The platform upon which the pivot is made to rest is 


Photo by Charles Thomas, Union City, N. J. 


Fig. 41. A vibrating tool, with master 
balance, used by professional vibrators. 


composed of a disc of transparent glass. Under the glass 
and set into the platform is a precision timed master 
balance and hairspring. 

The suspended balance is adjusted so that its pivot is 


018 


(Drawings by the author ) 


Photo by Charles Thomas, Umon City, N. J. 


Fig. 42. How sample balance is sus- 
pended over glass-enclosed master balance. 


directly over the center of master balance and the arm 
of the balance under test is directly over and parallel to 
that of the master balance, as shown in Figure 42. Both 
balances are then shaken into motion by lateral move- 
ment of the platform and both balances are observed to 
see whether the tested balance gains, loses or is in unisol 
with the master balance. 

To the beginner, it is difficult to determine whether the 
balance is faster or slower than the master balance. With 
some practice, the eye will learn to make this distinction. 
An aid in this direction is to put both balances in weak 
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(uiding the “1948 Watch Parade” 








N THE sale of watches, customer- 
satisfaction is the basis of busi- 
ness progress. 


Good time-pieces, if not accurately 
rated, invite costly call-backs and 
attendant ill-will of the purchaser. 
Well-rated watches draw praise for 
the jeweler, promote more sales 
from friends of happy owners. 


And there is no faster, surer way 
than to pre-test watches on a— 


/ 


American Time Products. Ine. 


580 FIFTH AVENUTE NE W (me . | See, a y . 


Distributors of Western-Electric Watch-rate Recorders 
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motion. It is then more easily observed. If difficulty is 
still encountered in deciding whether the balance is 
slower or faster, observe the balance and you will notice 
that while both balances start off together and in step. 
this unison will soon be altered. One balance will con- 
tinue to vibrate and the other will be seen to change 
until the arms are oscillating against one another. A little 
further on they will catch up to one another and again 
be in step. With a timepiece with a seconds hand. time 




















Fig. 43. A balance scaffold and adjus- 


table tweezer. Inset shows tweezer opened. 


this interval from the first vibrations when both are 
started in unison until they part and finally come together 
again. Make a note of the time it takes for the completion 
of this cycle. Shorten the hairspring and re-time this 
period. If the time period is shorter, then it is an indica- 
tion that the shortening of the spring is aggravating the 
condition and it is a sign that the subject spring is too 
short. 

On the other hand, if the interval becomes longer, it is 
an indication that you are proceeding in the correct 
direction and that the spring was slow (too long). 

This process is continued cautiously until both balances 
keep in time for a considerable length of time or until 
both balances stop. Should the subject balance closely 
approach unison and the next changing of hairspring 
length produce a shorter period between the unison and 
out of step duration, it is apparent that the spring’s length 
was over-compensated. 

When both balances seem coordinated and remain so 
until they stop, the hairspring’s length may be assumed 
correct. The spot where the vibrating tweezer holds the 
spring becomes the point where it must lie between the 
regulator pins. Extra hairspring length must be added to 
this point so that it may be studded. 

For the watchmaker at the bench who chooses to 
vibrate hairsprings without elaborate equipment, there 
are a few good practical and simple methods which give 
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accurate results. These methods depend on comparison to 
a reliable balance, “counting” the vibrations of the sub. 
ject and utilizing the simple laws of harmonic motion 
with another pre-timed balance in a going watch. 

The basic idea of comparing the subject balance with 
a pre-timed balance is very much the same as described 
previously and used by professional vibrators. However 
the “master” balance may be just an old 18s wale 
stripped of all parts but the balance and bridge, or some 
similar simple device. 

“Counting” is simply counting the vibrations of the 
subject balance for a given time. 

The idea of using the laws of harmonic motion of the 
subject balance with a master balance is comparatively 
new and will also be described in detail. ; 

(An old 16 or 18s movement, stripped down so that 
only the lower plate, balance and bridge remain, makes 
a good model with which to match the newly sprung 
balance. Of course, the watch should be timed and regu- 
lated to very close limits before it is dismantled in order 
for the balance to serve such a precise purpose. ) 

To use the comparison method, the subject balance’s 
hairspring may be held in a regular bench tweezer or it 
may be suspended from a tweezer set into an adjustable 
platform or scaffold as shown in Figure 43. When the 
spring is held in the tweezer, the balance is brought 
directly over the master pre-timed balance so that the 
arms of both balances are directly over one another. 
Both balances are then twisted into motion at the same 
time and the subject balance is observed to see how long 
it will keep in unison with the lower balance. 

If doubt exists whether the subject balance is slow or 
fast, time the interval between the start of both balances 







Fig. 44. By enmeshing the screws of 
suspended balance with screws of the 
master balance and turning one with 
finger, -they will start together. \ 





and the time that it gets out of and into step again. Then 
shorten the spring and time the cycle once again. AS 
previously described in the paragraphs on the vibrating 


machine, if the second cycle is of a longer duration, it is 
(Please turn to page 324) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








) 


i A) 


\9 
) 


+ 





The Biggest Christmas Clock Promotion Ever. . . 


featuring the full line of Telechron electric 
clocks . . . designed to make them move across 
your counters FAST. These bright, beautiful, 
full color advertisements are appearing in the 
country’s leading magazines, with an 

audience of 53,000,000 readers, your customers 
included. Tie-in for profits by featuring 
Telechron clocks on your counters and in your 
windows. Watch foi the Telechron advertise- 
ments as they appear... . Double spread in Life 
.. . December 6. Full page bleed in The 
Saturday Evening Post ... December 11. Full 
page bleed in Ladies’ Home Journal . . . 
December. Get in touch with your distributor 
and make sure you have plenty of Telechron 
clocks on hand. Telechron Inc., Ashland, Mass. 
A General Electric Affiliate. 








il 


@ Telechron ... the first and favorite electric clock... provides right time for every room. EiLigER Tat CLEC ee 


Smart styles in alarms, occasional, kitchen clocks, and awakening devices make profits for you. 
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OLDERING CRACKED ARM—In an Elgin Veritas 
watch, in staking in a new balance staff, I cracked 
the arm at one side of the hole. Can this be soldered so 


a staff will hold? (Question No. 6084) N.F.W. 


Answer—tThere is no way of making a good job of 
a repair such as is called for here. If soldered with hard 
solder, the necessary heat would soften the arm, and 
possibly even spoil the rim. Any of the easy-flowing or 
low-heat solders, like bismuth solders, would not hold 
the edges of the crack together. So the only thing to do 
is to replace the balance with a new one. 


ATCH HANDS AWRY—I have a watch in which 
the hands do not run right with each other. I want 
to check the numbers of teeth. Haven’t done this for so 
long that I do not remember the table. If I recall it, this 
is 3 to 1 and 4 to 1 for wheels and pinions. Please put 


me straight. (Question No. 6085) A.A.N. 


Answer—tThe dial-train will be correct when the 
number of teeth in hour and minute wheels, multiplied 
together, will be twelve times the number of the pinion 
leaves (cannon and minute pinions) multiplied together. 
The way you suggest “3 to 1 and 4 to 1,” is correct. 
Multiplied out, this will be a ratio of 12 to 1, producing 
a proportion of 12 turns of cannon pinion (hence of the 
minute hand) to 1 turn of the hour-wheel and the hour 


hand. 


ILING ESCAPE WHEELS—What method do you 
advise for the oiling of escape-wheel and pallets in 
lever escapement? (Question No. 6086) T.L.F. 


Answer—Hold the oiler-tip with a drop of oil near 
the escape-wheel as the wheel turns, and touch the oil to 
about every third tooth as they pass. This will distribute 
to the other teeth and the pallet stones, in the right pro- 
portion of oil. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I~? 





— ENAMEL—My lathe is old and the original 
nickel plating is mostly destroyed by rust and wear. 
During the war, lathes were sold with a finish like enamel, 
with a fine-looking slightly rough effect, like some kinds 
of leather. Could I obtain anything that I could simply 
paint on the lathe, that would give it this finish? (Ques- 
tion No. 6087) W.C.R. 


Answer—tThe finish referred to is produced with a 
special enamel, and we believe you could obtain it, and 
instructions for applying it, from E. I. du Pont de 
Nemours Co., Wilmington, Delaware. In writing about 
it, we suggest addressing your letter to DuPont, Attention 
of Mr. W. F. Donohue, Sup’t of Fabrics and Finishes 


Department. 


RAGGING BALANCE—I have an Omega Swiss 
watch, 12 size, good grade, in which the pivots are 
perfect, straight and true, but when I spin the balance, 
without escapement or hairspring, it does not run free 
and it stops too soon. What might be wrong? (Question 


No. 6088) L.S.M. 


Answer—Things we suggest looking for are: (1) 
pivot too short so that the end does not touch the cap- 
jewel; (2) a jewel set not upright so that the pivot binds 
in the “tilted” hole; (3) cap jewel with its face tilted, 
which would force the side of a pivot against one side of 
the jewel hole; (4) roughness (no polish) in a jewel hole: 
(5) the watch being magnetized. 


OISTURE ON CRYSTALS—I want to do something 

to prevent drops of water forming on crystals of 
waterproof watches, inside, and on dials and hands. How 
does this get into a case that is supposed to be absolutely 


tight? (Question No. 6089) M.F.T. 


Answer—The visible moisture referred to is caused 
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by condensation of moisture in the air that is “trapped” 
inside the case, even in the type of watch cases called 
“waterproof,” “water-resistant,” or any other term with 
similar significance. Practically all air contains some 
moisture in it, and this is in the spaces in a watch case 
when the case is closed. When the temperature outside 
cools, the crystal cools first and moisture is condensed on 
its inside and appears as fog or droplets visible on the 
inside of the glass. Usually, and fortunately, this takes up 
all the free moisture, so that it does not form on the steel 
parts of the movement, nor on the dial and hands, there- 
fore it does no harm. About the only thing that can be 
done to minimize this effect is to close the case when there 
is the least possible amount of moisture in the air. In 
some climates, of course, this is hard to do. Some watch- 
makers warm the watch before closing the case. We have 
not seen any data that would prove the efficacy of this 
practice, and cannot say how effective it might be. 


HIO WATCH—I have an old Ohio watch, No. 5415. 
When was this watch made, and by what company? 
(Question No. 6090) R.L.S. 

Answer—Although we could inform you more defi- 
nitely if given a fuller description of the watch, we may 
be right in saying that it is a Swiss-made watch, imported 
for the American market by Gruen & Savage, between 
about 1880 and 1882. In the latter year, this firm helped 
organize the Columbus Watch Co., of Columbus, Ohio, 
which in 1903 was purchased by the South Bend Watch 
Co. of South Bend, Indiana. Some of the later Gruen & 
Savage imported watches bore the inscription “Ohio,” 
and “Columbus Watch Co.” on the dial, and “Columbus 
Watch Co., Gruen’s Patent” on the movement. If your 
watch is so inscribed, then the original date we have sug- 
gested would stand verified. 





Vibrating a Hairspring 
(from page 320) 


an indication that you are proceeding in the correct 
direction and that the spring was too long. If the interval 
is quickened instead, the reverse is true and the spring 
must be grasped with the tweezer at a point nearer 
its end. 

For some beginners in this division of watch repairing, 
the job of getting both balances to start together is some- 
times a bit difficult. To overcome this, the balance under 
test is placed beside the master so that the screws of one 
balance enmesh with the screws of the other and fit 
similar to engaged cog teeth. Of course the arms of each 
balance are made to appear as a straight line as shown in 
Figure 44. In this manner if one balance is moved, it 
will motivate the other and both will be put into simul- 
taneous motion. To do this, the index finger of one free 
hand slowly twists the master balance, which, having its 
screws enmeshed with the screws of the subject balance. 
will in turn rotate it as well. When the finger has moved 
the master balance about a 34 turn, the finger is suddenly 
removed, releasing the master balance. At the very same 
moment that this is done, the other hand moves the sub- 
ject balance sufficiently aside to have its screws clear 
those of the master balance. Both balances will therefore 
start off alike. 


O24 


As they swing back and forth, the arms of both wheels 
will seem to part and come together again. Thus the 
length of time this action remains in unison is observed 
and the spring’s length adjusted accordingly. Of courge 
when the subject balance is moved slightly aside, a 
smooth surface such as a flat watch glass is provided for 
its lower pivot. The balance should be suspended so that 
its lower pivot barely rests on the surface chosen. 

(To be continued) 





“Model” Portraits Heighten Window Interes+ 


“New faces” are paying excellent dividends in the 
display windows of Rogers Jewelry Company, Reno, 
Nev., since the management hit upon the idea of diyid. 
ing the window into 12 small sections, each of which js 
sparked with color portraits of smartly-gzowned Ney 
York models, once a week. 

As shown, upper paneling around the back of the win. 
dow is divided into 12 sections, each with a beveled. 





corner panel board, devoted to a separate subject. One 
panel is devoted to rings, another to costume jewelry, 
a third to credit information, a fourth to necklaces, a 
fifth to cigarette cases, etc. In each of these panels, the 
color portraits of smartly groomed models are cut out, 
pasted on thin plywood, and sawed out in silhouette 
fashion, to appear in bust form on the right of each 
section. By changing them frequently. an added touch 
of color is presented in the window. Whenever possible, 
the model is represented utilizing whatever jewelry the 
panel features. Many passersby have come to comment 
upon the idea, according to the store management. 





Gifts Build Listener Audience 


To induce local radio listeners to hear its daily pro- 
gram, Danis Jewelry, New Bedford, Mass., offers a 3- 
point plan of gifts and merchandise discounts: 

1. The first 100 customers entering the store on Friday 
and Saturday mornings, receive a beautiful gift, such as 
recently a small boudoir perfume lamp. 

2. Any person who, on the day following a program, 
names the title of a “mystery recording” receives a 10 
per cent discount on any purchase made. 

3. Any bride-to-be receiving a diamond ring from 
Danis will be given airplane luggage valued at $50. 
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How to help your customers 





Remember—there are three Big 
Bens. They cover the needs oi 
every type of sleeper. 
that your sales people are familiar 
with the features of each of the 
three Big Bens. ‘They’ll do a bet- 


BIG BEN LOUD ALARM has a tick 
you can hear. And he wakes the 
heaviest sleeper with his “‘fire alarm”’ 
call that rings intermittently. Hand- 
some black case. Big easy-to-read 
numerals. He retails for $4.75. With 


luminous dial a dollar more. 


select the BIG BEN 
best suited to their needs 


ter selling job, and vour custom- 


c 


Be sure 


BIG BEN ELECTRIC ALARM has an 
exclusive gong alarm, adjustable to 
loud or soft. Beautifully designed. 
Rich brown case, gold color trim. 
His sturdy electric motor is long lived 
Retails at $8.95. With 


luminous dial a dollar more. 


and silent. 








ers will be better satisfied. See 
details of each clock below. 

Suggestion: Place this magazine, 
opened to this advertisement, in a 
prominent place in your clock dept. 





BIG BEN CHIME ALARM has a 
quiet tick. He is the first polite alarm 
clock in history. ‘“‘First he whispers, 
then he shouts’’.* His first call is a 
gentle whisper. Then if you don’t 
wake up, he shouts! Retail, $5.75. 
With luminous dial a dollar more. 


Prices quoted do not include tax and are subject to change. * Trade Mark Reg. U.S. Pat. Off. 
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Gifford Made Swank 
General Sales Manager 


Swank, Inc., manufacturers of men’s 
jewelry, leather and other accessories, ap- 
pointed Chester Gifford as general sales 
manager. 





Mr. Gifford came to Swank several weeks 
ago as assistant to Maurice L. Heller, vice- 
president in charge of sales, located at 
404. Fifth Ave., New York. 

Mr. Gifford was previously Eastern sales 
manager for Schick, Incorporated, of 
Stamford, Conn., a position he held since 
February 1940, except for two years with 
the U. S. Army Signal Corps. 


international Revives 
Pre-War "Joan of Arc" Pattern 


A prewar popular sterling pattern, “Joan 
of Arc,” has been revived by the Interna- 
tional Silver Co. It was discontinued during 
the war. 

The pattern features the subtle French- 
inspired curves and contours. The delicate 
shell-like ornament is executed with a 
modern, romantic sweep which appeals to 
the young women of today. 

An extensive national advertising cam- 
paign supports the pattern’s return, with a 
full four-color page in the October 17 issue 
of Life Magazine. The two NBC network 
programs of “The Adventures of Ozzie and 
Harriet” on October 17 and 24 also were 
devoted to “Joan of Arc”. 


Speidel Has Big 
Fall Campaign 


The appearance of the full-page, four- 
color Speidel ad in Life in September 
marked the opening of a fall campaign 
that makes Speidel watch bands one of the 
most widely advertised bands in the world, 
according to the firm. The Speidel band 
currently being featured is the “Golden 
Chord.” A _ four-color, full-page ad for 
“Golden Templar” was in Life, Oct. 18, 
and a two-page color spread on the entire 
Speidel Christmas line will appear on 
Dec. 13. 

“Golden Chord” and “Fiesta,” Speidel’s 
bands for women, have the new exclusive 
Fashion-Change ends which enable a 
woman to quickly change the band on her 
watch, providing the choice of daytime or 
nighttime glamour for her watch at a 
moment’s notice. 

In addition to national advertising, the 
Speidel Corp., of Providence, R. L., is 
sponsoring the much publicized “Stop the 
Music” program heard over 158 stations. 
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| A.S.R. Fall Campaign 


On New Lighters 


The American Safety Razor Corporation 
has announced its fall advertising cam- 
paign which will include six successive 
color ads in Life starting with October 4. 
In addition, a full-page in Vogue and a 
half in Esquire are scheduled for the holi- 
day gift issue in December. 

The slogan, “The Lighter That Lights” 
will be used in all advertisements. Last 
year only two rhodium-plated _ lighter 
models were featured. This year’s A.S.R. 
line is complete, including a new table 
model, “The Classic.” 

Other popular pocket types are in sterling 
silver, a karat gold model styled by 
Cartier; and others in red cobra, morocco 
and alligator leathers, mother-of-pearl, 
enamels and gold-plated. The A.S.R. lighter 
line now ranges in price from $7.50 to 
$2,500 for a 2l-diamond studded model 
with a band of Oriental sapphires, set in 
platinum and styled by Cartier, the most 
luxurious lighter ever offered. 

An extensive newspaper cooperative ad- 
vertising campaign in connection with 
jewelers is planned in every large city in 
the nation, along with an extensive mer- 
chandising plan for the entire jewelry 
trade. Included are highly styled display 
cards, counter cases, charge account mail- 
ing pieces, radio spot continuities and 
newspaper mats. 


Plans for New Gruen 
Plant Announced 


An all glass, sealed, climate controlled 
factory, said to be the first of its kind in 
the world, is planned at Time Hill, Cin- 
cinnati, O., by the Gruen Watch Co., it 
was announced by Benjamin S. Katz, presi- 
dent, before his leaving for Europe late in 
September. 






a 
fr Ra! ~ oY 

EO Crd 4b Pe I : 

. > Sa . = —_——— roe), = eda oe 

the ’ = —— an Re ces 

—~ : . =. 






The design is a radical departure from 
conventional architecture in that outer 
walls will be constructed of sheet glass 
and in that the building is sealed. 

Master plans provide for an eventual 
330,000 square feet of floor space. Plans 
are now being completed and bids being 
taken for construction. 

Space is provided for a horological divi- 
sion, a movement division, a case manu- 
facturing plant, and executive offices as 
well as cafeteria and recreation facilities 
for employees. The Cincinnati movement 
division will simply supplement movement 
production at Gruen’s large, wholly owned 
subsidiary in Bienne, Switzerland. 


Milton Cross 
Gemex Recordings 


Milton Cross, famous announcer for the 
Metropolitan Opera broadcasts and other 
well-known radio programs, is featured on 
the new recorded spot announcements of- 
fered by the Gemex Co. for dealer’s use in 
local radio advertising. 








Mayo Presents Charlie Keller 





Edmund C. Mayo, president of the Gor. 
ham Co., one-time varsity baseball player 
at the University of Maryland, on Septem. 
ber 25 presented Charlie Keller (also a 
U of M aluminus) with a chest of Melrose 
sterling silver. 


Karat Gold Watch Band 
Business Up 


The trend in the karat gold watch band 
business is definitely on the upswing says 
Leo Frankfurt of the L. Frankfurt Co., 82 
Bowery, New York. 


For that reason he has designed a com- 
pletely new line of karat gold watch bands 
for men and women featuring a number of 
variations on both the basket-weave and 
snake chain styles. Protection for the con- 
sumer is provided by the heavy weight of 
the bands and an additional safety catch. 


Establish New Platinum Firm 


Secon Metals Corp., a new firm which 
will engage in the sale and processing of 
platinum metals and alloys, has been estab- 
lished by Sidney Cohn and his son, Eugene. 
The office and factory are located at 228 
E. 45th St., New York City. 





Mr. Cohn pointed out that the plant is 
equipped to supply pure metals and alloys, 
sheet and wire, and solders for platinum 
to the jewelry industry. Plans to expand 
present facilities are under way to include 
special features for the jewelry trade, Mr. 


Cohn added. 


During World War II, Mr. Cohn served 
on platinum committees of the National 


OPA and WPB. 
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KNOW YOUR VIBRATOR ° MAIL DIRECT 
SAME DAY SERVICE 





Flat $1.75 Swiss & 
oem $2.50 American 
Send 
Fitted = balance bridge, 
bridge, no ev balance, stud 


ing necessary. 
eling and collet. 
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Heavy mailing 





envelopes and Contract _esti- 
containers sent mates given to 
upon request. Watch and 
Jobbers in- Clock manu- 
quiries invited. facturers. 


These and many other letters from customers prove our service. 


1 wish to compliment you on hairspring you vibrated for me. 
| had it back in 5 days and it rated WITHIN 20 SECONDS 
on my timing machine. You shall have all of my hairspring 
iobs and | shall recommend you to others. Thanks, B. A. 
CHEEL, 353 E. Commerce St., San Antonio, Texas. 


Just getting around to thank you for your QUICK SERVICE 
on my hairsprings. You have been recommended to my fellow 
watchmakers as DEPENDABLE—V. D. POPHAM, Morrow 
Watch Shop, Morrow, Ohio. 


Thank you for your very fast service. | have not had one 
customer return for regulation with hairsprings fitted by you. 
Yours truly—H. GURNEY, Box 551, Calimesa, Calif. 


Your fast efficient service is very much appreciated. 
future we shall send all our hairspring jobs to you. | men- 
tioned your exceptional service to some of my friends and 
they have already sent to you. Thank you again. Sincerely 
yoursn—JEROME E. SCHMITZ 222 Hollister St., Grand Rapids, 


Mich. 
HAIRSPRING VIBRATING CO. 


CHARLES THOMAS 
P. O. Box 330 406 32nd St. Union City, N. J. 
Formerly in charge of Hairspring Dept. for Bulova Watch Co. 


In the 




















WATCHMAKERS and JEWELERS 


Now Available! 


“BULOVA MANUAL on WATCHMAKING’ 


A "MUST" for every Watchmaker! 





Over 275 pages chock full of practical information, instruc- 
tion, and illustrations. This 8!/."' x II'' volume was 5.00 
| formerly restricted—now you can get it for only.. $ 








Genuine Gruen! 


BALANCE STAFF and STEM COMBINATION 


IN CABINET 








48 bottles containing 24 stems and 24 staffs. Comparative 
chart included shows coverage on over 100 11.7 
DD issndhvanneusenessawiadereouniebcteanecss $ ° > 





¢ HAIRSPRING VIBRATING e¢ DIAL REFINISHING 
¢ CRYSTAL FITTING ¢ UNBREAKABLE ELECTROSEALS 


(One Year Guarantee) 













* GENUINE AMERICAN 
MATERIALS 


© WATCHMAKERS 
TOOLS 

* GENUINE SWISS 
MATERIALS 


Write for Free 
Catalog © Self-Addressed 
Envelope © Movement 4, 

Ligne Gauge 


DEP'T. D 


15 MAIDEN LANE @ NEW YORK 7, N. Y. 
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Send for 
NEW CATALOG 


See the full array of 
WESTMINSTER CHIMING 


sales winning masterpieces 








NEW —R-949 
Unusual in every exquisite 
detail. Retails for $65 
plus tox. 


$42 plus tax. 





— feoned hoe Gidingstihed. 
- _ chiming clocks 
- Attr act the interest of beauty- 
conscious homemakers 
| Give added distinction to. 
| your offerings — ; 
Widen the range of your 
store's ‘appeal — 
Please the most 
particular 
Meet every preference 
THE REVERE CLOCK CO. 
CINCINNATI 6, OHIO 


NEW YORK OFFICE 
37 West 47th St. 
CHICAGO SHOWROOM 
1422 Merchandise Mart 





- NEW—MILLICENT 

ce “ highly popular 
‘grandmother’ ot 

its bapet. Retails for 
ee $195 plus tox. 





Gelechuon holored 


NEW — GIRARD 
Magnificent floor 
clock brilliantly 
designed to retail 
for only $295 
plus tox. 


NEW —R-947 
Styled for decorative harmony. 
Retails for $45 plus tax. 


West Coast prices 
slightly higher. 
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Faster Service on Frat Jewelry 


Leif Brothers, manufacturers of LB 
“Hallmark of Quality” jewelry, announces 
a new speedy service on all fraternal rings, 
emblems and lap pins due to increased ex- 
pansion of its fraternal jewelry depart- 
ment. Complete catalog available from 
Leit Brothers, 2 West 47th St., New York. 


Sentinels Popular With 
Jewelers 


Jewelry stores are doing well with 
Sentinel clocks and watches because of the 
completeness of the line, its moderate price 
for excellent quality merchandise, and the 
profit protection it affords merchants by 


its fair trade policy says the manufacturer. 





Consumer demand for Sentinel] clocks and 
watches is being built by steady large 
space national advertising in Life, Satur- 
day Evening Post, and Look. Jeweler prof- 
its are protected because they are fair 
traded. Sentinels include pocket watches 
retailing at $2.75, wrist watches at $7.95, 
plastic case electric alarms starting at 
$4.50, and an assortment of mantel and 
shelf electrics in hand-rubbed wood cases 
retailing from $19.95. Newspaper mats, 
folders and attractive counter cards are 
available from the manufacturer, the E. 
Ingraham Co., of Bristol, Conn. 


Schick Introduces New 
Electric Shaver Travel Kit 


Introduction of a new electric shaver 
“Travel Kit”—the first time that such a 
complete kit has been offered to the public 
—was announced here by Kenneth C. 
Gifford, president of Schick Incorporated, 
manufacturers of the Schick electric shaver 
and Shaverest. The travel kit is built 
around the all-new Schick Super, which 
features the stop-start switch, more power, 
new styling, and improved shearing head. 


All accessories are neatly and compactly 
arranged in a genuine leather case de- 
signed for Schick by Rumpp. The kit re- 
tails for $32.50, including Federal tax. 


New John Henry Cards 


A boxed assortment of steel-engraved 
sympathy cards, bearing four different 
sentiments has been introduced by John 
Henry, of Lansing, Mich. 


A circular describing the new line called 
“Aristo-Grave,’ was mailed to the firm’s 
customers in October. 

The card stock will be a paneled white 
vellum bristol and is offered with either 
vellum envelopes or glassine tag envelopes. 
They will be packaged 50 cards and 50 
envelopes to a box. 
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Julius Dreyfus First 
to Use "Visipoint™ 


I. Kassoy announced that the first dia- 
mond dealer in the world to use their new 
“Visipoint’ diamond scale is Julius Drey- 
fus, Inc., of 2 West 46th St., New York. In 
explanation of the installation, Maurice 
Stamper, president of Dreyfus, said, “With 
diamond prices high as they are our cus- 
tomers are entitled to as precise weight as 
possible.” 

The “Visipoint” scale is said to be sensi- 
tive to 1/15th of a point, splits the points 
down to ten parts accurately and records 
the weight on a visible numeral dial. 


Unusual Displays 
For Parker Pens 


There’s “magic” behind the Parker Pen 
Company’s new “Oscilla-Matic” fountain 
pen and Superchrome ink display which 
consists of a gray plastic base supporting 
two crystal-clear plastic arms—holding a 
model Superchrome ink package, and a 
Parker “51” pen. Both pen and ink re- 


volve slowly in opposite directions by no- 


visible source of power. 





The action is created by a series of 
vibrations created through electrical im- 
pulses causing the arms to revolve slowly. 

A second display piece is Parker’s new 
“Plastic Bubble,” a new display piece of 
clear lucite. It is eight inches wide and 
four inches high. The bubble, which con- 
tains a “51” pen and pencil, can be affixed 
to the dealer’s showcase or street window, 
affording three-way visibility for the pre- 
sentation of Parker products. 


“You Bet Your Life" Opens 


Allen B. Gellman. president of Elgin 
American, attended the recent Hollywood 
opening of his company’s ABC coast-to- 
coast radio show, “You Bet Your Life” 
featuring Groucho Marx. 





Photo shows L. E. Simmons, Western 
Sales Manager for Elgin American; Bob 
Muesel, former Yankee star; Allen B. 
Gellman, Groucho Marx and “Irish” 
Muesel, former Giant. The Muesel brothers 
were guest contestants. 











Elgin American 
Christmas Display 


Below is the novel Christmas display 
that Elgin American sent to its dealers for 
the yuletide season. 





Constructed to hold a compact in the 
center, the unit suggests Elgin American 
compacts as a holiday gift. 


Stern Issues 
"Limited Editions" 


Taking the theme of “style” from the 
Jewelry Industry Council’s “Watch Pa- 
rade”, Henri Stern Watch Agency, Inc., 
has created a “Limited Editions” collection 
of Universal Geneve watches. 

National advertising will break in five 
important national publications with the 
theme of “Limited Editions’. Supporting 
this will be a display mailed to all their 
dealers. 

The display will consist of a “dummy” 


book bound with the words, “Limited 
Editions by Universal Geneve” on the 
cover. This will be accompanied by a 


small sign explaining the collection. 


"Phyllis" in Own Building 


M & S Jewelry Mfg. Co., makers of 
“Phyllis” Originals, costume jewelry, have 
moved from East Providence, R. I. into 
their own building in Providence. 





Anthony Scitarelli, president, states that 
their new building provides greatly needed 


space for more than 100 additional 
workers, and has enabled the firm to more 
than double its production. 


Free Ad Mat Book Available 


An expanded and improved newspaper 
advertising mat service for retail jewelers, 
released to clients of Edwin Freed Adver- 
tising, contains special ads keyed to in- 
creased credit, lay-away and diamond sell- 
ing. A free proof book of current month’s 
mat service is available. Edwin Freed Ad- 


vertising, 1233 Sixth Ave., New York 19. 
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Now... 


A New Popular Priced 
Multi-Duty Machine 













For Lapping Rings, Watch Cases and 
Bracelet Parts 


LB 
Wheels are interchangeable for Ring ERT DISP, A 
Mandrels, Drill chucks or tapper spindel R 
for Buffing, and can accommodate a 10” | 
sanding disc or felt wheel. | QUALITy S A Tis 
Write for Folder. F IES 


Specialists for the jewelry industry. Call Flushing 3-6125 


ALKA PRECISION TOOLS & EXP. WORK 


22-44 122nd STREET COLLEGE POINT, L. I., N. Y. | 
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Learn Watch Repairing | GUARANTEE 


| Gilbert alarm clocks are guaranteed against de- 
AT THE | fects in material and/or workmanship for a 


s ah ’ period of 90 days from date of sale to the user 
j.. World's Largest 


ae provided that clock has not been wet, tampered 
= W atc a ma k in g with, taken apart, improperly oiled or other- 

ibe ° | wise mistreated. Manufacturer’s Guarantee and 
eal Sc hool | Instruction slip is packed with each clock. 





Write today for 36 page colored photo book 


Prepare for a highly respected profitable profession; | e 
individual instruction; enroll any time. Six modern ern 
buildings and the most competent instructors. Free 
placement service assists you to locate in city of 
your choice. q 






Distributed 
thru the wholesaler 








, Accredited by the 
JEWELERS: Let us prove to you that our Waited Meccleateat 


graduates are competent. If one of them who Association of 
is placed with you on our recommendation America. 
does not meet your requirements in the first National Council of 
two weeks, we will protect your loss up to Technical Schools 














a our Cash Bond. Write us for full ~~ oe c. ag AT WINSTED, CONN. 
, veterans i ‘ ; 
me aL Laconia, N. H. 
WESTERN PENNSYLVANIA a ‘a io - | 551 FIFTH AVE. ‘141 W. JACKSON BLVD. 
HOROLOGICAL INSTITUTE, INC. || i hd —*” at IsAsssssnaneen 





Dept. 18 808 RIDGE AVENUE PITTSBURGH, PA. es" p Glock makers to the nation 


Originators of the World's First Complete Chronograph Course. Since 1807 
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Leichter Exclusive 
Glycine Distributor 


Emil Leichter, producer of Hyde Park 
watches, recently returned from Switzer- 
land with exclusive distributorship for 
Glycine watches. As sole agent for Glycine, 
Leichter sells through wholesalers only, 
with preference to present Glycine whole- 
salers. Extended distribution, advertising 
and sales promotion are in preparation. 


Adds New Models to Line 


Three new men’s watch bands have just 
been added to the extensive and interesting 
line of men’s and ladies’ bands produced 
by Lenox Jewelry Products Corp., 8-10 
Liberty Place, New York 7, N. Y. 





These new bands present a smart, mod- 
ern but thoroughly masculine appearance. 
They are unusual modifications of the 
perennially popular basket-weave motif. 
The bands, like all Lenox products, are 
available through wholesalers. 


Deutsch Jewelry Gets 
Large Shipment 


Sam Deutsch, president of the Rudolph 
Deutsch Jewelry Co., 1268 Euclid Ave., 
Cleveland, is assisted by Robert H. Deutsch 
in sorting part of the $140,000 shipment 
of rough diamonds purchased by Deutsch 
from the Diamond Syndicate of the World. 
Deutsch is one of the few companies pur- 
chasing direct from the syndicate. 





_ 


The stones in this shipment which ar- 
rived recently are now being sorted ac- 
cording to size and quality. The stones will 
then be sawed, girdled and facets cut. All 
this will be done at Deutsch’s which is 
said to have the only complete jewelry 
manufacturing plant in one location in the 
country. 


Hochman of Filex-Let 
Surveys Trade 


An extensive survey of retail jewelry 
conditions in New England, the Atlantic 
Seaboard States and the Middle West was 
recently conducted by Jules Hochman, 
Sales Manager of Flex-Let Expansion 
Products. 

“Jewelers in these territories emphasize 
the importance of stocking quality mer- 
chandise,” reported Mr. Hochman. 
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7th Annual Elgin “Two 
Hours of Stars" 


Another turkey-time entertainment treat 
is fast taking form for the traditional 
presentation of Elgin’s seventh annual “Two 


99 


Hours of Stars 
gram. 


Thanksgiving Day pro- 





The radio bill of fare promises to be out- 
standing: Don Ameche, Jack Benny, Jimmy 
Durante and Garry Moore, Vera Vague, 
Dean Martin and Jerry Lewis, Red Skelton, 
Frances Langford, the Mills Brothers, 
Mario Lanza and Andre Previn are among 
the stars signed for the broadcast, which 
will be aired over the full facilities of the 
National Broadcasting Co. from 4:00 to 
6:00 EST, Nov. 25. 

With the 1948 Thanksgiving show, Don 
Ameche will begin his seventh year as host 
for the Elgin shows. Another oldtimer of 
the program shown with Mr. Ameche above 
is Ken Carpenter, as commercial an- 
nouncer. 

In outlining advertising and promotion 
plans, Gordon Howard, Elgin advertising 
manager, told of the most intensive cam- 
paign in the show’s history. On the day 
preceding the Thanksgiving “Two Hours 
of Stars,” advertisements will be published 
in many large cities. 


Keepsake Plans “Bonus” 
Campaign 

Plans for an extra added Christmas 
campaign of national advertising, supple- 
menting what is already one of the biggest 
programs of advertising in the diamond 
ring field, have just been announced by the 
A. H. Pond Co., Inc., makers of Keepsake 
diamond rings. It will include full color 
pages in Life, Dec. 13, Pic Magazine, 
December issue, and Saturday Evening 
Post, Dec. 18. In addition, a black and 
white full page advertisement will appear 


in Esquire. Other page-dominating Keep- 


sake advertisements will be seen in Look, 
Charm, Glamour and Photoplay for Decem- 
ber. 


New Casco 
Power Tool Kit 


A new assembly in kit form of the Casco 
Electromatic Power Tool, plus 50 acces- 
sories assembled in a colorful plastic dis- 
play and storage kit, has just been an- 
nounced by the manufacturer to retail at 
$19.95. 

Another kit in cardboard display box is 
available at $14.95, while a stock assort- 
ment costing $47.91 carries with it a free 
enclosed counter display stand. Casco tools 
are being advertised currently in Look, the 
Post, Collier's, Popular Mechanics and 
Popular Science. 











Contempo Issues Mat 
Know How 


“Mats Are Versatile If You Know How” 
by Goldalie Frank, president of Contempo 
Agency, Inc., and one of the country’s 
leading advertising mat experts, resulted 
in helping jewelers throughout the United 
States improve the use of their newspaper 
ads, a recent survey indicated. 

To better acquaint retailers throughout 
the country on how to properly utilize aq. 
vertising mats to their best advantage 
International Silver of Meriden, Conn, 
recently reprinted this article in their 
widely distributed publications “News. 
paper Advertising Service” for Holmes & 
Edwards, and “1948 Newspaper Advertis. 
ing Service” for International Sterling 
dealers. 

Contempo Agency, Inc., 5 Columbus 


Circle, New York 19, N. Y. 


1949 Becken Book 
Mailed Recently 


The 1949 Becken Book, annual publica. 
tion of A. C. Becken Co., wholesalers, 
(Chicago, Denver, Detroit, Nashville), was 
mailed on October 10. This big catalog will 
be more complete than it has been in some 
time and shows many of the lines in de. 
mand by the retailers. 








THE 1949 


BECKEN BOOK 
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Attractively bound, the merchandise is 
displayed on 552 pages, 104 of which are 
in color. All prices throughout the book 
are Keystone list. 

In addition to the regular lines of 
jewelry, diamonds, watches, clocks and 
silverware, a number of sales stimulators 
are shown, such as electric blankets, mixers, 
dresser sets and weather instruments. 


Zippos Make First Air Flight 





Lee E. Minter, sales manager, Zippo 
Mfg. Co. of Bradford, Pa., hands Agnes E. 
Fagen, United Airlines hostess, package of 
lighters to be carried on the inaugural 
flight from newly-opened Bradford-McKean 
Airport. Howard D. Yates, Zippo’s premium 
sales manager, is at right. 
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MOULDED GLASS 
PRECISION * QUALITY © FIT 


AVAILABLE THROUGH RECOGNIZED MATERIAL SUPPLIERS 
Va from Coast to Coast * A NATIONWIDE SERVICE 
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CYLINDRICALS 
GABLE TOPS «= \ hs 
ROUND BALiS 









FANCY FLAT TOPS 
De Lune Elite 





3 DRAWER CABINET ASSORTMENT 


Handsome, all-metal cabinets . . . compact in size, 
yet containing the crystals needed for prompt and 
efficient moulded glass watch crystal service. In- 


195 moulded glass crystals 
to fit all popular makes 
of men’s and ladies’ watches 
originally fitted with 
moulded glass crystals. 


432 removable compart- 
ments . . . those containing 
the 195 crystals labeled for 
ready identification .. the 
balance reserved 


for new numbers. $11700 


96 moulded glass crystals 

to fit the most popular 
makes of men’s and ladies’ 
watches originally fitted 
with moulded glass crystals. 


432 removable compart- 
ments .. . labeled to hold 
195 crystals for ready identi- 
fication and expanded re- 
quirements in current num- 
bers . . . the balance re- 


valuable to every profit-wise 
Sy 


jeweler and watchmaker. 
WRITE TODAY FOR NAME OF 
PULTON 
WATCH CRYSTAL CORP. 


served for new $5760 


numbers. 





CABINET FREE 
STABLIS HED 


FULTON JOBBER NEAREST YOU 
121 FULTON ST., NEW YORK 7, N. Y. 


PAUL LINN | 
Jobber of | 
WATCH MATERIALS & JEWELERS’ SUPPLIES | 


5 South Wabash Avenue, Chicago 3, Illinois 
{Established since 1922) 


¥ CRYSTAL FITTINGS — SAME DAY SERVICE! ! 


HAIRSPRING 
VIBRATING—48 HOUR SERVICE!! 


39 3 
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YANOLDS 









[MILLING LATHE 


—S For Sawing - Slotting - Milling 
Cutting Up Stock - Winding - Etc. 








DIAL 
REFINISHING—4 DAY SERVICE!! 


—, 








Genuine BENRUS Materials LEVIN'S Precision Tools Dall — 
G.S. Crystals G. & F. Tools ce sii 
L. & R. Products FULTON Crystals 


STONEWALL Bands L. I. C. Products oe 
LASKO ‘'Neet"’ Straps NEWALL Systems a 
SANDSTEEL Mainsprings 





"IT PAYS TO DO BUSINESS WITH PAUL LINN oie 
3 WHERE THE CUSTOMER IS ALWAYS RIGHTI!" “<— : Ese 3 


WIDELY 
USED 


a 





BED: Hand Scraped, “’V’’ Ways For Alignment of 
Rest Made of Cast Iron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hort- 
zontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 

SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 — 1400 — 2200 — 
3400 RPM using 1800 RPM Motor. 


REYNOLDS HAS PRESSES! 









é —_ Ul SCREW a (E POWER 
3 | «ha 
‘a REYNOLDS p's REYNOLDS hy REYNOLDS 











PRESSES PRESSES 


‘ 


ORDER FROM YOUR DEALER TODAY |e 


WM. F. NYE INC. 


eg NEW BEDFORD....MASS. 


REYNOLDS macntury co. 


303 EDDY STREET — PROVIDENCE 3, RHODE ISLAND 
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Handy & Harman Elects 
John W. Colgan Director 


At a recent meeting of the Handy & 
Harman Board of Directors, John W. 
Colgan, Sales Manager of the company 
was elected a director. Mr. Colgan, with 
the company for 29 years, first served at 
the home office in New York in various 
capacities in the sales department. 





In 1935 when the company opened a 
new plant in Toronto he became manager 
in charge of all production and sales ac- 
tivities. 


100th Anniversary Gift Box 


Celebrating the 100th anniversary of 
Imperial watches, Bayer, Pretzfelder & 
Mills, Inc., New York, have created a new 
gift box, designed in the form of a crown 
in which each watch is seen through a 
domed top of crystal-clear lucite. The new 
packaging, is featured in the advertise- 
ment appearing in the November 8 issue 
of Life Magazine. 


Five New Gruen Displays 


One of five new displays which the 
Gruen Watch Co. is making available at 
considerably less than cost to Gruen 
jewelers is shown below. 


REN 





This 


display called the 


is a motion 
Magic Mirror having four watches mounted 


on velvet pads, “floating” in a circular 
motion on a solid mirror. 

Other displays include another with 
motion, a diamond watch display, a grace- 
ful display showing six watches, and a 
four-in-one display with four mounted na- 
tional ad reprints (one showing at a time) 
so the jeweler can tie-in at the point-of- 
sale with Gruen’s current national adver- 
tising both with the ad reprint and the 
merchand'se featured. 


332 





Mautner Introduces 
“Jewelry-Go-Round”™ 


A new, low-cost turntable, the “Jewelry- 
Go-Round”, has just been introduced by 
The Mautner Co., Inc., 20 W. 47th St., 
New York. 





This 
inches in diameter and 2% inches high 
to allow for the greatest possible useful- 
ness in answering the various display prob- 
lems in a jewelry store. Made entirely of 
strong, durable aluminum, the new turn- 


is an exclusive Mautner item, 9 


table holds up to 40 pounds centered 
weight and costs just two cents a week to 
operate. It is small enough to fit in show- 
cases and confined window areas. Available 
for AC current only and carries the Fire 
Underwriters Seal plus a one year guaran- 
tee against mechanical defects. 


New Presentation 
Folder on Wells Bands 


A four-colored, six page, lithographed 
presentation folder for use bv retail jewel- 
ers has recently been released by Wells 
Mfg. Co., of Attleboro, Mass. It has been 
designed to not only present the manu- 
facturer’s merchandise, but as a selling aid 
for the retail jeweler. It shows with actual 
colored photos the presentation value of 
watch bands as gifts and then can be 
opened to the display of full-color pictures 
of Wells bands inside the folder, from 
which the merchandise can be sold. Wells 
bands for men and women are available 
in gold filled and in 14-karat qualities. For 
details on the line or obtaining the folder, 
send request to Wells Mfg. Co., Attleboro, 


Mass. 


Sheaffer Six-Months Earnings Up 


W. A. Sheaffer Pen Co. net income for 
the six months ending August 31, 1948 
after estimated provision for Federal in- 
come taxes amounted to $1,167,979.17 
equivalent to $1.45 per share of common 
stock. This compares with $995,416.29 for 
the same period last year equivalent to 
$1.23 per share. 


Telechron Previews Ad Plans 


Telechron, Inc., Ashland, Mass., launched 
the most aggressive promotion program in 
its history at their annual sales and mer- 
chandising conference held in Boston, at- 
tended by about 50 members of the field 
sales organization. 

New models, new display materials and 
new methods of selling were presented in a 
three-day program climaxed by a preview 
of the 1949 advertising, which will be the 
most comprehensive campaign Telechron 
has ever undertaken. 

Harold E. Blackburn, field sales man- 
ager, was chairman of the conference. 
Speakers included: I. W. Kokins, presi- 
dent; A. F. Fisher, executive vice-president. 














Beardsley Ruml Named 
New Bulova Director 


Arde Bulova, chairman of the board of 
the Bulova Watch Co., announced recently 
that Breadsley Ruml has been elected 3 
director of the Bulova Watch Co., Inc. 

Mr. Ruml is chairman of the board of 
R. H. Macy & Co., Ine., a director of 
Muzak Corporation, the Encyclopaedia 
Britannica, Inc., and Encyclopaedia Bri. 
tannica Films, Inc., a member of the execy. 
tive committee of the General American 
Investors Co.. Inc., and a trustee of the 
Spelman Fund of New York. 


Imperial Cage Jewelry in 
National Ads 


Imperial Pearl Syndicate will add mo. 
mentum to the increasing sales of their 
unique line of cage jewelry with advertise. 
ments in Harpers Bazaar, Fortune, Wall 
Street Journal and Brides Magazine iy 
November and December. 





“The Executive Necklace” at $500 will 
be shown alone as a suggested gift for the 
big business executive, in the Fortune ad 
and also the Wall Street Journal. 


GE Ads Capitalize on 
Gift Season 


Gift season merchandising plans for 
General Electric clocks were recently an- 
nounced by G-E. 

Commencing August | and _ continuing 
through December, the company’s fall 
clock campaign will be spearheaded by 
four-color and black-and-white full and 
fractional page advertisements in leading 
consumer and trade publications, including 
Life, Saturday Evening Post, Collier's, 
Look, Cosmopolitan, Women’s Home Com- 
panion, Time. Electrical Merchandising, 
Retailing Daily, Hardware Retailer, Drug 
Topics. Jewelers’ Circular-Keystone, Hear- 
ing News, Volta Review, and Tecup. Also, 
for the first time, Sunday supplement 
magazines in 13 cities will be used to mer- 
chandise G-E clocks. 


Perfected Ring Sizer 
Simplifies Operation 


Months of development work have cul- 
minated in perfection of an attachment for 
the Kagan Master Precision Ring Sizer for 
the precise purpose of further simplifying 
the enlargement of diamond-set and stone- 
set rings. 

So effective is the controlled pressure 
that a 14-year-old girl has _ successfully 
demonstrated the Kagan Master Precision 
Ring Sizer. 





THE JEWELERS’ CIRCULAR- KEYSTONE 














Fostoria Holds Sales 


Conference 
The annual sales conference of the 
Fostoria Glass Co. was held Oct. 4, 5 and 6, 
in Moundsville, W. Va. In attendance were 
all Fostoria representatives from every 
cales area 1 the United States. | 
~W. F. Dalzell, president of Fostoria, 
opened the meeting with “A Review of 
the Past and a Look Ahead.” The remain- 
ing sessions dealt with selling and mer- 


chandising. 


General Time's New London 
Work to Thomaston 


The Seth Thomas Clocks Division of 
General Time Instruments Corporation 
plans to transfer about Jan. 1 all assembly 
operations of range timers and low priced 
electric clocks from New London, Conn.., 
to the main plant at Thomaston, Conn. 


Knight's Service Guarantee 
Proves Effective 


According to Knight Silversmiths, 385 
Fifth Ave., New York City, the trade has 
capitalized upon the dramatic way in which 
Knight Silversmiths emphasize the quality 
of its silverplated hollowware line. That 
dramatic method is the lifetime service 
guarantee given to customers. The guar- 
antee, plus the beauty of the pieces, has 
made Knight Silversmiths an easy selling, 
profitable line, says the company. 

This line, silverplate on heavy copper, 
comprises both modern, promotional pieces 
and beautiful George II reproductions. 


New Gemex Dealer Aid 


The Gemex Company of Union, N. J., 
is offering recorded spot announcements 
for use in local radio advertising, featuring 
comments by well known announcer, Milton 
Cross. Each record carries three separate 
announcements. 

Themes of the three spots are Christmas 
gifts, birthday and anniversary gifts, and 
watch repair service. Each record is ac- 
companied by suggested introductory and 
closing scripts for the local station an- 
nouncer. 








Ronson Increases “Twenty 
Questions" Sponsorship 


Virtually every market in the United 
States and Canada is now being reached by 
Ronson radio messages since the network 
of stations carrying the sponsored “Twenty 
Questions” program was increased to 493 
outlets, it was announced by Ronson Art 
Metal Works, Inc., Newark, N. J. 

With the first Saturday night broadcast 
in October, the immensely popular parlor- 
game quiz show advertised Ronson lighters 
and lighter accessories via 464 sta- 
tions of Mutual Network and 29 of the 
Canadian Broadcasting System. 


Flex-Let Has Big 
Christmas Ad Campaign 


The most extensive Christmas advertis- 
ing promotion in its history will be launched 
this fall by Flex-Let Expansion Products, 
East Providence, R. I. Featured will be 
dramatic black and white space in Life 
Magazine, two-color ads in Esquire Maga- 
zine and large space promotions in many 
important big city newspapers. An esti- 
mated audience of 30,000 prospective band 
buyers will be reached by this powerful 
Flex-Let campaign which will promote ex- 
pansion bands for both men and women. 


New Display For GE Clocks 


A crystal clear lucite stand designed to 
display five clocks is being offered General 
Electric dealers as a part of an Opportu- 
nity Clock Assortment which includes 14 
G-E clocks, according to R. O. Fickes, man- 
ager of the company’s clock division. 

The stand, which has a sturdy blue and 
geray base, can be used for counter or 
center aisle display. It is 9% inches high, 
19%4 inches wide and 8% inches deep. 


New L&R 
Watchmaker Accessories 


L & R Manufacturing Co., of 577 Elm 
St., Arlington, N. J., announces two new 
products, the new No. 10 brass head alu- 
minum handle mallet, listng at $1.00, and 
the No. 12 hardened steel head aluminum 
handle peening hammer at $1.50. 

















Wallace Exhibit Draws Record Audience 





More than 250,000 people, including six 


state governors, visited the Connecticut 
building at the Eastern States Exposition 
in Springfield, Mass., Sept. 19 to 25, and 
saw silverware being manufactured by a 
group of Wallace silversmiths from Wall- 
ingford, Conn. Wallace Silversmiths was 
chosen to represent the industry because it 
is the oldest silverware manufacturer in its 
Stale, 

From nine in the morning to nine at 
night, seven Wallace silver craftsmen per- 
formed the identical operations they cus- 
tomarily execute in producing silverware 
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during a regular working day at the Wal- 
lace plant. Giant mirrors placed at an angle 
made it possible fer huge crowds to observe 
the demonstration conveniently. 


Five shadow boxes were used to display 
the finished product against attractive 
backgrounds to show the artistic back- 
ground of each of Wallace’s “Third Dimen- 
sion Beauty” patterns. 

L. A. MacKown, advertising director of 
Wallace, and his staff, including Alberta 
Brenner, educational director, conceived 
and executed the exhibit. which took two 
months to complete. 





Christmas Mats From Kingston 


A series of Christmas selling newspaper 
mats are available to retail jewelers on 
Kingston watches. For mats and proofs 
contact Kingston Watch Co., 48 West 48th 
St., New York 19. 


Multi-Purpose Jewelry 
Creates Fashion Stir 


Imaginative New York jewelry designers 
are earning the praise of fashion circles 
here by stressing multi-purpose creations 
for milady. 

Also in favor is a more extens:ve use of 
the precious white metals, palladium and 
platinum, to enhance the sparkle of gems. 
A comparative newcomer to the field of 
jewelry metals, palladium is 100 times 
rarer than gold but in the same price range. 

Popularity of the new multi-purpose 
jewelry is explained by the fact that a 
single cleverly designed piece is virtually a 
“jewelry wardrobe” in itself. 


PERSONNEL: 


The appointment of Jack Bosk as West- 
ern District Manager for Schick Electric 
shavers and shaverests was announced re- 
cently by Sy Moorman, sales manager of 
Schick Incorporated, Stamford, Conn. 

Mr. Bosk has been manager of the Los 
Angeles territory for Schick, and in his 
new post will continue to supervise that 
territory, in addition to the San Francisco 
and the Seattle territory, thus bringing all 
of the western territories under his super- 
vision. 





Lewis J. Solomon has been appointed 
director of advertising by Altheimer & 
Baer, Inc., Chicago. Mr. Solomon was for 
many years advertising and general man- 
ager of the Straus & Schram chain; for the 
past year and one half was sales promotion 
manager for the New Boston Store, Chi- 
cago. 


Appointment of John W. Herring, Jr., 
as sales representative of Telchron, Inc., 
was announced, Sept. 30, by Harold E. 
Blackburn, field sales manager. 

Mr. Herring will be on the staff of A. W. 
Pingree, manager of the Boston office, 
with headquarters in Rochester, N. Y., and 
will cover the upper New York State terri- 
tory. 

George M. Murran, formerly with Inter- 
national Silver Co., and more recently vice- 
president in charge of sales with the Inter- 
national Safety Razor Corp., has joined 
Lee-Murray Advertising. Mr. Murray will 
head the agency’s merchandising and sales 
promotion department. 

Appointment of Margaret Markley to 
the newly created post of fashion director 
of Marvella Pearls was announced by S. E. 
Weinreich, president of the company. Miss 
Markley was associated merchandise editor 
of Harper's Bazaar for three years and 
prior to that, accessory editor of Vogue 
Pattern Book. 





James F. Stark has been appointed sales 
manager of the sunlamp and heater divi- 
sion of the General Electric automatic 
blanket and sunlamp division, it has been 
announced by D. C. Spooner, Jr., manager 
of the division. In his new position Mr. 
Stark, who has been with General Electric 
since 1937, will be responsible for sales of 
General Electric heating pads, sunlamps, 
heat lamps, portable heaters and _foot- 
warmers. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted’”—*“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of 1 endations 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 








Situations Wanted 








WATCHMAKER, thoroughly experienced, 
at bench several years, desires position. 
Address “H., 1840,’’ care J C-K. 





OUTSTANDING salesman, window trim- 
mer, advertising man; reference. Ad- 
dress “D., 1792,” care J C-K. 





CALIFORNIA connection wanted by 
store manager of top administrative 
ability. Address “C., 1833,” care J C-K. 





SECRETARY, long diamond-wholesale 
experience; perfect English, French; 
good knowledge Spanish, looking for 
better position, New York. Address “G., 
1734,” care J C-K 





WATCHMAKER, school trained, 30 
years’ experience; can do clock and 
light jewelry repairs; salary or com- 
mission; prefer Florida. Address “K., 
1843,” care J C-K. 





SALESMAN, veteran, age 25, experienced 
road salesman, wants retail position; 
willing to go anywhere for good op- 
portunity; excellent references. Ad- 
dress “A., 1742,’”’ care J C-K. 





MANAGER, assistant to owner, diamond 
salesman, merchandise counsellor, styl- 
ist; Fifth Ave. background; permanent; 
available this Fall or next Spring. Ad- 
dress “D., 1857,” care J C-K. 





BOOKKEEPER-stenographer, responsi- 
ble, young lady, thoroughly experienced 
with all detail work manufacturing 
jewelry; five days; New York City. 
Address “‘A., 1850,” care J C-K. 





SALESMAN, some experience, wishes 
connection with manufacturer calling 
on wholesale jewelers and jobbers in 
New York City; excellent references; 
neat; aggressive. Address ‘“‘A., 1812,” 
care J C-K 





JEWELER, experienced on light repair- 
ing, some special order, also stamped 
platinum jewelry, wishes position any- 
where. “G.G.” Watchmaker’s Store, 59 
W. 30th St., New York. 





YOUNG man, 24, six feet tall, pleasing 
personality, married, veteran, desires 
position as salesman in retail store, in 
metropolitan area. Address “G., 1773,” 
care J C-K. 





FIRST class watchmaker, close rater on 
railroad and small watches, desires to 
make change where first class work is 
appreciated ; with present employer six 
years. Address “Y., 1608,” care J C-K. 








YOUNG, dependable woman, executive 
experience, jobbing and manufacturing 
of mountings, stone rings, better jewel- 
ry; handled buying of stones; outside 
al Address “D., 1746,” care 
J C-K. 





WATCHMAKER;; fine workmanship; age 
47; 33 years’ experience; sober, indus- 
trious, conscientious, seeking position ; 
salary $100 week. Address “H., 1625,” 
care J C-K. 





MANAGER, salesman; 37; college gradu- 
ate; 11 years’ retail jewelry, cash, 
credit; resident New York; honest, am- 
bitious, excellent references, desires 
future. Address ‘R., 1825,” care J C-K. 





WATCH salesman, at present covering 
entire South for prominent concern, 
desirous of making change; avail- 
able January 1. Address “E., 1864,” 
care J C-K. 





MANUFACTURING jeweler Wishing t 
liquidate own business, desires posit; ; 
with large wholesale, or retail chats 

organization; thorough knowledge r 

manufacturing, buying and diamong 

mounting ; 25 years in jewelry businegs - 
age 41; married; will consider pogj’ 
tion offering a minimum starting sal ‘ 
of $10,000 per annum. Address “DN 
1791,” care J C-K. " 





ee 


CERTIFIED master watchmaker, H.LA 
Bowman trained, manager of watch 
repair department in the finest stores 
in Tennessee and lowa; also 10 years’ 
experience in railway time inspection: 
married; two children; age 41; prefer 
location west of the Mississippi; salary 
oe al week. Address “L., 1844,” care 

-K. 








OPPORTUNITY for reputable chain or 
individual to acquire immediate serv- 
ices top flight, enviably experienced 
store manager ; results absolutely 
guaranteed; finest references. Address 
“B., 919,” care J C-K. 





GENERAL manager, buyer and mer- 
chandise man; excellent knowledge 
of advertising, sales promotion, 
credits and collections; at present 
employed by 12 store chain. Ad- 
dress “C., 1696,” care J C-K. 





JEWELRY salesman; merchandiser; re- 
tail and wholesale experience; special- 
izing in sterling and plated flat and 
hollow silverware, desires permanent 
position with opportunities; best refer- 
ences. Address “F., 1749,” care J C-K. 





ELGIN School graduate, 18 years’ ex- 
perience, desires position in high 
grade store as estimator, or take 
charge of repair department; salary 
or commission. Address “D., 1584,” 


eare J C-K. 


MANAGER; retail credit jewelry store, 
possesses over 25 years’ diversified ex- 
perience in jewelry industry; thorough 
knowledge every phase and operation 
of a modern retail credit jewelry store ; 
excellent trade reference. Address ‘P., 
1823,’ care J C-K. , 








SALESMAN-manager; experienced dia- 
mond and watch salesman desires con- 
nection with a fine retail jewelry store; 
fully experienced in all phases of cash 
and credit business; unexcelled, man- 
agerial capacity. Address “L., 1762,” 
care J C-K. 


WATCHMAKER, school trained, two 
years’ retail experience, good estimator, 
knowledge of diamonds, desires posi- 
tion with a responsible concern, prefer- 
ably in metropolitan New York. A. 

“i: ae 43 Beaver St., Brooklyn 








FORCEFUL, executive type salesman, ac- 
customed better class installment opera- 
tion, seeks position in modern well 
stocked jewelry store; peak production 
assured on diamonds and watches; 
married man of 42; A-1 reference. Ad- 
dress “‘D., 1834,” care J C-K. 





WELL known as producer and experi- 
enced in diamonds mounted, also 
watches; Virginia, North and South 
Carolina, Georgia, Florida, Alabama, 
Tennessee; only top line considered 
for better retail stores; references 
furnished. Address ‘“N., 1728,” 
eare J C-K. 


MANAGER-salesman; man with lots of 
energy, and I mean lots, wishes to 
make a change to store in New Jersey, 
with pleasant atmosphere, where hard 
work is appreciated; thoroughly ex- 
perienced in all branches of the jewelry 
line, including window work, ticket 
writing, platform recovering, etc. Ad- 
dress “M., 1767,” care J C-K 





ee 


RETAILERS; you will agree that I offer 
a most complete jewelry background of 
retail buying, selling, promotiona] 
managerial experience; every phase in 
high class and department store opera- 
tion; available; $125 week plus per- 
centage; go anywhere; prefer South- 
west; excellent credentials. Address 
“J.. 1842.” care J C-K. 








MANAGER, credit jewelry store; top- 
notch salesman; can take complete 
charge, with thorough knowledge of 
all phases of operation including ad- 
vertising, credits, window-trimming, 
and promotions; can furnish excellent 
references; 25 years’ experience; age 
41 years; prefer Midwest or West. Ad- 
dress “D., 1747,” care J C-K. 





GENERAL manager of million dollar re- 
tail jewelry store, now available; |] 
guarantee you more sales and more 
net profit by modern aggressive mer- 
chandising and sales promotion; col- 
lege graduate ; registered jeweler 
American Gem Society, Certified Gem- 
ologist, Gemologist Institute of Amer- 
ica; 25 years’ successful executive ex- 
perience; prefer fine type conservative 
store. Address “B., 1724,” care J C-K. 





DEPENDABLE, experienced _ salesman, 
25 years road and retail, seeks perma- 
nent retail position; capable of buying 
watches, silverware, etc.; student of 
merchandising, stock control, display; 
capable of and willing to assume re- 
sponsibility; relieve busy proprietor; 
prefer radius hundred miles Philadel- 
phia; excellent references; available 








December. Address “C., 1856,’ care 
J C-K. 
WATCHMAKER, 30 years’ experience, 


Bradley graduate, thorough technical 
and practical knowledge of horology; 
have written text books; recently head 
instructor large watchmaking school; 
high grade, thorough, rapid and will- 
ing worker; own timing machine; want 
permanent position; go anywhere; pre- 
fer percentage basis, if plenty of work; 
best references from large city stores. 
Address “N., 1769,” care J C-K. 





BUYER, or assistant buyer, diamonds 
and colored stones; lady, eight years’ 
experience buying and selling, with 
wholesalers and importers, absolute- 
ly familiar with European and South 
African markets; thorough knowl- 
edge of jewelry and watch case fac- 
tory needs and buying, seeking 
better position and income; New 
York area. Address “H., 1735,” 
eare J C-K. 





ATTENTION ; all retail jewelry stores in 
Los Angeles and surrounding suburban 
districts; manager or assistant; age 
37; married; 17 years’ experience in 
cash and credit jewelry; thoroughly 
capable all phases of jewelry business, 
including buying, merchandising, cred- 
it, advertising, etc.; diamond expert, 
top salesman, sales promoter; pleasing 
personality; gets things done; desires 
connection with reliable firm, with 
future; excellent references. Address 
“F’,, 1794,” care J C-K. 
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SITUATIONS WANTED—Continued 
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———— 


SALESMAN, manager, desires change ; 
99 years’ experience, retail jewelry 
business ; finer grade Swiss and Ameri- 
ean watches, diamonds, jewelry and 
silverware; thoroughly qualified in 
credits, collections, window display, 
etc.; would be interested in small store 
proposition where owner needs compe- 
tent assistance; in general, must be 
reputable firm and good town in which 
to live. Address “N., 1822,” care J C-K. 











C. P. CONWAY, Manufacturers’ Repre- 


sentative, 1664 Montpelier Ave., Pitts- 
burgh 16, Pa., specializing compacts, 
cigarette cases, lighters, clocks, cut- 
lery, dresser sets, tableware, hollow- 
ware, wallets, cameras; Pennsylvania, 
Ohio, West Virginia. 











WATCH dial maker, designer, produc- 
tion supervisor, 17 years’ experience, 
desires permanent position with dial 
manufacturing or refinishing company ; 
thoroughly experienced on all opera- 
tions; blanking, swedging, soldering, 
electro-plating of all types of plating, 
putler finishing, etc.; manufacturing of 
gold numerals, rhinestone and diamond 
dials, mixing of paints, printing, radi- 
um painting, thoroughly experienced 
on jigs, dies, fixtures, tooling; excellent 
references; good personality; married; 
will need housing; state salary and 
production bonus arrangement; any 
location considered. Address “‘W., 1802,” 
care J C-K 








Lines Wanted 








JEWELRY salesman, department store 
following, Philadelphia, Baltimore, 
Washington; looking for additional] 
line. Address “R., 1852,’ care J C-K. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade; com- 
mission basis; 20 years following; best 
references. Address “G., 666,” care 


SALESMAN, at present employed, a 


personal following in the southern 
states; would consider making a 
change January 1; manufacturers 
line gold, platinum and diamond 
merchandise. Address “C., 1862,” 
care J C-K. 





SALESMAN, thoroughly experienced sil- 


verware, watches, etc.; valuable ac- 
quaintance with best outlets, desires 
position selling one or more lines in 
Pennsylvania, Maryland, Delaware ; 
headquarters Philadelphia. Address “B., 
1855,” care J C-K. 





DIAMOND and watch line, commission 


basis; must be quality line for better 
retail stores; reference anyone; 
thoroughly experienced in_ both 
lines and well known in territory 
East of Mississippi. Address ‘M., 
1727.”’ care J C-K. 





SALESMAN, with assistant, maintaining 


Chicago office and excellent following 
among jobbers here in Chicago, east to 
Pittsburgh and south to New Orleans, 
wants connection with representative 
manufacturer’s line. Address “Circular 
122,” Room 1415, Heyworth Bldg., Chi- 
cago 2. 








DO you need a top notch salesman; avail- 
able January, 1949; excellent connec- 
tions; selling key retail jewelers, also 
electrical and gift stores. Address “S., 
1829,” care J C-K. 


PACIFIC Coast; manufacturers’ repre- 


sentative, with Los Angeles showroom 
and offices in trade building, desires 
strong manufacturer’s line selling di- 
rect to retailers; excellent following; 
four salesmen covering West Coast and 
border states by car. Address “F., 1772,” 
care J C-K. 








PACIFIC Coast representative desires top 
advertised line for 1949, calling on 
jobbers only; strong following; special- 
be. preferred. Address “I., 1738,” care 





SALESMAN, long experience, open for 
line; wide acquaintance among watch 
importers, jewelry and material job- 
bers; New York and the East. Address 
“F., 1858,” care J C-K. 


CHICAGO-metropolitan area; jobber rep- 


resentative can efficiently handle right 
side line; prefer direct line of smart, 
ladies’ unusual GF or 10K jewelry; 26 
years in jewelry field; high grade loyal 
trade: A-l references: sensational 
novelty also desired. Address ‘“‘A., 1788,” 
care J C-K. 








PACIFIC Coast representative open for 
nationally advertised line for 1949; ex- 
cellent following retail jewelers; manu- 
or a oniy. Address “J., 1739,” care 


a 





PACIFIC Coast representative, calling on 
better grade stores over 20 years; have 
line, desire another; diamonds, plat- 
inum or 14 K goods; best of references. 
Address “J., 665,” care J C-K. 


(eee 





SALESMAN, long experience handling 
national advertised lines going to east- 
ern wholesale trade; maintains own 
Office in New York; references. Harry 
Norman, 662 Fifth Ave., New York, 





MANUFACTURERS’ representative, with 


office and display room centrally lo- 
cated in Chicago, and with jobber out- 
lets in the principal cities in the Mid- 
west, wants manufacturer’s line of 
quality jewelry priced for jobbers. Ad- 
dress “Circular 121,” Room 1415, Hey- 
worth Building, Chicago 2. 





Side Lines 








WANTED salesmen, to carry as _ side 


line, new brand simulated pearls, to 
retailers; commission 15 per cent. Ad- 
dress “B., 1581,’ care J C-K. 








REPRESENTATIVE: following jobbers, 
shicago, Middle West, desires strong 
line gold filled rhinestone jewelry or 
other volume line. Address “Circular 
jo Room 1415, Heyworth Bldg., Chi- 





MANUFACTURER desires salesmen, with 


following in the Middle West, South and 
West Coast, to carry ring findings and 
settings; also diamond mounting sets 
and seamless wedding rings; commis- 
sion. Address “D., 1808,” care J C-K. 








GOLD or gold filled jewelry line desired 
by salesman; large following among 
wholesalers, chain stores in New York, 
Philadelphia, Baltimore, Washington, 
Boston, Pittsburgh. Address “A., 1853,” 
care J C-K. 





SALESMEN; side line; new, perfected 


lathe-stand ; sells to nearly every jewel- 
er; net price to you allows big profits; 
see our display ad this issue; write for 
details. Sales Division, Chula Vista 
Mfg. Co., Box 181, Chula Vista, Calif. 





SALESMAN; middle west territory 
open; well known manufacturer of 
stamped rings, desires representa- 
tion to the wholesalers; commission 
basis. Address “H., 1737,” care 
J C-K. 





SALESMAN wanted, with  follewing 
among wholesalers in New York and 
East, to sell outstanding line of ladies’ 
fancy rings and bridal sets for estab- 
lished manufacturer ; commission basis; 
state full details. Address “L., 1819,’ 
care J C-K. 





WELL known manufacturer of ladies’ 
and men’s 10k and 14k gold stone 
set rings, wants salesmen with fol- 
lowing, calling on retail jewelry 
stores, on commission basis; good 
opportunity for the right men. Ad- 
dress “‘N., 1847,” care J C-K. 





SALESMEN, now calling on retail trade, 
to carry side line of unusual, exclusive 
window displays and trays, small, com- 
pact sample line; no experience neces- 
Sary ; excellent commission; please state 
lines carried and territory; correspon- 
dence confidential. Address “F., 1733,” 
care J C-K. 





SALESMEN wanted by manufacturer of 
unusual line of sterling silver table 
and smokers’ accessories, nationally 
advertised and accepted by leading 
jewelers and department stores through- 
out the country; must have established 
following; good territories available: 
commission basis. Address “N., 1253,” 
care J C-K. 





THE perfect side line for drug, jewelry, 
gift shops, etc.; ‘“‘Perfumatic and Lady 
Lynn” pocket perfume atomizers; 
gorgeous models, beautiful gift boxes; 
nationally advertised; terrific demand 
now to Xmas; wonderful proposition. 
Kent Creations, Inc., Sole Manufacturer, 
50 Broad St., New York 4, N. Y. Han- 
over 2-9483. 





SALESMEN;; if you are now selling a 
diamond mounted ring line to the 
best retail stores, manufacturer can 
offer you a fine non-conflicting line 
of diamond mounted watch cases 
and attachments; Atlantic, South 
and Southeastern states open; pre- 
fer resident men; commission basis. 


Address “G., 1838,” care J C-K. 





WANTED, salesman or manufacturers’ 
representative, covering southwest ter- 
ritory, to carry line of sterling silver 
and silver and gold overlaid western 
belt buckles, also rings, cuff links and 
other western motif novelties: manu- 
facture of this line is done from de- 
signing to finishing in our own plant 
and is therefore priced to create sure- 
fire sales; commission or arrangement 
subject to negotiation. Sternlee Manu- 
facturing Co., 66 Nassau St., New 
Yorn 7, N. Y. 


Help Wanted 











WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 
1460,” care J C-K. 





(Continued on page 336) 
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POLISHER, with two or more years’ 
experience. John A. Marshall, 350 
Spitzer Bldg., Toledo, Ohio. 





WATCHMAKER, prefer recent graduate: 
steady employment, good salary; in 
Tak Pa. Address “J., 1777,” care 

-... 





WATCHMAKER, with experience: zood 
pay or partnership considered for the 
right man, in a long established repair 
shop. Address “D., 1730,” eare J C-K. 





JEWELER, with experience; good pay or 
partnership considered for the right 
man, in a long established repair shop. 
Address “E., 1731,” care J C-K. 





JEWELER wanted on all around special 
order work ; $1.75 per hour and a bonus; 
give information in detail. Address ‘“X., 
1781,”"" care J C-K. 





WATCHMAKER: steady position for 
good workman; write stating salary, 
when available and give references. 
Wood & Strand, Northampton, Mass. 





COMBINATION — salesman-watchmaker : 
young, single, preferably; high class 
retail jewelry store, central West Vir- 
ginia. Address “G., 1866,” care J C-K. 





JEWELER for trade shop in Virginia; 
steady employment; give references: 
experience and salary expected in first 
letter. Address “B., 1743,” care J C-K. 





WATCHMAKER, permanent position for 
first class workman; take charge of re- 
pair department and wait on trade. 
Mueller, the Jeweler, Freeport, Ill. 





JOBBING jeweler, including stone set- 
ting; steady position, good _ starting 
wages. United Tool & Material Co., 
University Bldg., Denver, Colo. 





SALESMAN to handle our Chinese, Italian 
and other miscellaneous merchandise ; 
also jewelry as a side line. Asiatic Art, 
225 Fifth Ave., New York City. 





WATCHMAKER wanted: must be first 
class repairman; send _ references 
and past experiences to Lipson’s 
Jewelry Store, Fairmont, W. Va. 





JEWELER and diamond setter wanted; 
must be first class workman; perma- 
nent situation with top-notch jewelry 
concern. Write, Jacobs Jewelers, Inc., 
Jacksonville, Fla. 





DESIGNER and sample maker; well es- 
tablished manufacturer of platinum and 
gold engagement and wedding rings, 
has opening for man _ with original 
ideas. Address “B., 1789,’ care J C-K. 





SALESMAN, well known manufacturer 
of gold and platinum rings has opening 
for representative with following among 
wholesalers in eastern territory. <Ad- 
dress “C., 1790,” care J C-K. 





WATCHMAKER, dependable and eapa- 
ble: excellent opportunity: pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 





WANTED: experienced watchmaker in 
established store; good wages, steady 
employment; state experience, etce., in 
letter to, W. L. Stone & Son, Pottstown, 
Pa. 





JEWELER, or jeweler and setter; town 
of 50,000 population; state experience, 
reference, salary expected, ete. Nelson 
D. Bowen, 216-17 Wall Bldg., Lynch- 
burg, Va. 


SALESMAN wanted by large jewelry 


manufacturer established more than 
25 years; must have following; vyaly. 
able territories now open; real oppor. 
tunity for top-notch man; write stat. 
ing full details in first letter, Ad- 
dress “R., 834,” care J C-K. 








JEWELRY engraver and chaser; one who 
has had five or more years’ experience ; 
good wages and fine bonus; give in- 
formation in detail in first letter. Ad- 
dress “V., 1783,’’ care J C-K. 


aaa 


EXPERT watchmakers to work for New 


Orleans’ leading jewelers; permanent 
positions in air-conditioned, modern 
workshop ; our watchmakers earn from 
$100 to $150 per week. Write, wire or 
phone, Adler’s, 722 Canal St., New Or. 
leans, La. 








FIRST class watchmaker wanted; prefer 
one who can do plain engraving, to fill 
permanent position in leading jewelry 
store; small city New York State. Ad- 
dress “B., 1813,” care J C-K. 





MANAGER: experienced and with jewel- 
ry background, for fine jewelry depart- 
ment in leading department store, J.os 
Angeles area; state age and experi- 
ence. Address “H., 1774,” care J C-K. 





SALESMAN to represent large manu- 
facturer of 1OK and 14K gold 
zircon jewelry; up-to-date line; 
competitive prices. Address ‘“K., 


1757,” care J C-K. 





SILVERWARE salesman, calling on bet- 
ter department stores and jewelers, to 
handle nationally advertised tarnish 
preventer and polish, on liberal commis- 
sion basis. Address B., 1832,” care 
J C-K. 


REPRESENTATIVE for old estab. 


lished ring line, colored stones and 
diamonds, to cover area from Den. 
ver west to Pacific Coast; must have 
following and will be given one; 
applications confidentially treated, 


Address “E., 1744,” care J C-K. 





MANUFACTURER, located in a very 


nice city, would like to hear from a 
jeweler who has had 15 or more years’ 
experience on special order work; only 
a capable man with vision will be con- 
sidered; give information in detail in 
first letter. Address “T., 1835,” care 
Js U-kK.. 





———_———___. 


SALESMAN wanted, age 25-30; manu- 


facturer of a quality watch bracelet line 
selling to the better retail trade; ap- 
plicant must be of high calibre and 
resident of the West Coast; give full 
particulars in first letter; all replies 
confidential. Address “C., 1745,” care 
J C-K. 








WATCHMAKER for permanent position; 
must be competent and reliable; splen- 
did working conditions; good salary; 
give qualifications in first letter: con- 
fidential. Rost Jewelry Co., Indianap- 
olis, Ind. 





JEWELER, experienced, combination re- 
pairman and setter; excellent perma- 
nent proposition offered by old estab- 
lished shop and retail store. Write full 
particulars to, Oscar Caplan & Sons, 
207 W. Saratoga St., Baltimore, Md. 


WANTED); first class watchmaker; one 


who is looking for a permanent po- 
sition, no floater; only experienced 
man need apply; individually owned 
store in southern Ohio; send rec- 
ommendations, salary, ete., first 
letter. Address “F., 1865,” care 
J C-K. 








PACIFIC Coast salesman wanted to rep- 
resent established well known manu- 
facturer of 10K and 14K gold jewelry, 
calling on wholesalers only ; commission 
basis. Barrasso & Blasi, Ine. $31 
Governor St., Newark 2, N. J. 


JEWELER, A-1 mechanic, with sufficient 


experience to supervise a shop of about 
15 people; must come highly recom- 
mended in character and_ thoroughly 
experienced in platinum and gold work: 
state experience, married or single and 
where in the past employed. Address 
“T., 1784,” care J C-K. 








WATCHMAKER wanted; prefer combina- 
tion man, although not necessary; per- 
manent job with old established con- 
cern; good salary, or can work on 
commission basis. Heflin Jewelers, 51 
N. Vermilion, Danville, III. 





WANTED; watchmaker to take charge 
watch department; modern high 
grade store; minimum 15 years’ ex- 
perience; sober; references; $100 


week; only top grade men apply. 
Address “‘P., 1851,” care J C-K. 


SALESMAN; retail following in Mid- 


dle West; ladies’ and gent’s mount- 
ings, semi-mounted, and complete 
merchandise; excellent opportunity 
for well established man; starting 
January 1949. Klebanoff & Gross- 
man, 74 W. 46th St., New York 19, 


o Be 








WANTED: two first class watchmakers, 
either salaried or commissioned: need 
watchmakers for high grade _ small 
stores in Fayetteville, N. C., and Oak 
Ridge, Tenn.; give good_ references. 
Write or telephone, Leo F. Henebry, 
209 S. Jefferson St., Roanoke, Va. 


THE manufacturer of one of the top 


10K ring lines wants salesman with 
following in the Northwest and Pa- 
cific Coast; other territories open; 
straight commission; no objection to 
non-conflicting side line; state ter. 
ritory covered. Address “G., 1759, 
care J C-K. 


——$—— 

















SALESMAN wanted, with a following, by 
a manufacturer, to carry an exclusive 
side line of wedding rings; quick sales 
and repeated orders; strictly commis- 
sion basis; state territory, experience 
and reference. Address “G., 1782,” care 
J C-K. 





JEWELRY salesman, with retail follow- 
ing in Texas, Oklahoma, Arkansas, 
Louisiana and Mississippi, to represent 
New York diamond ring manufacturer, 
must travel by car; excellent opportu- 
nity for man living in the territory, 


give full particulars. Address “E., 


1836,” care J C-K 
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SALESMAN wanted for southern ter- 
ritory, east of New Orleans, to rep- 
resent our diamond ring line 
amongst better jewelers; only sales- 
men with established following need 
apply; unusual opportunity for 
right man. H. Hamburger Co., Inc., 
92 W. 48th St., New York City. 
= 





WANTED; salesman, manager for long 


established retail store in live West Vir- 
ginia town; must be well experienced 
in all branches of jewelry store opera- 
tion ; there will be a future and perma- 
nent position to the right man: state 
full qualifications in first letter.  Ad- 
dress “Y., 1803,” care J C-K. 











MANAGER for better type credit jewelry 
store; must have sales ability and com- 
plete . knowledge of every phase of 
jewelry store operations and furnish 
reference; position is permanent and 
offers satisfactory salary; in reply 
please state your past 10 years’ experi- 
ence. Address, The Samuels Co., Inc., 
Davenport, Iowa. 











SALESMAN, with established follow- 
ing for representation of complete 
diamond ring and colored stone ring 
line of nationally known ring con- 
cern, for Texas, Oklahoma, Arkan- 
sas, Tennessee and Kentucky; have 
also established accounts; all replies 
confidential. Address “K., 1679,” 
care J C-K. 





WANTED; first class watchmaker, 
capable of managing watch repair 
department; of good habits; excel- 
lent future with reliable store ; write, 
stating full details including experi- 
ence, references and salary or com- 
mission expected. L. Williams Co., 
110 Stone St., Watertown, N. Y. 





SALESMAN, to carry new line of 
ladies’ gold and platinum mount- 
ings, with a following in the job- 
bing trade and larger users in Chi- 
cago and adjacent territories; non- 
conflicting side line not objection- 
able. Address “H., 1621.” care 
J C-K. 





SALES representative, to carry our line 
of the finest nationally advertised Swiss 
watches in Chicago and _ surrounding 
territorv: possibility establishing Chi- 
cago office; must have great following: 
commission basis: write particulars. 
Address “M., 1820,” care J C-K. 


a 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving: write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, Dept. 
C., Kansas City 6, Mo. 


_ 








GOLD cuff links; large ring manufacturer, 
with salesmen, is looking for a man to 
help start and continue to produce cuff 
links; I own large assortment of cuff 
link dies; will consider a man_ with 
ability and “know-how” in the cuff link 
field to run same on a partnership 
basis. Address “D., 1809,” care J C-K. 








WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,” care J C-K. 





WATCH salesman, experienced, with fol- 


lowing among chain stores, to. sell 
popularly priced, nationally advertised, 
Swiss watches as a regular line or side 
line ; opportunity for the right man; 
leading manufacturer able to deliver 
quantities; state qualifications, experi- 
ence, etc.; commission; replies strictly 
Se Address “T., 1725,” care 
~.. 





EXCEPTIONAL opportunity; we need 


two aggressive established salesmen 
with following in the better retail 
jewelry stores, to represent a na- 
tionally known diamond ring house; 
liberal drawing to man of proven 
ability: territories open: Virginia, 
West Virginia, Kentucky, Tennessee, 
New York, Pennsylvania and Ohio; 
position open January 1, 1949; 
write for interviews; all communica- 
tions will be kept in strict confi- 
dence. Address “F., 1837,” care 
J C-K. 








WELL known manufacturer of high 


grade 10K and 14K rings, for men 
and women and women’s jewelry, 
requires salesman to sell better class 
retail jewelers on the Pacific Coast, 
beginning January 1, 1949; give full 
particulars, age, experience, etc., in 
first letter. Church & Co., 2 Garden 
St... Newark 5, N. J. 





SALESMEN wanted by established 


popular price Swiss watch importer 
to carry complete up-to-date line; 
territories, Pacific, Midwest and 
Southwest; must have good retail 
following; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address “D., 


1698,” care J C-K. 





SALESMEN wanted; large manufacturers 


popular priced silver and chrome plated 
hollowware and electric appliances, 
have the following territories open; 
States of Ohio. Missouri, Kansas, Ken- 
tucky and West Virginia; straight com- 
mission or drawing account; only those 
who can produce and who have a fol- 
lowing need apply. Address ‘‘W., 1606,” 
care J C-K. 





SALESMAN, traveling South and Pa- 


cific coast territory; must have good 
following among better retail jew- 
elers; prominent manufacturer of 
better diamond engagement and 
wedding rings offers opportunity for 
large earnings; state full particulars 
regarding past experience; corre- 
spondence confidential. Address “‘N., 


1656.”’ care J C-K. 





IMMEDIATE opening in Southern and 


Southwestern territory, for experienced 
jewelry salesman; expansion will create 
other openings in the near future; car 
essential: great opportunity for the 
right man to handle the White Rose 
diamond and wedding ring line. Ad- 
dress reply, stating age, background 
and experience to, White Rose Jewelry 
Manufacturing Co., Ine., 45 Rose St., 
New York 7, N. Y 








SALESMAN; prominent midwestern 


gold emblem and set ring manufac- 
turer, has several territories open 
to qualified sales representatives 
with following in the larger stores; 
ambitious young man with some ex- 
perience will be given consideration; 
must have car. Address “J., 1869,” 
care J C-K. 


SALES representative, with established 


following, to handle a well advertised 
and outstanding line of men’s and 
ladies’ gold filled watch attachments, 
and ladies’ gold filled and gents’ jewel- 
ry; territories: New York and East 
Coast, New England, and Southern 
States; only live, ambitious men need 
apply; write in strict confidence, giving 
complete details. Address “D., 1770,” 
care J C-K. 





SALESMAN for the Middle West, with 


following amongst retail jewelers, 
wanted by manufacturer of a suc- 
cessful and complete better line of 
diamond jewelry, some of which is 
shown on another page this issue of 
the Jewelers’ Circular; lucrative earn- 
ings assured to the right man; all 
replies treated confidential. Seid- 
man & Co., 31 W. 47th St., New 
York City. 





FEINSTEIN Bros., 5 S. Wabash Ave., 


Chicago, Ill., Los Angeles office, 220 
W. Fifth St.: salesmen wanted with 
established following among _ retail 
jewelers and department stores, to 
represent outstanding watch material 
and supply house in business for 23 
years; complete lines of watches, dia- 
monds, solid gold rings, clocks, tools, 
better jewelry, J-B bracelets: distrib- 
utors of watch cases and other na- 
tionally advertised merchandise; ex- 
cellent opportunity for the right man; 
open territories Midwest, West, South 
and Central States. 





SALESMEN: several territories open 


for live-wire producers with a his- 
tory of high earnings, commencing 
1949; expanding sales force, seek- 
ing intensive coverage where we have 
established following among better 
retailers and credit stores; compre- 
hensive line “Lifetime” diamond 
and wedding rings packaged sets, 
ring mountings and colored stone 
rings; give full particulars first 
letter; strictest confidence assured. 
Baskin Brothers, Inc., 38 W. 48th 
St.. New York City. 





POSITION open for energetic, progres- 


sive, experienced jewelry man _ with 
growing jewelry concern in North Caro- 
lina, as manager for large jewelry store 
and supervise two or three others within 
short radius: must have full managerial 
experience and capabilities with com- 
plete knowledge of merchandising, 
window trimming, advertising, creative 
ideas, etc.; wonderful opportunity for 
right party willing to work and pro- 
gress: kindly state full particulars in 
first letter as to age, married, or single. 
references, etc. Address “E., 1699, 
eare J C-K. 








(Continued on page 338) 
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SILVER salesmen wanted to cover ex- 
clusive territories, particularly in 
South, Southwest, South Atlantic, by 
manufacturer of nationally adver- 
tised sterling silver flatware line, 
also has hollowware both plate and 
sterling, and baby merchandise; 
qualified men can insure substantial 
earnings and proper arrangements 
will be made for compensation; all 
applications held in strict confidence 
for December 1 openings. Apply, 
Mr. Frank Ollayos, Sales Manager, 
Amston Silver Co., Wallingford, 
Conn. 








For Sale 


Stores, Stecks and Businesses 








JEWELRY and appliance store, on Main 
St., in popular year around Florida 
East Coast town; ideal for watchmaker ; 
$4,500. Address “V., 1799,” care J C-K. 





SMALL jewelry store for sale, in town 
of 20,000; fixtures practically new; 
ideal for watchmaker wanting to start 
for himself. Address ‘“H., 1867,” care 





ONLY jewelry store center of town serv- 
ing four additional surrounding towns; 
all repairs one man can handle; build- 
ing $5,000; stock at inventory. H. G 
Heydt, Boston, Ga. 





DOWNTOWN Los Angeles; complete up- 
to-date jewelry shop, with most modern 
casting equipment; manufacturing gold 
and platinum rings; further details. Ad- 
dress “K., 1795,” care J C-K. 





PREACHER, has established, only store 
in small West Texas oil town; climate 
high and dry; only watchmaker; three 
to four thousand dollars handles. L. Il. 
Colvin, Phone 51-J, Iraan, Tex. 





JEWELRY gold shop; complete Jelenko 
1-3 casting outfit, ready for immediate 
operation; will sell outfit alone or com- 
plete with shop. S. Bitter 355 E. 149th 
St., Bronx 51, New York. 





WATCH repair shop; jewelry; excellent 
reputation; Pennsylvania; 150 miles 
from New York; Watchmaker; good 
location ; reasonable rent; lease; about 
$4,500 inventory. Address “C., 1815,” 
care J C-K. 





FOR SALE; credit jewelry store in 
Florida; modern fixtures, clean stock; 
only name watches and merchandise 
sold; watchmaker employed; $15,000 
cash for inventory, fixtures and ac- 
counts receivable. Address “A., 1804,’ 
care J C-K. 





FOR SALE; jewelry store in Columbus, 
Ga.; $100,000 volume yearly; rent $200 
per month; will arrange inventory to 
suit your finances. For information 
write, Lawrence B. Holzman, 305 
Healey Bldg., Atlanta, Ga. 





JEWELRY store located in midwestern 
city of 100,000; fine location; Elgin and 
Bulova Watch franchises; owner forced 
to sell because of other interests; $25,- 
000 will handle. Address “E., 1748,” 
care J C-K. 


OLD established credit jewelry and op- 
tical business, within 15 miles of New 
York City; excellent, long term lease; 
good location on main street; owner 
selling because of family illness. Ad- 
dress “H., 1756,’’ care J C-K. 





STOCK, fixtures, material and tools at 
inventory ; plenty watch and clock work 
for one man; all well known brands 
merchandise; clean up-to-date stock; 
about $7,500 complete inventory; must 
be cash; retiring. Address “G., 1816,” 
care J C-K. 





JEWELRY store $9,500; ultra moder 
huge watch repair department: tor 
day and night location; live wire man 
or, three-four watchmakers; Perpetual 
Spring climate; industries: aircraf 
automobile, shipbuilding, fishing, can’ 
neries, oil wells, orange groves, tourist. 
home port for U. S. Pacific fleet, eon’ 
vention city; population 275,000: 3 
minutes from Los Angeles and Hoj} 
wood. Write, Robert Alter, 327 Bast 
Ocean Blvd., Long Beach 2, Calif. 








FOR SALE; small jewelry store and re- 
pair department; excellent repair busi- 
ness; located in central Nebraska; 
population 20,000; low rent; immediate 
possession; leaving because of health. 
Address ‘‘M., 1845,’ care J C-K. 


ttt 


MODERN, up-to-date jewelry store with 
good business and following; a credit 
store would be a great success; 195 
miles south of San Francisco, near 
large army camp, Fort Ord and Navy 
school; have two, four foot; four, six 
foot show cases; three wall cages: 
large Banker’s safe; three year lease: 
$250 month rent starting January 1’ 
1949; will sell then; write immediately 
for this wonderful opportunity. Aq. 
dress “A., 1831,” care J C-K. 








JEWELRY store, Broad St., Newark, 
N. J.; population over 500,000; located 
among all leading merchants; make ex- 
cellent cash and credit store or can 
have very profitable loan department; 
long lease, very little cash required; 
principals only. Address “T., 1798,” 
care J C-K. 





JEWELRY store; established 36 years; 
county seat; 30 miles east of Pitts- 
burgh, Pa.; excellent reputation and 
doing a nice business; will require about 
$50,000 to handle this deal; must sell 
on account of death in family. Address 
“J., 1754,” care J C-K. 





WANTED; watchmaker to take over old 
established location in a South Georgia 
town of 10,000; have three year lease, 
tools, material, watches and jewelry; 
the rent is low and this is a good op- 
portunity for someone who wants to 
keep a good business going. Frank S. 
Broadhurst, Box 404, Americus, Ga. 





ESTABLISHED, modern, air-conditioned 
jewelry store; clean up-to-date stock ; 
new fixtures; low rent, long lease; 
located in Connersville, Ind.; popula- 
tion over 20,000; county seat; agricul- 
ture, and industrial community; priced 
to sell as owner has other interests. 
Contact, Don Harshman, at Don's 
Jewelry Store, Connersville, Ind. 





MODERN jewelry store established 1895 
Newark, N. J., without question most 
attractive and artistic store in Metro. 
politan area, owner built; choicest 
location ; cash and credit; volume over 
$100,000 without advertising or promo- 
tions of any kind; can be doubled with 
little effort; fine reputation; nationally 
advertised lines watches, silverware, 
etc.; also franchised for radios and ap- 
pliances; cash required $50,000; bal- 
ance terms to responsible party; also 
smaller store, 100% location, may be 
purchased separately; owner retiring. 
Address “H., 1797,” care J C-K. 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning 
machines, staking tools, etc. Be 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





FOR SALE; two, 10 foot wall cases, with 
mirror connection; three, 10 foot floor 
cases, to match; also two other wall 
cases; must sell by December 1. 
Downey & Jones, Lawrenceburg, Tenn. 








CHANCE of a lifetime; beautiful modern 
jewelry store; 100% location in major 
prosperous Ohio city of over 300,000; 
prewar lease, air-conditioning; first 
time offered; credit accounts, latest 
equipment; complete for $25,000; jewel- 
ry being transferred or will include; 
ill health reason for selling. Address 
“B., 1805,” care J C-K. 





ESTABLISHED jewelry store and 
pawnbroker combination; jewe 
loan only; good location, limited 
competition; northern California 
town 80,000 population and grow- 
ing fast; purchase can be made in 
time for Christmas trade; approxi- 
mately $30,000. Address “C., 1806,” 


eare J C-K. 








JEWELRY store in the heart of the busi- 
ness district, in Newport, R. I.; estab- 
lished over 25 years; sacrifice price to 
settle estate due to death of owner; 
entire stock and fixtures ; approximately 
40 x 12, two windows; ideal for anyone 
with knowledge of watch repair work. 
Write, Harry Feigelman, attorney, 172 
Thames St., Newport, R. I., for further 
information. 


ARCH CROWN celluloid and _ parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





FOR SALE, 305 odd pieces of Community 
plated flatware, various patterns; will 
close out at one half of the wholesale 
price; write for list; to be sold as 
whole only. Address, Geo. W. Taylor 
Co., Williamson, W. Va. 


ed 








ONE complete set of tools for 8% 
ligne gents’ watch cases, gauge 
18/1000; new, cost $2,300; best 
offer over $1000 takes it. Phone 
Luxemburg 2-0581, New York, or 
address “B., 1860,” care J C-K. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed supD- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing Engravers, 3 
East 22nd St. New York 10, N. Y. 
Algonquin 4-2174. We ship open a- 
count, parcel post or express to any 
part of the United States. 
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EFFORT is made by The Jewel- 
EVERY ipcular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities,  etc., 
must furnish trade references. An- 
nouncements must pass the’ strict 
censorship requirements of The Jewel- 
ers’ Circular-Keystone. 








WATCHMAKER wants jewelry store, 
small stock; if possible living quarters ; 
low rent; East. Address “K., 1818,” 


eare J C-K. 


WANTED immediately, modern credit 


jewelry store grossing $100,000 or 
better yearly; located in south or 
southeast; must have nationally ad- 
vertised silver and watch lines. Con- 
tact Sidney Lebar, 15 Malvern Ave., 
Richmond, Va. 





RENT, ring casting department; gold and 


platinum ring manufacturer has to 
offer, on percentage basis, his entire 
casting department; beautiful layout, 
modern equipment, variety of molds, 
every type of ring; rare opportunity to 
oe man. Address “E., 1810,” care 








- 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





—_—_—— 


WANTED to buy, established jewelry 
store in town of 8000 population er 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 





AUCTIONS successfully and ethically 
conducted anywhere in the country; 
12 successful sales in 1947. Write 
or wire, Maynard Levy, 5200 Black- 
stone Ave., Chicago 15. 





AUCTION with profits; auction sales 
conducted anywhere in the country; 
the finest bank and jewelers’ refer- 
ences furnished; stocks bought. Her- 
man Schwadron, 11 Midwood _  St., 
Brooklyn, N. Y 





AUCTIONEER, 12 successful sales 
conducted in 1947; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





WANTED, trade shop connections for 
watch repairing; work must be first 
class in every way; willing to pay goud 
prices but demand fine work; give ref- 
erences first letter and approximate 
scale of prices. Bromberg & ‘‘o., Inc., 
Birmingham 3, Ala. 





COLMES BROS., cash buyers of jew- 
elry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





WATCH repair shop, located on the third 
floor of a Professional Building, in 
center of an industrial city, in Con- 
necticut ; only half hour from New York 
City; plenty good paid work for two; 
small capital will handle it. Address 
C., 1729,” care J C-K. 


CASH for your stock and fixtures; 


fastest action on the Pacific Coast; 
also booking commission sales; no 
proposition too small or too large. 
Write or wire, Edward J. Berg & 
Associates, Auctioneers & Liquida- 
tors, 1124 S. Los Angeles St., Los 
Angeles, Calif. 





RING manufacturer wishes wholesaler 


for partner; manufacturer of gold and 
platinum rings, whose policy in the 
past has been to sell to the wholesale 
trade, wishes to form a partnership 
with a wide awake jewelry wholesaler 
and operate a manufacturing wholesale 
set-up, selling direct to stores. Address 
“F’, 1811,” care J C-K. 





JEWELRY store wanted by individual 


for the first of January; must be 
old established, with good reputa- 
tion; prefer city over 15,000; in- 
vest from $20,000 to $40,000, cash 
deal; Eastern, Central or Midwestern 
states; reply held in strictest con- 
ey Address “S., 1826,” care 





WANT to sell out; we will conduct flat 


sale or auction, or buy your entire 
stock and fixtures for cash; have 
more than 500 letters on file from 
jewelers endorsing our methods of 
operation; highest bank and trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones, 


Plaza 8-2110-2111. 





AUCTIONEERS with 30 years of leader- 


ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Noack-Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth; two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 








ARE you going out of business; I can 


guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
cash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Ill. Dearborn 
1684. 





MANUFACTURER of wedding rings, 
mountings, diamond rings, etc., is con- 
templating taking a partner; present 
business about $100,000; could be 
tripled in a very short time with a 
wide awake party; will require ap- 
proximately $50,000 and balance could 
be arranged; when answering give 
financial responsibility, and back- 
ground of this business. Address “E., 
1785,” care J C-K. 





GORDON Cobb Associates, having 
completed 12 successful auctions in 
recent months, we are now in posi- 
tion to book additional sales; if you 
are desirous of liquidating or de- 
creasing your stock get in touch with 
us at once as we have a highly spe- 
cialized staff of top-flight auction- 
eers of proven ability; all sales con- 
ducted under my personal super- 
vision with all equipment furnished 
such as RCA sound system, etc.; no 
sale too large, none too small; write 
or wire us at once. Gordon Cobb 
Auctioneers, 1831 Fourth Ave., 
North Birmingham 3, Ala. 





AUCTIONEER V. C. Kelley; know 
your auctioneer by his past per- 
formance; nine successful sales in 
the past year; just closed, highly 
successful sale for Seidensticker, 
Jeweler, Hamilton, Ohio; sold over 
$100,000 for Brackins Jewelry, Pen- 
sacola, Florida; 20 years’ experi- 
ence; best references. Wire or write, 
Vv. C. Kelley, 1631 Coventry Rd., 
Dayton, Ohio. Formerly Chicago, 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commn- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





WOULD you like to retire from busi- 
ness, now or after Christmas, if you 
were given a responsible guarantee 
that your stock, accounts and fix- 
tures would be sold for more than 
the wholesale cost; our service will 
secure a cash buyer for your store 
as it stands today as a going con- 
cern; your good-will and lease will 
sell for cash the same as your stock; 
we are not stock buyers, but one of 
the oldest exclusive jewelry brokers 
in business; unquestioned bank ref- 
erences; also references from clients 
who have used our services recent- 
ly; no store too large or small to 
use this service; write for competent 
appraisals and complete details with- 
out obligation. McRae & Shaw, 168 
N. Michigan Ave., Federal Life In- 
surance Bldg., Chicago, IIl. 
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Wanted to Purchase 








(Continued from page 339) 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WE purchase everything in the watch 
and jewelry business; merchandise, 
tools, materials, movements, precious 
metals; satisfactory treatment guar- 
anteed; references. Bengal Co., &s&%10 
Venice, Culver City, Calif. 





HIGHEST prices for old watch 
ments, 0 to 18 size preferred; check 
mailed immediately; estimate subject 
to your approval. Chicago Schcol of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, III. 


inove- 





Watch Work, etc., for 
the Trade 











EXPERT watch repairing to the trade. 
V. Porzio, 93 Nassau St., New York 
City 7. 

WATCH repairing for the trade, price 


list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





WATCH repairing for the trade; over 20 
years’ experience; write for further in- 
formation. Hooley Bros., 2105 Main St., 
Peoria, III. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Lu 2-3163. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





HIGH grade watch repairing for the 
trade; moderate prices; work guaran- 
teed; out-of-town accounts solicited: 


established since 1913. B. Marinoff, 170 
Broadway, New York 7. Rector 2-1586. 





BALANCE staffs to watch, $2; order and 
balance staff and/or mainspring, $4: 
guaranteed: mail orders and estimates 
solicited. Howard Simon, Box 116-C, 
Central Islip, L. I., N. Y. 





HAROLD FREEDMAN, specializing in 
chronographs and wrist watches; 
quick, reliable service; references 
and price list upon request. 1941- 
60th St., Brooklyn 4, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s 
service. Felder’s, 1173 52nd St., Brook- 
lyn 19, N. Y. Gedney 6-5300. 





WATCH repairing for the trade; price 
list upon request; quality work. 
Triangle Watch Repair, 424 Samp- 
liner Bldg., 5713 Euclid Ave., Cleve- 
land 3, Ohio. 





DAVID MIGDAL and CO., 109 B Summer 
St., Boston, Mass.; expert and guaran- 
teed watch repairing; prompt service; 
reasonable prices; mail orders invited ; 
chronographs our specialty; price list 
on request. 








WATCH repairing for the trade; 
quick service guaranteed; years of 
experience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 82 So. Grove 
Ave.. Elgin, III. 





reliable watch repair- 
timed on Western 


BOSTON, Mass. ; 
ing for the trade; 


Electric Watchmaster; five-day serv- 
ice; prices and_references upon re- 
quest. Lucerne Watch Repair Co., 333 


Washington St., Room 321. 





WATCH repairing for the jeweler 
whose customers are particular; care- 
ful, honest work; moderate prices; 
Watchmaster timing machine; prices 
on request. Ernest W. Spitzer, 150 


Nassau St... New York 7, N. Y. 





EXPERT watch repairing: we specialize 
in mail order; 10-14 days’ service: all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Loraine 7-1261. 


| 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service: all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., 
Canton, Ohio. 





TWENTY-FIVE per cent discount in- 
troductory offer; take advantage of 
this introductory offer and let us give 
you 25% discount on the first five 
watches you send us; let our 17 years’ 
experience prove to you that you will 
get watch repairs of the highest qual- 
itv; we are chronograph and repeater 
specialists; each watch is timed and 
tested on our Watchmaster before 
leaving the shop: member of the Jewel- 
ers Board of Trade; price list upon 
request; our work is good, we want 
you to know it: send us your trial 
order now. Perfect Watch Renair 
Service, 323 W. 5th St., Room 306, 
Los Angeles 13, Calif. 





TWENTY-five years of experience in 
fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you ac- 
curate timing; work guaranteed; 
prompt delivery of five to ten days; 
price list upon request. H. Spiel- 
man Co... 9 Maiden Lane, New York 
7, N. Y. WOrth 4-3377. 








Special Order Work and 
Repairs for the Trade 








BEADS of all kinds restrunge by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 


Pearl House, Box 1384, Beaumont, Tex. 





PEARLS and beads restrung; rosaries re- 
paired by experts for the trade; right 
prices; prompt service; monthly billing. 
Woodman’s, 55B Eddy St., Providence, 
R. I. 





| 














JEWELRY repairing and special order 
work for the trade; finest workman. 
ship; one day service on sizing ang 
minor repairs ; mail orders accepted : no 
job too large, no job too small. Pro. 
gressive Mfg. Jewelers, 11 John St 
New York. . 





$$$ 


BEADS 


restrung, all kinds; expert 
work ; 


materials and clasps furnished: 
48-hour service on mail orders; 40¢ 
postpaid; free estimates. Betty King 
524 Addison, Chicago 13. . 











BEADS restrung; all style beads re. 
strung, plain or knotted; prompt sery- 


ice; can _ furnish’ references. Mrs 
Helen E. Stump, 202 State St., Shin. 


ington, Pa., near Reading. 





a 


MOUNTINGS for cameos, _ brooches 
pendants, earrings, etc., made to your 
specifications; free estimate; prompt 
service; satisfaction guaranteed. ¢ 
Merle Dubs, Manufacturing Jewelers 
231 North St., Harrisburg, Pa. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service On sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





MANUFACTURING facilities; are you 
having a manufacturing or production 
problem; jewelry manufacturing plant 
available for manufacturing items com- 
plete from tool and die making to 
stamping, soldering, finishing, ete. 
Flacy Co., 64 Nassau St., New York 7. 





SILVERPLATING, gold, chromiun, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 





DIAMOND setting; 25 years’ experi- 
ence; established many years; han- 
dle diamonds, baguettes, fancies and 
colored stones in platinum and gold; 
finest workmanship; prompt serv- 
ice; work guaranteed; New York 
and out-of-town; references  fur- 
nised. I. Altman & Bro., 48 W. 
ASth St.. New York City. 


ALS PI AE TEL RE AEE ILLITE 











Miscellaneous 
JEWELRY, silverware and plastic en- 
graving taught. <A. P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. Ml 
4-7572. 








NOTICE; personal instruction in diamond 
setting and jewelry repair; retired re- 
tail jeweler and experienced instructor 
offers opportunity to established jewel- 
ers and beginners, to quickly learn 
these trades through personal instruc: 
tion: learn the quick and _ practical 
way; it takes the average student only 
days instead of months, under my I? 
struction; my past instruction record 
shows complete satisfaction to all: 
necessary to come to Pleasanton, Tex. 
30 miles south of San Antonio. For 
full particulars write, R. B. Whipple, 
Pleasanton, Tex. 
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Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 
ing material dealers. 


“Rae 














ENLARGES Stone- 
set and Diamond-set 
Rings 
* 


Only Precision Ring 
Sizer with Controlled 
Pressure for easy, ac- 
curate performance. 


a 
WAIT 
for your 


KAGAN 


MASTER PRECISION 
RING SIZER 
representative! 


», B 
a4 J. J. KAGAN & CO. 
oo 220 W. 5th St. 
Los Angeles 13 

















We Beliwe 


This is the finest back for cuff links made 
today for the jewelry industry. It has 
bold modern design and perfect mechan- 
ical operation. Noth- 
ing to rust, easy to 
attach. 






eee 


clicks opening 


clicks closing 





Pat. Pend. 
Sold in 14k yellow gold 
Bee ss 4% 4.95 pr 
Dozen ..... 5.25 pr. 


Less than dozen 5.50 pr. 


Orders accepted 
in other metals 




















DIAMONDS ror EXPORT 
BARBER wo SLUIS 


ST.. ANDREW'S HOUSE 


32/34 HOLBORN VIADUCT 


RO), (D0) \ ame 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
a6 OLME 


ANTWERP ano 


AMSTERDAM 


LONDON, 











A 5 CG of Modern Engraving 


WILLIAM KASSEL 


An instructional book for the student and expert writ- 
ten by a well known authority. Contains 78 pages of 
text and interesting illustrations. 


Price $1.00 a Copy 


Postpaid 


Check or money order must accom- 


pany all orders. Do mot send cash. 
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100 East 42nd Street New York 17, N. Y. 
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SILVER POLISH 


for restoring Brilliance 
to SILVERWARE a 


KANTORS 
SUNSHINE  @ 


SIILV ER @ 
POLrSH @ 










Kantor’s is made of soft, smooth sub- 
stances and requires a minimum of 
rubbing for lustrous, like-new finish. 
Packaged in 4, 8, 16 & 32 oz. bottles. 


Gross—$37.50 14 Gross—$19.00 
Dozen $3.25 


Order through your favorite whole- 
saler or direct. 





Manufactured by 


—KANTORS 


MONTGOMERY, ALA. 
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THE PRESIDENT WILL NEED US 


This is being written before election day. We don’t 
know who will be the occupant of the White House 
during the next four years. 

We do know, however, that the results of the election 
will have no immediate effect upon the international 
situation. 

We know, too, that necessity will dictate our spending 
20 billion dollars on the Armed Forces in fiscal 1950 
and 41% billion on the new lend-lease. With the 114 
billion increase on ERP appropriations and more new 
billions for the Near East, we can only expect bigger 
and yet bigger tax bills. Nothing but a change of heart 
in Russia can affect this. 

However, there is a personal job we each should 
undertake; the making of our American institutions as 
strong as possible. 

That is our duty. Our strength for fulfilling it lies in 
the freedom of our American way, which allows us, by 
our own self-discipline to create, plan, work, build, share. 
profit and save as individuals. 

Your first line of responsibility as a business man 
is to make certain of the strength of your own enterprise. 
Is the war-built fat away from its heart? Is everyone, 
including management, giving their utmost? Are all 
aware that the party is over? Is your organization, as a 
team, ready to take to the field again? 

A lesson lies in that great “Book of Lessons” and 
carries us back to the building of the Walls of Jericho; 
back to Nehemiah who, while urging work on the wall, 
armed his laborers to they could build unmolested. 

It was Nehemiah who provided us with heartening 
evidence that our present task is neither new nor im- 
possible, when he recorded, “So we built the wall and all 
the (individual) walls were joined together. .. . 

.. . For the people had a mind to work.” 


MANUFACTURERS’ CATALOG SHEETS 


For thirty years, members of the U. S., Canadian and 
British industry have been trying to settle on a standard- 
ized screw thread. 

After the costly experience of two wars, wherein the 
dissimilar threads required a wasteful duplication of 
literally millions of tons of nuts and bolts, the three 
countries have at long last settled upon a compromise 
thread to be standardized by all. This will, of course. 
mean great savings. 

In our own field a similar opportunity exists in the 
standardization of manufacturers’ catalog sheets. 

One wholesaler recently requested inserts for his cata- 
log. He received shipments from eighteen manufacturers. 
The page size of five of these was 84% x 11 inches. 
Four were 9 by 12 inches. The other nine were in various 
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11 to 131% inches. q 

At the latest report. the advertising manager was still _ 
working with slide rule, T-square and ruler trying to 7 
compromise the trim size of the catalog to accommodate © 
the inserts. Confidentially, it can’t be done; anymore ~ 
than the retail jeweler can keep a neat and systematic © 
file of manufacturers’ catalogs of varying sizes. | 

Perhaps this is something which a committee of 
manufacturers and wholesalers’ representatives could 
studv from the standpoint of convenience and cost; and 
come up with a recommendation for a standardized page 
size, which would benefit the entire industry. 


widths from 81% to 10% inches and the depths from 7 


* * % 


The Jewelers’ Circular-Keystone is making a similar study of 
its own page size as the result of requests by advertisers and their 
agencies that JC-K establish a bleed (trim) size which is consistent 
with the majority of standard-size business magazines. 


MANPOWER VS. WOMANPOWER 


For years, the Ladies’ Home Journal has been warn- 
ing the men to “Never Underestimate the Power of a 
Woman.” Very few men had. However, the Journal felt 
that advertisers overlooked the great influence women 
wielded in the selection of merchandise and its actual 
purchase. The Journal produced some surprising data on 
the subject. 

True, the man’s magazine now feels that this line of 
thought may have overrun its mark, and that a correc- 
tive swing of the statistical pendulum is in order. 

As the result of a thorough survey conducted by an 
outside research firm, Fawcett publications uncovered 
encouraging evidence that man is more than a mouse 
that brings home the money to be spent by others. He 
vet remains an important factor in its spending. 

Reduced to round figures, the True facts on whether 
the man or woman made the most recent purchase and 
which selected the brand of several jewelry store items 
is as follows: 

In the case of cigarette lighters, it was 6 to 2 in 
favor of the man. In watches for women it was 54 to 3: 
watches for men 5 to 3. Only in women’s jewelry did 
more women than men make the most recent purchase 
and originally conclude on the brand. Yet even in this 
decidedly female purchasing department, the women out- 
weighed the men only on a 414 to 4 basis. | 

So, if you are old-fashioned enough to habitually direct | 
some of your sales remarks to the man, when he and his | 
wife visit your store, these figures would suggest you — 
continue to do so, neither under nor over-estimating 
the power of a woman. : 


lesen fe o. Editor 
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